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Share & Learn…

➢ Sound Transit Comms Structure

➢Ridership Comms

➢ System Expansion Comms

➢ Employee Comms
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40% of 

the state’s 

population
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System Expansion

Sound Transit’s system expansion means 

every few years new light rail, bus rapid 

transit and commuter rail stations open 

throughout the region, providing fast, 

reliable alternatives to congested roads

More information on each project:

www.soundtransit.org/system
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Meeting growing demand

Average weekday ridership

2010

75,508

2018

160,000

2040
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COMMUNICATIONS

Digital

Marketing

Creative & 
Brand

Customer 
outreach

Public 
Information

Video 
production

PR & Employee 
Comms

Communications 
@ Sound Transit

The Mission of Communications

Provide high quality 

communications that build trust 

and connect Sound Transit to 

its customers, stakeholders, and 

the general public.
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Quality products

➢We define the quality of our communications products 

in these ways:

✓ Targeted and tailored 

✓ Clear and concise

✓ Accurate

✓ Compelling

✓ Cohesive and integrated

✓ Timely  

✓ Driven by data

✓ Brand adherence
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Stressful times for Comms leaders

• Digitization of the marketplace (employees vs chatbots)

• Brand-first is dead:  brands must fulfill needs, will be defined by CX

• Brain space battle:  In 60 seconds, 29M WhatsApp messages & 3.3M FB posts…!

• Disruptive advertising continues its decline:  60% of millennials stream TV

• Omni-channel mix choices…

• Diminishing news reach

• Content…content…content…
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Performance measures

➢ How do we know we’re having an impact?

✓ Ridership demand

✓ Audience reach 

✓ Customer engagement

✓ Customer awareness

✓ Customer satisfaction

✓ Public approval



Ridership Comms

Is your organization 

prioritizing ridership?
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Let’s talk about ridership

Is it prioritized?

Is it resourced?

Who in your organization “owns” it?
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Truth

“BUILD IT AND THEY WILL COME

IS NOT A STRATEGY, IT’S A 

PRAYER.”

STEVE BLANK
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The subscription business simplified

SEPT OCT NOV DEC JAN FEB MAR

ORGANIC 2500 1500 1200 1600 1100 1100 1600

CAMPAIGN A 300 200 50

SAFETY IMPROVEMENT 100 150

CAMPAIGN B 200 300 150

NEW TRIP PLANNER 200 125

SERVICE PLAN C 700 300 200 150 25

NEW CRUISE LINE 100

SEAHAWKS 100 300 400 200 ?

MARINERS 50 100

HUSKIES 400 300 200 ?

SOUNDERS 100

NEW PARK & RIDE 100 200 50 25

ORGANIC 95% 96% 95% 92% 93% 92% 93%

SAFETY IMPROVEMENT 2% 2% 1%

FARE INCREASE -3% -3% -1%

NEW FARE ENFORCEMENT -1% -1%

NEW TRIP PLANNER 3% 3% 3% 3%

TUNNEL THROUGH-TIMES 4% 3% 3%

PAY-PARKING LAUNCH -1% -1% 0% 2% 2% 5%

CAMPAIGN A 4% 4% 4%

ROAD CONGESTION 5% 4%

LINK RIDER ACQUISITION

LINK RIDER RETENTION
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Web correlation to ridership
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4/10: North 
Sounder 
afternoon 
delays + ST3 
debates heat 
up in 
Olympia

4/14: North 
Sounder 
cancellation 
due to 
mudslide

4/28: Sounder cancellation + 
light rail disruption during 
morning commute

5/1: Significant 
delays throughout 
downtown because 
of May Day 
marches; Overlake 
Transit Center 
parking closure

6/23: Freight train fatality 
disrupts Sounder south & 
577 commutes + early 
Pride festivities and trip 
planning for Pride

6/24-25: Lots of traffic in 
Capitol Hill and downtown 
for Pride celebrations = 
much higher than average 
weekend traffic

5/29: 
Memorial 
Day

5/27: Significant 
delays on many routes 
because of holiday 
traffic



Social Assets Content Review (07/10 Launch) SOUND 14387

#1

TITLE: Jetpack_Coffee

Copy: Recommended in post
Links to:
Soundtransit.org

Objective:
Brand Awareness

KPI:
Ad Recall Lift

1:1 video newsfeed

Copy:

Post: 

The real future of travel is Sound Transit. 

