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> Our marketing campaigns are yielding strong
results

e 77 per cent of Londoners recognise TfL advertising—up from 68 per cent in
2017

* 40 per cent of recognisers agree the advertising makes them feel that TfL cares
about its customers

e 33 per cent of recognisers who use buses have used public transport more
after seeing our advertising

e EVERY JOURNEY MATTERS



* TfL safety campaigns — strategic overview

TfL's safety campaigns contribute to our purpose to move London forward safely, inclusively and

sustainably and ultimately deliver against the Mayor’s Transport Strategy outcomes of:

*  ‘Vision Zero’, where nobody is killed or seriously injured (KSI) on London’s roads or public
transport by 2041

e 80 per cent of trips in London being made by sustainable modes by 2041.

Our safety priorities comprise of:

*  Reduce the risk of being a victim of crime on London’s public transport, with a focus on high-
harm offences and vulnerability

*  Embed a zero-tolerance approach to sexual harassment and hate crime on our network

*  Provide a welcoming, inclusive transport network where everyone can make seamless, safe,
secure, affordable and accessible journeys, to help give customers more reasons to choose
sustainable travel

*  Progress towards Vision Zero on London’s roads by focusing on safe speeds, safe streets, safe
vehicles, safe behaviours and post-collision response

*  Progress towards Vision Zero on our network by focusing on areas of greatest safety risk and
developing indicators to help prevent incidents before they occur

e EVERY JOURNEY MATTERS



Public Transport Safety campaign

e EVERY JOURNEY MATTERS




s Public Transport Safety (PTS) campaign overview

Summary: Safety has always and will always be TfL’s highest priority. Our multi-modal Public
Transport Safety campaignis designed to help support wider TfL safety measures in reducing
customer incidents and preventing delays on network.

We know many customers know what to do to travel safely, but not everyone is doing it. Accidents
occur when customers are distracted, on autopilot, on an unfamiliar journey or have a low awareness
of risk.

To cut through these mindsets and prompt behavioural actions that help customers remain safe, we

take the following approach:

* We focus on a point of incident strategy (e.g., close to escalators, in carriage etc.), as this gives us
the best chance of changing behaviour in the moment to prevent accidents

* Our communications work to alert customers to the risks without making them fearful and focus
on the positive behaviour we want them to adopt with an authoritative yet caring approach which
encourages customers to re-evaluate their behaviour

e EVERY JOURNEY MATTERS



* Public Transport Safety (PTS) campaign overview

The campaign was updated in May 2023 to align with TfL's brand guidelines whilst
simultaneously optimising messaging and placement of messages.

Integrated comms activity: We have an always-on presence across all modes on the TfL-
owned media estate. The marketing campaign led with printed and digitally animated
posters across the network, in carriage and on DigiVans. The campaign has been supported
by a trade press release, internal employee communications, an organic social media video,
metro articles and modal safety roadshows.

Objectives and KPls:
* Business objective: To drive network improvements in safety and reliability
* Campaign objective: To encourage TfL customers to think about their personal safetyand
to take extra care when travelling on PT
o 55% of customers recognising the campaign by March 24 (Dec 23/ 42%)
o 54% strongly agreeing ‘it’s important to take care on PT’ by March 24 (Dec 23/
53%)
o 66% agreeing the advertising made me think ‘I need to take more care on public
transport’ by March 24 (Dec 23/ 77%)

e EVERY JOURNEY MATTERS



Multi-modal messaging matrix

Mesage B I!-I!IIEEIE Placement nfo

Mind the Gap
Hold the Handrail (escalators)
Hold the Handrail (stairs)

Hold the handrail too
(luggage)

Hold the Handrail (incarriage)
Take Care Closing Doors

Slow Down And Walk

Use the Lift
Stay Behindthe Yellow Line

Watch Your Step, Not Your
Phone

Stop! Ask Staff for Help
Stop! Press Alarm for Help

Take Extra Care After Drinking
Alcohol

Take Extra Care After
Drinking Alcohol (escalator)

Look Both Ways for Quiet
Trams

Watch Your Step
Hold the Handrail (bus stairs)

Keep Kids' Feet Clearof Edge

X

X X X X

>

X

X X
X X
X X
X X
X X
X X
X X
X X
X
X
X X

TfL RESTRICTED

Platforms
Near escalators
Near stairs

Near escalators

In-carriage
Platforms/in-carriage

Ticket halls, concourse, platform,
stairs

Near lifts
Platform

Ticket halls, concourse, platform,
stairs

Platform
Platform

Ticket halls, concourse, platform,
stairs

Near escalators

Near crossing points

Bus stops
In-bus

Near escalators
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" PTS creative bus specific




" PTS multi-modal messages
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Serious Worrying Incidents (SWI) campaign

e EVERY JOURNEY MATTERS



12 Serious Worrying Incidents (SWI) - overview

Summary: Our SWI campaign launched in 2020 to create a sense of unity of
Londoners standing together against abuse on the network, targeting staff abuse,
drunken behaviour towards staff and hate crime towards customers or staff.

