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Marketing campaigns produced by a transport authority
Nightbus

Who are we talking to?

Young people aged 18-23 (mainly male).

What do we want them to do?

Use our new late night bus services to get home safely after a night out in town. It’s also much cheaper any better than queuing for taxis.

The copy (text)

We came up with the strap-line ‘who are you getting off with tonight’ because we wanted a humorous catch phrase that would appeal to young people.

The visual appearance

We wanted the publicity to look modern and ‘clubby’ so we chose a typeface and colours that we thought would appeal young clubbers.

We chose dark blue with reflective silver and white lettering to make it stand out in a dark place such as a nightclub.

New services or changes to services are highlighted by using different colours and a flash saying ‘new services’.

What forms of media did we use and why?

We produced posters and leaflets for clubs, pubs and shops because we wanted people who wouldn’t normally use buses to see them while they were out and about in town.

We looked at the idea of producing beer mats but were advised by pub and club managers that most trendy bars and clubs don’t use these anymore. 

The leaflets fold down to a handy size to keep in a wallet, purse or pocket while you’re out and about.

We also produced posters to be displayed at bus stops, on buses and at bus stations to attract regular bus users who might think about using the new Nightbus service.

Was our campaign successful?

Our campaign was a great success with lots of young people now using the Nightbus services. We have introduced many more Nightbus services in other towns as a result.

Mr Jones and the senior citizen’s pass

Who are we talking to?

Men aged 60 years and over.

What are we telling them?

About the new law that lets them get they can get a concessionary pass at the age of 60 instead of 65. The pass entitles them to cheaper fares on buses, trams and trains.

The visual appearance

We wanted the posters and leaflets to look like they were advertising an adventure film that would appeal to people of 
all ages.

We thought that most people liked the Indiana Jones character and would remember the films. 

We knew people would be aware of stories in newspapers and magazines during the time of our campaign about the film star Harrison Ford, who plays Indiana Jones, being 60 and making a new Indiana Jones film.

But we purposely chose our Mr Jones character to look like a normal 60 year old man from Greater Manchester rather than a Hollywood film star.

The copy (text)

We came up with the title ‘Mr Jones and the senior citizen’s pass’ because it sounds like a title of a film and has a double meaning.

The rest of the wording was all about being able to travel anywhere in Greater Manchester for a reduced fare. 

What forms of media did we use and why?

We produced posters to be displayed at bus stops; on buses and trams; and at bus and train stations to attract regular public transport users.

We also produced leaflets to be displayed in libraries, post offices, shops and doctors’ surgeries and other places of information. The leaflets had an application form inside.

We also issued a press release about the new law and used a full size cardboard cut-out of our Mr Jones in the photo. The story and photo appeared in lots of local newspapers.

Was our campaign successful?

The campaign was well remembered and liked by people, but the take-up of passes by men aged 60 years and over was lower than expected but this may have been due to lack of interest in using the pass itself.

Get healthy the easy way!

Who are we talking to?

People who mainly use their cars travel despite living near a good bus route.

What are we telling them?

We wanted people to use the free bus ticket we sent them so they can see how easy it is to use the bus rather than     their car.

The visual appearance

We wanted people to look at our leaflet and think it was about getting healthy so we chose a photograph of a couple who looked happy and healthy and who represented the main age-group of car users.

The copy (text)

The text on the front of the leaflet told people that there was a free offer inside and that if they wanted to find out more about the offer and how to get healthy they should read the leaflet.

We also introduced our couple, Matt and Kirsty, and gave a bit more information about their lifestyles so people could identify with them and hopefully recognise some similarities between themselves and our couple. 

We wanted people to think if Matt and Kirsty can do it – so can I!

What forms of media did we use and why?

We produced leaflets that were sent by post directly to homes of car users living near the bus route. We used a mailing database of names and addresses to do this. This way we hoped to grab their attention quicker because it was more direct and personal.

Was our campaign successful?

There was a good proportion of people who used the free ticket. We have since sent questionnaires to these people to ask them about their journey and whether they would consider using the bus again instead of their car.
Connecting People with Places

Who are we talking to?

We are really talking to everybody but people can be split into these groups:

        •      People who never use public transport;

        •      People who sometimes use public transport but perhaps could use it more often; and 

        •      People who use public transport for regular journeys say to work or school but don’t realise they could use it for 
               other journeys as well.
What do we want them to do?

Use public transport more often.

The copy (text)

We came up with the strap-line ‘connecting people with places’ because we wanted people to understand that public transport isn’t just about the essential journeys they make say to work or school. It can also help them enjoy other activities such as shopping and going out. 

We invented characters and named them after towns and places in Greater Manchester eg. Hazel Grove, Daisy Hill and Davy Hulme because we wanted people to identify with the characters, the places and the activities they were doing.

We also offered to send people a free pocket guide to help them use public transport in Greater Manchester.

The visual appearance

We wanted people to like the characters we had invented – enough to want to look at the posters and adverts; and collect all the postcards.

We chose this style of illustration because it looked like a traditional postcard – jolly, fun and colourful.

What forms of media did we use and why?

We produced posters to be displayed at bus stops; on buses; and at bus and train stations to attract regular public transport users.

We produced adverts to appear in local newspapers and other suitable publications.

As a more unusual way of getting our message about using public transport, we also produced free postcards to be displayed in shops and other information outlets. We hoped that people would pick these up because they liked them and possibly collect the full set. 

Was our campaign successful?

People liked the look of the characters we invented and the campaign generally. We had an excellent response to our offer of our free pocket guide to using public transport which we saw as a positive step to getting people thinking about using public transport more often.
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