Connecting you today and building for tomorrow.

Headline:

Jetpacks: Cool in theory

Link description:

The future is sound

M E D I A

Caveats: Post copy was adjusted to fit 90 

characters.
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1 : 1

Sound Transit
Sponsored

www.soundtransit.org

Jetpacks: Cool in theory

The future is sound 

Learn More

A W A R E N E S S

V I D E O

C R E A T I V E

The real future of travel is Sound Transit: 
Connecting you today and building for tomorrow.  

Social 
Campaign



Social Assets Content Review (07/10 Launch) SOUND 14387

#9

TITLE: Jetpack_Flames

Copy: Recommended in post
Links to:
Soundtransit.org

Objective:
Brand Awareness

KPI:
Ad Recall Lift

1:1 video newsfeed

Copy:

Post: 

We’re connecting the Puget Sound today and 

building for tomorrow, no jetpack needed.

Headline:

Jetpacks: Not that hot

Link description:

The future is sound

M E D I A

Caveats:

WIP
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1 : 1

We’re connecting the Puget Sound today and 
building for tomorrow, no jetpack needed.

Sound Transit
Sponsored

www.soundtransit.org

Jetpacks: Not that hot

The future is sound

Learn More

A W A R E N E S S

V I D E O

C R E A T I V E

Social 
Campaign



Social Assets Content Review (07/10 Launch) SOUND 14387
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Sound Transit @SoundTransit • 1d

437 views

1 : 1

C R E A T I V E

V I D E O

Links to:
Soundtransit.org

Objective:
Brand Awareness

KPI:
Ad Recall Lift

1:1 video newsfeed

Copy:

Post: If you thought autocorrect could get you in 

trouble, imagine asking a teleporter to send you 

to Helsinki. The real future of travel is Sound 

Transit, connecting the Puget Sound today and 

building for tomorrow. 

.

Caveats:

#61

TITLE: Teleporter_Hell

Copy: Recommended in postIf you thought autocorrect could get 

you in trouble, imagine asking a 

teleporter to send you to Helsinki. The 

real future of travel is Sound Transit, 

connecting the Puget Sound today and 

building for tomorrow

87 1,259 3,259

V I D E O

M E D I A

A W A R E N E S SSocial 
Campaign



System Expansion Comms
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Bridge to a faster commute
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Figure out content that engages
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Social: inform, inspire and engage
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ST online 
channel 
guidelines



23

Lessons learned

Lessons learned:
▪ Communications demands as ST3 taxes began being imposed

▪ New taxes became a political football

▪ If you have a new tax coming, make sure you’re ready

What worked well: 
▪ Created a tax bill insert describing the taxes - complaints decreased

▪ Consistent adherence to brand and tone

▪ Maps drove the conversation



Employee Comms
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Why do we care about Employee Comms?
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“You will prioritize employee comms…”

• A rapidly growing workforce, many 

new employees

• Evolving culture and business 

process to deliver projects & 

services

• Employee feedback: ‘We need 

stronger engagement’

Managing growth and change without information overload
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Evolve the 

employee 

communications 

program to 

enhance employee 

engagement

Our goal
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A multi-channel approach

• All-staff meetings

• Executive email

• Posters, flyers

• The Hub intranet

• News Link email newsletter

• Jabber, WebEx, SharePoint
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Our wins

Quality and consistency

• News Link

• Executive-level input & behavior

• Values campaign

• Offsite all-hands meeting

• Learning what excites interest 
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Where to start?

If we had to start from scratch we would….

• Define core business objectives

• Confirm short and long term goals
• Human resources

• Executive leaders

• Establish clear roles and responsibilities

• Create channel/content strategic plan to support our goals

• Test drive process and tactics

• Define success and measure progress



Thank you.

soundtransit.org

Thank you.

soundtransit.org

Thank you.