The campaign evolved in February 2023 to as a result of research that indicated that a
significant percentage of victims of hate crime and incidents were equally hurt that
witnesses took no positive action to supportthem.

Integrated comms activity: We have an always-on presence across all modes on the
TfL-owned media estate. The campaign has been supported by paid partnerships
(online publications, podcasts), organic content on TfL social channels, CRM to the TfL
database, internal comms, internal bystander training, TfL funding of bystander
training for partners and citizen promoted through TfL press office, ongoing
stakeholder engagement and community engagement events with policing partners at
key moments throughout the year.

e EVERY JOURNEY MATTERS



= Serious Worrying Incidents (SWI)

Multi-modal messaging:

* Distract with a question. What's the next stop? What's the time?

* Make a note. What are they doing? What do they look like?

* Make sure they're OK. Are you alright? Can | do anything?

* Let's stand together against hate

* We won’t accept drunken abuse of staff/Abuse of staff stops now/We won’t stand for abuse of TfL
staff

» Always report by texting the British Transport Police on 61016 or using the Railway Guardian app /
at met.police.uk or calling 101

* Inan emergency call 999

Objectives and KPlIs:

* Campaign recognition at 50% of PT users by March 24 (Dec 23/38%)

* Reach 65% target of customers who agree TfL is working to reduce serious ASB by March 2024
(Dec 23/62%)

* Reach 50% target of Londoners who agree that they would report anincident of hate crime if it
happened to them (Dec 23/47%) and 43% target agreeing they would report if they saw it happen
to someone else by March 2024 (Dec 23/42%)

* Reach 30% target of customers who agree that they have all the information | need to confidently
intervene/support if | saw an incident of hate crime by March 2024 (Dec 23/28%)

e EVERY JOURNEY MATTERS



If you see a hate crime or
abusive behaviour whilst
on public transport, safely
documenting and reporting

it can help build a profile of
the perpetrator and help us
stop it from happening again.
Always report what you've
witnessed by texting British
Transport Police on 61016 or
using the Railway Guardian App.
In an emergency call 999.

Let's stand together against hate

TRANSPORT
MAYOR OF LONDON SRl E omr FOR LONDON
POUCE VT SO0 NATTORS.

“ Campaign creative: Active Bystander

WHAT
HAPPENED
ISN'TOK
Following a hate crime or
abusive behaviour on public
transport, your support can
help the targeted person feel
less isolated and more confident
reporting it. Only support if
you feel safe and always report
‘what you've witnessed at
met.police.uk or by calling [0l
In an emergency call 999.

Let’s stand together against hate

MAYOR OF LONDON

TRANSPORT
FOR LONDON

DISTRACT

WITH A

Hate crime or abusive behaviour
on public transport can be
defused by asking the person
being targeted a small question.
Only interrupt if you feel safe
and always report what you've
witnessed by texting British
Transport Police on 61016 or
using the Railway Guardian App.
In an emergency call 999.

Let’s stand together against hate

TRANSPORT
MAYOR OF LONDON gﬁﬂ.“‘»%%m FORLONDON
oS
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s Campaign creative: SWI

er
of staff or by texting
61016. In case of an
emergency call 999.

PRSI § ot
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Sexual Harassment (women’s safety) campaign

e EVERY JOURNEY MATTERS



» Sexual Harassment (women’s safety) campaign
overview

Summary: In 2021, weleveraged RDG’s national campaign to address sexual
harassment on public transport, with consistent messaging to demonstrate our zero-
tolerance towards theissue. The campaign evolved in February 2023 to help create a
culture of active bystanders on the network.

Safe bystander intervention can help to defuse some situations of sexual harassment
when they occur, as well as helping the police to identify and prosecute offenders
through encouraging reporting.

