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WHAT DOES TRANSPARENCY 
MEAN TO YOU?



3

An
integrated
regional
multimodal
transportation 
authority
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RECORD RIDERSHIP
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MEANINGFUL NARRATIVE 

Bring customers through the story

Plans for 
transit changes

Financing 
for transit changes

Implementation 
of transit changes
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EVERGREEN EXTENSION AND BUS INTEGRATION
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CHALLENGES
New rail line was going to 
change how customers 
access the transit network

No additional funding for 
expanding transit

Customer demand continued 
to grow and shift
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Build a narrative linking the 
different planning phases 

Leverage what we heard during 
the planning phases

Change customer behaviour

OPPORTUNITIES
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PLANNING PRIORITIES
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COMMUNICATIONS PRIORITIES
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ACHIEVING TRANSPARENCY: 

TECHNICALLY ACCURATE AND 
PLAIN LANGUAGE 
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BE ACCURATE 

What is meaningful to customers?

Travel time
Number of transfers

Frequency of service

End of service / last trip
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COMMUNICATE CLEARLY – NO JARGON

Bi-directional 
service

Bus Capacity
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ACHIEVING TRANSPARENCY: 

IDENTIFY TRADEOFFS AND
VALIDATE DECISION MAKING 
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IDENTIFY ALL TRADEOFFS
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VALIDATE DECISION-MAKING
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ACHIEVING TRANSPARENCY: 

ENGAGE AND INFORM 
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Customers
• In-person events for groups or 

organizations
• Responses to letters, emails, 

phone calls

Stakeholders
• Ongoing updates and 

discussions with municipal staff
• Present to Committees and City 

Councils 

ENGAGE WITH KEY AUDIENCES

Employees
• Sessions to teach 

rail and bus service 
changes and clarify 
questions
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SHARE INFORMATION
Customers
• 156 FAQs
• 95+ social media posts
• 3 advertising campaigns
• 50+ system ambassadors
• Monitor customer feedback

Employees
• 2 Town Halls 
• Multiple Coffee Chats
• Develop/execute tactics 

aligned across the enterprise
• Evergreen section on the 

intranet
• Info at depots and offices

Media
• 10+ news releases
• 145+ news articles
• Mitigate issues
• Ride-alongs with senior govt
• Host a technical briefing
• Media tour of the plazas/stations

Stakeholders
• Municipal partners shared 

our information 
• Prepare information 

packages for elected officials
• Submit articles to industry 

magazines
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STAGED ROLL OUT

• Educational 
awareness 
campaign to teach 
and inform 
customers on the 
new travel patterns

• Campaign: 
September 19 to 
October 28, 2016

• Alignment change: 
October 22, 2016

• Generate excitement 
and build ridership for 
the Evergreen 
Extension

• Celebrate Evergreen 
and the expansion of 
our network

• Campaign: October 31 
to December 16, 2016

• Opening day: Dec 2

• Roll out as part of 
Winter Service 
Changes 2016

• Campaign: 
December 5 to 
January 13, 2017

• Effective change: 
December 19 
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1-YEAR LATER

Weekday ridership up 25%

Weekend ridership up more than 50%

8.6 million boardings between opening day and 
Oct. 31, 2017

51% of journeys in Tri-Cities begin on Evergreen 
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LESSONS LEARNED

• Find a balance between technical and plain language

• Understand what is meaningful to residents 

• Share the right message on the right channel

• Some customers need the details

• Show how decisions are made

• Strong relationship between Communications and 
Planning
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Angela Salehi angela.salehi@translink.ca
Mia Pears mia.pears@translink.ca
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