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Post-Covid , 
we have to 
think and act 
differently.











òWe are planning for that strange period when 

lockdown restrictions are lifted, but before 

congestion comes running back. Thatõs a window 

where we can get a lot done. And it will be 

necessary to get things done. Because if San 

Francisco retreats in a fear -based way to private 

cars, the city dies with that, including the 

economy. Why? Because we canõt move more 

cars. Thatõs a fundamental geometrical limit. We 

canõt move more cars in the space we have.ó

Jeffrey Tumlin

Director of Transportation, SFMTA

April 2020



Congestion, 

emissions, 

accidentsé

No thanks



In a Covid World, 

we must

ôrethinkõ our Brand



Public Transport 

is (still) all about

òPassenger 

Experienceó



Design + 

Marketing + 

Communications

PX =



Observe. Collect Info. 

Ideate. Create. Test. 

Collect Feedback. 

Refine. Expand

Design, Marketing & Communications is all about:



How does 

Branding fit in our 

PT-Covid World?



òA brand is a personõs gut 

feeling about a product, 

service, or company. 

If each person feels 

vastly different about the 

values a company holds, 

that company has failed 

to create a strong, 

coherent brand. A brand 

isnõt what you say it is. 

Itõs what they say it is.ó

Marty Neumeier



Å We receive more brand messages than we 

can actually handle

Å We now control the ôpurchasing processõ

Å We ôconnectõ with brands we believe in

Å We value emotional connections over 

functional ones

How consumers see Branding in 2020: 



Post-Covid Branding questions:

ÅWhere are we?

ÅWhere do we want to be?

ÅWhat do we need to do?

ÅHow are we going to do it?



Re-Discovering ourselves Post -Covid

Review

Review every  

aspect of your 

brand:  Category, 

Consumers, Journey,

Competitors , Insights

Highlight streng ths &

weaknesses

Position

Decide on your 

target user,  their 

profile, rational &

emotional  benefits . 

Narrow down to a 

brand  positioning 

statement

Plan

Create a plan that 

lays out your new 

vision, values,  

strategies & tactics . 

Develop a briefing, 

budget & project 

scope  

(who/what/when)

Roll-Out

Deploy your 

designed passenger 

communication, 

service innovation,  

& journey

experience plan



Review: Where are we?

Conduct an in -depth review of your existing brand -

look at every aspect of your service: your users, your 

competitors, your communications channels and the 

brand itself

REVIEW COMPONENTS:

Passenger Target(s) &

Insights

Competitor & Market

Assessment

Current Brand

Usage

Points of Parity and Difference = SWOT



Customer Targets & Insights

Review: Where are we?

ÅFocus on the most relevant targets. Socio -

demographics are still crucial background 

information

ÅAssess your existing servicesõ pre-purchase 

experience, usage experience and post -

usage experience



Competitor & Market Assessment

ÅWhat is your relative market share? 

ÅWhat is the frequency of trips per user?

ÅCompare yourself to other cities worldwide

Review: Where are we?



Current Brand Usage

ÅHow much do users recognise your brand?

ÅHow aware of your brand are your users?

ÅCompare yourself to other cities worldwide

Review: Where are we?



Strengths

Å Things you do 

well

ÅQualities that 

separate you 

from your 

competitors

Weaknesses

Å Things your 

service lacks

Å Things your 

competitors do 

better than you

Opportunities

ÅUnder -served 

market for your 

service

Å Emerging need 

for your service

Threats

ÅChanging user 

attitudes

Å Environmental 

influences

Review: Where are we?



The Four Pillars of Brand Positioning

Position: Where do we want to be?