Integrated comms activity: We have an always on presence across all modes across
the network. The marketing campaign led with printed posters across the network
with a focus on 'point of incident' placements such as in carriage and inside buses. The
campaign has been supported by paid partnerships (social media content with
Ladbible podcasts & influencers), organic content on TfL social channels, internal
comms, ongoing stakeholder engagement and community engagement events with
policing partners at key moments throughout the year.

e EVERY JOURNEY MATTERS



s Sexual Harassment (women’s safety) campaign
overview

Messaging:

* Distract with a question. What's the next stop? What's the time?

* Make a note. What are they doing? What do they look like?

* Make sure they're OK. Are you alright? Can | do anything?

* <Type of USB> is sexual harassment and is not tolerated.

* Together, we can stop sexual harassment on public transport

* Always report by texting the British Transport Police on 61016 or using the Railway Guardian app /
at met.police.uk or calling 101

* Inan emergency call 999

Objectives and KPlIs:

* Campaign recognition at 50% of PT users by March 24 (Dec 23/38%)

* Reach 65% target of customers who agree TfL is working to reduce serious ASB by March 2024
(Dec 23/62%)

* Reach 50% target of Londoners who agree that they would report anincident of SH if it happened
to them (Dec 23/51%) and 47% target agreeing they would report if they saw it happen to
someone else by March 2024 (Jan24/44%)

* Reach 31% target of customers who agree that they have all the information | need to confidently
intervene/support if | saw an incident of sexual harassment by March 2024 (Dec 23/28%)

e EVERY JOURNEY MATTERS



” Active Bystander messaging

a question

What bus
route are
we on?

What'sthe | | ) |
next stop? | | whats |
4 | the time? ‘
: )

J

Always report it online at met.police.uk
Call 999 in an emergency.

Together, we can stop sexual harassment
on public transport.

TRANSPORT
MAYOR OF LONDON 18] e FOR LONDON

What
busisit
What happening
time is it?

Always report it online at met.police.uk
Call 999 in an emergency.

Together, we can stop sexual harassment
on public transport.

TRANSPORT
MAYOR OF LONDON  [afg] “puriee™ FOR LONDON

VY JOURNEY MATTERS

they are OK

Are you I'll report
(o] ¢4 What it too
happened
isn't OK

Always report it online at met.police.uk
Call 999 in an emergency.

Together, we can stop sexual harassment
on public transport.

MAYOR OF LONDON

EVERY JOURNEY MATTERS




® Active Bystander messaging

calling flashing skirting
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Sexual Harassment & Hate Crime: bystander
findings

e EVERY JOURNEY MATTERS
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Since launching our bystander messages across
both campaigns, our campaign metrics show a
steady increase in respondents:

"Have all info need to confidently intervene" -
agree minus disagree

40
35
30 //_
25
20
15
10

5

0
Oct-22  Nov-22 Dec-22  Jan-23  Feb-23 Mar-23  Apr-23 May-23  Jun-23

= Have all info need - ASB w=m Have all info need - SH
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Travel Kind campaign
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» Travel Kind (TK) campaign overview

Summary: This campaign focuses on the customer behaviours thatimpact on the
reliability of the network or customer experience. Often summed up as ‘travel
etiquette’ it focuses on inconsiderate behaviours on the less serious spectrum of anti

social behaviour. The campaign underwent a creative and messaging refresh which
launched in August 2020.

Integrated comms activity: We adopt an ‘always on’ approach to TK messaging,
running the messages throughout the year. There is no paid media support, we only
use on system across allmodes - in stations and in carriage, as well as digital out of
home and the Metro. During strikes, the TK messages are upweighted to encourage
positive behaviours while travelling.

e EVERY JOURNEY MATTERS



= Travel Kind (TK) campaign overview

Messaging: The ‘Be Kind’, ‘Be Considerate’ and ‘Be Patient’ creative are the main
messages we’ve used from August 2020 as they have been seen as ‘evergreen’
messages that bring positive messages to the network, so essentially balancing out
some more of the serious safety messages. ‘Backpacks’ ‘Bin It’ ‘Wait close to the bus
stop’ ‘Buggies make space’ and 'Offer your seat’ all also run currently. ‘Move on up’ is
the most recent asset that has been created as part of TK. We recently introduced this
Q1 23/24, as crowding has started to become more significant.

