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PUBLIC SERVICE OR SERVICE OF CHOICE?

• Captive vs. Choice Customers

• Focus on functional  lowest cost delivery

• Inward looking KPIs

• Schedule adherence

• Number of journeys

Do these represent 
customer need, 
expectation or 
satisfaction??



WHEN ARE CUSTOMERS TALKING TO YOU?



ONLINE ENGAGEMENT

Offer new ways to access 
information

Customer are now pulling 

information as and when they 

need it. 

Establishing a sophisticated online 

presence which can have a large 

impact on riders.



How many of you use social media?
What channels do you use?



WHY SOCIAL MEDIA

• It’s huge. Everybody is using it.











WHY SOCIAL MEDIA

• It’s free and its low cost to reach target market.



WHY SOCIAL MEDIA

• It allows users to make connections and keep contacts.

• Interactive

• Communicative

• Customer footprints

• It allows sharing of information, photos or videos



HOW TO MAKE A POST VIRAL

• Make a compelling headline

• Understand what emotions makes people share

• Make people look good

• Do not oversell. Do not fake it to make it.

• Are you ready to buy your views?

Pictures are worth a thousand words. 
A video is a thousand pictures.



HOW TO MAKE A POST VIRAL

Motivate

Amaze

Zombify

Amuse

Promote

Quizzes

Emote

Advocate

Warn

Hashtag

Inform

Reminisce



SOCIAL MEDIA REAL ESTATE

1. Headline – grabs attention.
2. Text – a short description 

about the product or site
3. Description - long version
4. Caption – URL
5. Call-to-action (CTA)
6. Image/Video



MOST POPULAR TYPES OF AD

1. Page post link ads – Most popular
2. Video Ads – drive high engagement
3. Photo Ads – good for generating 

comments and likes
4. Other ad types – good for specific 

aims



HEADLINE LENGTH

• Most popular Facebook ad 
headline length is 4 words

• Short headline grabs attention 
easily.



TEXT & DESCRIPTION LENGTH

• Median length for post 
text is 15 words

• Median description 
length is 17 words

• Keep text tight and to the 
point



MOST POPULAR WORDS

• You/Your – feels like 
it is talking to you

• Free
• Now
• New



MOST POPULAR SENTIMENT

• Neutral or 
slightly 
positive



MOST POPULAR LINKS

• 66% include 
domain URL



SOCIAL MEDIA RULES FOR SUCCESS

• You do not need a consultant for social media advertising but a 

passionate, knowledgeable team

• Success in social media cannot be determined by budget, content or 

vision

• Instead of promoting product features, focus on the benefits your 

products have to offer

• Go mobile or go home



MEASURING THE IMPACT

http://www.facebook.com/citykaitak/insights/
http://www.facebook.com/citykaitak/insights/


ORGANISATION CULTURE

• Must be a company culture to sustain and nurture social media

• Can you take the heat of negative comments?

• Entertain?

• Inform?

• Or, because all your peers or competitors are doing it?

• Must have a source of rich content that provides real value to 

customers



What is driving social media





mobile apps and realtime data



Personalisation
• All about personalisation - tailored info for the customer direct to their 

phone
• OPEN DATA POLICY Personal space – treat it with respect

60% of mobile advertising accessed by people by 
accident



Viewable 

Impressions

Viewable 

Impressions

What does this mean for targeting the customers?

1. Planned closures on the weekend  Digital OOH sites in advance
2. Internal data can find customer who normally travel on weekend and they can be sent an email
3. Layer internal data with third party data from Google allows a display advertising alerting the customer. 
4. On Facebook, an ad can be shown to encourage app download for checking alternative travel options (and 
share it with her friends).
5. Google Maps locates the customer heading to station. A mobile ad advising about the line closure and 
alternative travel options.



Social media content and formats: 

Facebook

Content

Interesting and 
different 

- to deliver key facts and 
information through richer 

and native content

Format

Image or video posts 
Lead with video where 

possible

•Personal space
•Building 

connections
•Engaging & 

inspirational content

Facebook is a personal space, where the audience builds connections and the content should be engaging & 
inspirational – delivered through richer/original content, preferably images or video posts. Video achieves 
higher engagement.

• Delivering campaigns using content and formats tailored to each social media 
platform maximises engagement

• Playing to the strengths of each platform enables smarter and more effective 
communications

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=&url=http://www.firertc.com/blog/firertc-is-now-on-facebook&psig=AFQjCNGbn0rtptDRb8ZigdhR1YPSGr6czA&ust=1456506907110572
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=&url=http://www.firertc.com/blog/firertc-is-now-on-facebook&psig=AFQjCNGbn0rtptDRb8ZigdhR1YPSGr6czA&ust=1456506907110572


Social media content and formats: 

Twitter

Content

Timely, helpful information
Service information and 

customer care

Format

Case by case basis, 
easy to digest formats

e.g. Static image, 
short video, infographic

Check Your Travel campaign 
infographic

•Seeing and engaging 
conversations

•Relevant information to 
daily life such as real-

time information
•Customer care

Contactless 
Monday –

Sunday 
capping 4 

second vine 
video 

Twitter is primarily used for seeing & engaging conversations, finding out relevant information to their daily lives (such as
real-time information) and customer care.

Content should be timely; helpful information such as service information & customer queries – Fares and closure 
information.

Ideal formats range from images, short videos or infographics - the choice of format should be aligned with the message 
and timed effectively to ensure its relevance

https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwid2rGkyZPLAhWD1xQKHUq8CQMQjRwIBw&url=https://play.google.com/store/apps/details?id=com.twitter.android&psig=AFQjCNHvOZufjBLDQSGl78NJqNbs6GIWVw&ust=1456512299910273
https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwid2rGkyZPLAhWD1xQKHUq8CQMQjRwIBw&url=https://play.google.com/store/apps/details?id=com.twitter.android&psig=AFQjCNHvOZufjBLDQSGl78NJqNbs6GIWVw&ust=1456512299910273


Campaign example – Weekly capping

150116_TFL_oli_V9 7 day_converted.mov
150116_TFL_oli_V9 7 day_converted.mov


DEMONSTRATING EFFECTIVENESS 

Identify relevant 
audience

Acquire data

Email customers 
with relevant 

message

Control cell 
(not emailed) 

Track customers’ 
ID, to identify if 

switched

Track customers’ 
ID, to identify if 

switched 

CONTROL 

TEST
The difference 
between the test 
and control cells 
(once the usual 
churn rate is 
taken into 
account) is the 
measure of  
effectiveness of 
the CRM in 
switching 
customers



Integrated team support

Press Office

Online

Social Media

Research

Customer 
Information

Stakeholder 
Engagement

Internal 
communications

Business 
Operations 



TIMING FOR THE ADVERTISEMENT

• The best time to post on social media is between 9am and 12 noon, 

early in the workweek (i.e., Monday to Wednesday)
• Best times: Wednesday, 11 a.m. and 1–2 p.m.

• Best day: Wednesday

• Worst day: Sunday



Social media strategy

Customer 

Information

Customer 

Engagement

Customer 

Service

Customer 

Information

Customer 

Engagemen

t

Customer 

Service



QUESTIONS?



THANK YOU!
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