Å Target User: the people you want to appeal to and get 

business from

Å Market Definition: your service relevance, what/where you 

will compete in

Å Service Brand Promise: the compelling benefits youõre 
offering

Å Reasons to Believe: the evidence you will deliver your 

promise on



Total Available Market (TAM) : composed of 

potential (passive) users who could engage 

and show interest in your brand

Brand Available Market (BAM) : composed of 

those potential (active) consumers motivated 

by your brand offers, that respond to your 

brand story and service offering

Program Available Market (PAM) : composed 

of users you would like to activate with a 
specific , targeted marketing offer

Position: Target User



Position: Market Definition



Brand Experience
ôWhy you existõ

A Promise

ôWhat you doõ

The Proof

Position: Service Brand Promise



Why?

What?

How?

What are the reasons you exist?

- Your Purpose

What do you do to deliver that 

Purpose?

How do you deliver your 

Purpose and how do you 

challenge / go beyond 

the Status Quo?

Position: Reasons to Believe





Get inside 

your 

Passengerõs 

Head



Get inside 

your 

Passengerõs 

Head

ÅWhat does he / she really 

want?

ÅHow can my services solve 

their problem(s)?

ÅWhat factors motivate their 

buying decisions?

ÅWhy do my existing passengers 

choose my current services 

over my ôcompetitorsõ?



YOU HAVE 60 SECONDS TO IMPRESS ME

GO.



Sell, 

ôYouõ



ÅProvide clear positioning for your brand & products

ÅYour brand as an umbrella for current and future services

ÅDifferentiate yourself from others

ÅDefine the role and positioning for your service

ÅDetermine your emotional connection with passengers

ÅEnsure consistent communication to sustain your brand

ÅEnsure every communication supports your brand

Plan: What do we need to do?



Plan: Set your Values

ÅQuality

ÅInnovative

ÅGood Value for Money

ÅChallenge Existing Alternatives

ÅFun & Cheek y

Freedom, Adventure, 

Authenticity, Passion

For the Many



Plan: What do we need to do?

Sales Process

Trad Media

Marketing Plan

SEO & SEM

Online Ads

Direct Mail

User Retention

Biz Dev

Events

Social Media

Digital Media



Plan: What do we need to do?

1. Be modern

2. Be multicultural

3. Create a sense of pride in your view of the 

city

4. Give your service ôcolourõ- reinforce the 

funky side of you

5. Be part of peopleõs lives ðin spirit & in 

action

6. Communicate always in an optimistic way



Set your USP

Set your Comms Objectives

Set your Audience

Set your Key Messages

Set your 

MarComms

channels

Set your Tactics

Set your Goals & Measurement Criteria

THE PLAN



Roll-Out: Milestones

ÅDouble the number of journeys made in 

the targeted areas of the network over the 

next 12 months

ÅIncrease website traffic regarding your 

ônew serviceõ by 50% in the next 6 months

ÅIncrease your Social Media likes by 50% 

in the next 6 months 

ÅIncrease your Social Media ôfollowersõ by 
100% in the next 3 months



Roll-Out: Tasks

ÅPlace all your marketing tactics in one 

document and organise them by category ð

OOH advertising, direct mail/email, social 

media, events, ôin-storeõ promotions, website, 

etc. This allows you to track the progress of 

your campaign.

ÅAssign available resources to each 

marketing tactic by choosing one staff 

member to head -up each category.



Roll-Out: Tasks

ÅDetermine how long it will take to execute 

each of your marketing tactics. 

ÅAssign and manage the costs associated 

with producing and delivering each of your 

marketing tactics. 



Roll-Out: Tasks

ÅCreate a flowchart with a timeline across the 

top that includes for each marketing tactic: 

a brief description, cost estimate, launch 

date and the person responsible for 

managing it. Each tactic has a budget, 

timing and resource allocation associated 

with it. This ensures a more efficient, effective 

Roll-Out.



Brand Values in action

éa tale of 1 city, 2 operators



Tokyo

Fast Facts:

Population: 10 million

Density: 6,158 people per sq km

Known for its urban density and a 50 -year history of interconnected PT services

3.5 billion passenger journeys in 2019