Objectives and KPlIs:

* Reach 65% target of customers who agree TfL is working to reduce serious ASB by
March 24 (Dec 23/62%)

» Campaign recognition at 50% of public transport users by March 24 (Dec 23/38%)

* Reach 38% target of customers who feel that TfL cares about its customers by March
24 (Dec 23/40%)

e EVERY JOURNEY MATTERS



* Travel Kind bus specific creative

‘BUGGIES,

MAKE

We are also developing a bus related 'Bin it' message to target litter being Left on the bus.

e EVERY JOURNEY MATTERS




» Travel Kind creative multi-modal creative

\\\é“ / ////
CONSIDERATE

=~ TOIOTHERSE
R\ s
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Road Safety — Speed awareness campaign
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» Road Safety Speed awareness campaign
overview

Summary: Each year in London over 1000 people areinjured or killed by drivers
exceeding the speed limit.

TfLl's new road safety campaign tackling speeding as a dangerous behaviour, targets all
pan-London drivers and aims to challenge socially accepted driving norms by reframing
drivers' perception of what counts as speeding, particularly in lower speed limit roads
(20/30 mph). Comms will aim to motivate drivers to change their behaviours and to
watch out for more vulnerable road users. Showing them that driving even 'a little bit'
over the speed limit can have devastating consequences.

Integrated comms activity: The campaign went live in September 2023 with radio and
road facing posters to target drivers at key moments whilst driving. Further activity
followed in October with TV, Video on Demand (VOD), Social Video, Online Video (OLV)
and Cinema, used to drive emotional engagement at scale along with ads on bus lower
rears.

e EVERY JOURNEY MATTERS
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Road Safety — Speed awareness campaign
overview

Messaging: Speeding kills. Slow down.

Objectives and KPlIs:

* |Increaseagreement TfL is working to reduce deaths and serious injuries on London’s
roads: 60% by Mar ‘24 (Dec 23/60%)

* Reduction in number of people speeding. This will be measured by strong
agreement fromdrivers to ‘think more about how fast| am driving on the road’ and
to increase agreement to ‘Always watch out for motorcyclists’ 50% by Mar’24 (Dec
23/58%)

* Reduction in road KSIs 23/24. Target: 3542

e EVERY JOURNEY MATTERS
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Speed awareness campaign creative

| <| ))) Radio

“I didn’t think
| was going

TV Advert

Road Facing Posters
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2 Road Safety — Lowering Speeds Campaign

Messaging: We're Lowering speed limits to save lives

Summary:

TfL's Lowering Speeds communications approach is twofold; (1) London wide communications to
educate all Londoners on the benefits and safety reasons behind the introduction of 20mph speed
limits across London and (2) local communications in specific London boroughs to raise awareness
amongst local drivers and riders of the changes to speed limits in their area.

Integrated activity:
Communications have run across a mix of consumer media channels including localised press,
radio, podcast, digital advertising and social media

Objectives and KP/I’s:

* Campaign recognition; 55% by Mar ‘24

* TfLis working to reduce KSls: to 60% by Mar ‘24 (Dec ‘23/60%)

* Speed limits of 20mph help prevent deaths and serious injuries on London's roads: 44% by Mar
24 (Dec’23/41%)

* Reduction in agreement with the statement ‘It is acceptable to drive over 20mph in 20mph
speed limit areas’ to 22% by Mar ‘24 (Dec ‘23/35%)

e EVERY JOURNEY MATTERS



33

Road Safety — Lowering Speeds Creative

We're lowering
speed limits

20mph speed
limits are being
i o 5 introduced
AR, 4 on TfL roads

‘ in Wandsworth

N \‘ \

Lowering Speeds:

Lowering Speeds:
Local Boroughs

Pan London
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4 Road Safety — Motorcycle Safety campaign

Messaging: Riders and drivers to watch out for each other

Summary:

Powered Two-Wheeled (P2Ws) only make up 1% of mode share but are the most high risk road
user group. Latest data shows us that the most common factor that causes collisions involving
riders, is a car turning into the path of the rider. We want to try and influence both the rider &
driver with a two-pronged approach, targeting them with a simple, unified message: Watch out for
each other.

Integrated activity:

The campaign focuses on breaking down tribal road culture, by utilising a road safety advocate,
Ogmios. Ogmios delivers a sense of calm and reciprocity to all of London’s road users through his
YouTube channel and zen like commentary of dash cam footage. The campaign is currently live
across Video on Demand and Online Video

Objectives and KPI'S:
* Agreement from drivers to ‘Always watch out for motorcyclists’; 50% by Mar ‘24 (Dec ‘23/48%)

e EVERY JOURNEY MATTERS
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Road Safety — Motorcycle Safety Campaign

Discéver the Og%ios

fchooL of zen Motor

tim ¥

I » < o01/02

Youtube Links:
https://www.youtube.com/watch?v=F8 BAIzbKXEE
https://voutu.be/Sn0Xré6sC9c0

https://youtu.be/ z8zblZVyBM

https://voutu.be/L NfnoT90OVik


https://www.youtube.com/watch?v=F8BAIzbKXEE
https://youtu.be/Sn0Xr6sC9c0
https://youtu.be/_z8zblZVyBM
https://youtu.be/LNfnoT9OVik
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Road Safety — Motorcycle Safety Training programme

We offer two free motorcycling training courses for those who
live, work or study in London, designed to improve rider
attitudes. ™ IBEYOND

CBT|sxiLLs For ,e, TRANSPORT
ELIVERY FOR LONDON

- I

Beyond CBT: A free one day tailored motorcycle programme
aimed at gig economy drivers who wish to improve their skills
and safety on the roads. Specifically designed for delivery riders
and couriers.

I-2-
1-2-1 training course: A tailored 1-2-1 course for riders to build Motorcycle Q
confidence and aimed at commuters on low powered bikes. Skills ¢ @ o)

Tailored to you

Since April 2023, 1106 riders have completed 1-2-1 Motorcycle
Skills and 398 riders have completed Beyond CBT.

We are on course to hit our yearly target to deliver 567 Beyond

CBT courses and have already hit out target of 567 Beyond CBT
courses

e EVERY JOURNEY MATTERS


https://tfl.gov.uk/travel-information/safety/road-safety-advice/motorcycling-in-london

¥ TfL Travel for Life programme

Summary:

For the past 16 years, we have been offering schools and education settings across London a series
of free educational programmes for children and young people aged three to 17, delivered in
partnership with the London Transport Museum and London boroughs. It teaches young people
how to travel to and from school safely and sustainably.

In September, we brought together each of our existing programmes (formerly known as Road
Safety Club, STARS, Safety and Citizenship, and TravelSmart), under one new umbrella programme
called TfL Travel for Life.

Integrated comms activity:

The rebrand launched in September with a launch event at a Gold accredited school, press release,
social posts, new TfL webpages and internal communications activity. There is also continued
engagement with stakeholders and schools throughout the year.

Objectives & KPlIs:

* Increase awareness of our schools programmes across London

* Reach 1000 gold accredited schools by 2025

* Increase reach of ‘TfL Discoverers’ content through improved distribution and campaign
* Reach90% of all year six students each academic year on the TfL Citizens programme

e EVERY JOURNEY MATTERS
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TfL Travel for Life

TfL Travel for Life is a free education programme supporting
the next generation of Londoners to travel towards a brighter,
safer and more sustainable future. Be part of the solution.

TfL
e DISCOVERERS e

Helping little

Inspiring primary-

Londoners be safe ) aged children to )
around roads travel actively,
responsibly and
safely

S L

Take part at any level to earn either
Bronze, Silver or Gold accreditation

122222202000
NANANANANANS

e PIONEERS

Empowering

) secondary-aged
children to be
advocates for
active, responsible
and safe travel

TfL
NAVIGA’

Guiding young

Y people to become
risk-aware, safe and
considerate drivers

EVERY JOURNEY MATTERS
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Appendix — other bus campaigns

EVERY JOURNEY MATTERS



©» Championing Value campaign overview

This campaign champions the value of public transport. Using a range of owned and paid
communications, the campaign is designed to build the mental availability of public transport in
customers’ minds, promoting the value proposition of public transport. We will do this by showing
customers that what they get for what they pay has value, enabling them to do the things that matter via
public transport.

Objectives:
* Overall: 80% sustainable journeys by 2041

* Perception and attitude: Want to use PT more, 36% by March 2024, 38% by March 2025.
BuSareRadgad:ecognition: 57% by March 2024, 59% by March 2025
* Bus Hopper £1.75 %
* £5.25 daily cap

* Under 11s travel free with an

adult )
* Under 18s travel free with a Zip . :&;r.elfs For anywHere
Photocard 3 travel. au day, think

* Night Bus Hopper £1.75

Channels:

¢ Social video, radio, online video,
press, posters, TfL blog, emails,
TfL website , Partnerships and
toolkits

e EVERY JOURNEY MATTERS

MAYOR OF LONDON



«n TfL Purpose campaign overview

The multi-modal Purpose campaign communicates our plan to make sustainable transport in London
better for everyone by informing our customers about the improvements we’ve already made and are
making to the network, as well as our plans for the future.

Objectives (targets are by Mar ‘24):

* 60% of Londoners recognise the campaign (49% Dec 23)

* 38% of Londoners strongly agree the ads make them feel TfL cares about its customers (40% Dec 23)
* 40% of Londoners strongly agree that TfL is investing to improve their journeys (39% Dec 23)

Bus improvements messages:
e 100 per cent low or zero-

emission bus fleet & zero-emission - — I~
i o ith upgrades
fleet by 2034 Bus journeys are :{,'tz':rlgiﬁﬁl:sﬁn. to improve bus

reliability, journeys
are getting brighter.

We're upgrading traffic signalling.

a5 well as extending some bus lanes

and increasing the hours they operate.

This will help give our buses greater

priority, making them more reliable , ¥ ‘
>

buses, journeys are
getting brighter.

* Bus reliability, Superloop, 300
Countdown signs, LED lights at bus
shelters

* Payas you go single bus fares frozen
until Mar 25

* Local bus improvements

We'e always improving our bus
fleet to make it cleaner 1ts part

and more convenient for Londoners
all over the city. That is how we're
making greener* journeys in London
brighter for everyone

Because every journey matters.

Search THL improvement plan)

Channels:

* TV, video on demand, radio, online
video, press, posters, social, TfL
blog, emails, TfL website

EVERY JOURNEY MATTERS



22 TfL Purpose campaignh — other modal messages

Tube and Rail press and posters

A better connectéM ' With Tube

city is a brighter city : improvements,
e e journeys are

e = getting brighter.

also connects We're Improving the Circle,

Overgrougd: DLR. National District, Hammersmith & City,

and Metropolitan lnes with

a few signalling system for

faster journeys In the future,

That is how we're making
Journeys in London
for everyone.

Because

Search Tl ment plan

MAYOR OF LONDON

A better connected
city is a brighter city
The Elizabeth line gives you fast® journeys
across central London. Our more spacious,
air-conditioned trains travel from Paddington
to Liverpool Street in just 10 minutes. That is
how we're making greener** journeys |
London brighter for everyone.

Because every journey matters.

Search TfL improvement plan

MAYOR OF LONDON

Messages:

Fast journeys with the Elizabeth line

The majority of fares on the London Overground and Elizabeth line have been frozen until March

25

Improved connections with the Barking Riverside Extension and Northern line extension
Improving the District, Circle, Hammersmith & City & Metropolitan lines with a new signalling

ystem for faster journeys in the future

EVERY JOURNEY MATTERS



s TfL Purpose campaign - local bus improvements

We promote positive bus service improvements with

local campaigns to demonstrate that we care about our :

customers by investing to improve their journeys.

Channels:

Local posters, local press, online advertising, CRM
and customer information

ute £0 St
part of the Mayor of London,
and TALs plan to bulld a greener future for
That Is how we're making greenar® journeysin-
London brighter for everyone. d

Because every journey matters.

Download the free THL
Go app for Live bus times.

Route 486 now
- runs 24 hours,

“comg e car ot
LEG AL 20
TRANSPORT
MAYOR OF LONOON FOR LONDON
o e s

EVERY JOURNEY MATTERS
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Superloop campaign

Superloop phase one launched in July 2023 when four existing
express routes were renumbered and rebranded to Superloop.
Each route was promoted using localised campaigns

This activity aimed to demonstrate to customers that TfL is
investing to improve their journeys

Channels: Local posters, radio, local press, online advertising,
service CRM, stakeholder engagement, TfL Go

updates, customer information, paid and organic social

Phase two sees the introduction of five new Superloop routes,
providing an opportunity to deliver good news to customers
through bold and exciting marketing
Localised campaigns aim to drive ridership on the new routes
Once all five routes are live, pan-London activity will
communicate that the outer loop is complete, demonstrating
that we are investing to improve our customers journeys
Channels:
o Local posters, radio, local press, online

advertising, service CRM. Stakeholder engagement, TfL

Go updates, customer information, paid

and organic social

Superloop SL6
connects Croydon
with Russell Square

Croydon
Waterloo
Holboen
Russell Square

Pop to
Pop to Harrow North Finchley
with the new with the new
Superloop SLIO Superloop SLIO

TrANsPORT e e e e
MAYOR OF LONDON FORLONDON 2=
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