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Background and introduction to the research

The contextand objectives surrounding the research

The TfL Bus Division has recently developed a clear vision and ambition
for the service, for customers to feel welcomed every day. Customer
research has suggested thatin order to achieve this, one of the key
actions needed is a shiftin the behaviours of Bus Drivers. This
represents a need for culture change across the Service and has been
one of the driving factors behind the launch of the TfL Hello London bus
driver development programme.

In order to drive and embed any cultural change within the Bus service,
TfL recognise there is a need to collaborate closely with Operators and
communicate effectively with Bus Drivers. TfL therefore wanted to
understand the extent to which their current communications to Bus
Drivers were effective, and gather feedback and ideas about what could
be improved to create the kind of transformational communications that
are needed to create behaviour change.

| am welcomed every day ]
the bus to get

anywhere

[amnnnﬁn

Customers feel helped and valued
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Overview and methodology of the research

TfL partnered with research specialists ORC International and communications experts MHP
Communications to deliver the research and create strategic recommendations for
improvements. ORC Internationaland MHP Communications are part of the Engine Group.

The research was delivered across 5 phases (see next page), all of which centred around
gualitative research methodologies. Qualitative research was identified as being the most
appropriate way of gathering the rich feedback and ideas required to achieve the project
objectives. In the 5™ phase, involving Bus Drivers, ORC International utilised a mix of
gualitative and quantitative questioning to provide some insights into channel usage and
preference, and recognition of existing communications examples.

A selection of 8 Operators provided valuable contributions to the research;
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Research fieldwork and audience summary

PHASE 1.

2 WORKSHOPS

Scoping sessions with TfL
stakeholders and Operator
Communications Managers

What we wanted to
know...

= |dentify a shared vision
between TfL and Operators for
how we communicate with Bus
Drivers

= What makes
transformational/effective

communications?

= Communications mapping
exercise

= Projectsuccess factors

= |nitial ideas/recommendations

Phase 2.

8 TfL STAKEHOLDERS

Depth interviews with TfL
Bus Directorate
stakeholders

What we wanted to
know...

= Understanding of the role
they play in communicating
to Bus Drivers

= Exploring different types of
communications designed
for Bus Drivers

» QOperatorengagementand
relationship

=  Bus driver experience of TfL

and communications

= |deas/opportunities

Phase 3.

1 7 COMMS MANAGERS

Depth interviews with
Operator Communications
Managers

What we wanted to
know...

= An understanding of their
role and approach to
communications

= Channel overview by
Operator

= Explore perceptions of
effective communications for
bus driver audience

= Draw outexamples of best
practise

= Gatherfeedback on the
relationship and ways of
working with TfL

Phase 4.

2 1 GARAGE MANAGERS

Depth interviews with
Garage Managers

What we wanted to
know...

= Similaryet simplified version
of the discussion with
Communications Managers

= Understand the role of the
Garage Managerin
communicating with Bus
Drivers

= Explore key
challenges/opportunities of

communicating ata local level

= |dentify what they believe
works well in communicating
with Bus Drivers

Phase 5.

243 BUS DRIVERS

Semi-structured interviews
with Bus Drivers

What we wanted to
know...

Channel analysis to
understand what channels
Bus Drivers currently receive
information through, and
channel preferences

Gather an overview of their
experience of
communications

E xplore their reaction to and
feedback on current TfL

communications

Gatherideas and
suggestions for improvement
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THE TfL PERSPECTIVE:
The TfL need in communications with Bus Drivers
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The TfL perspective: A summary of stakeholder feedback

Key views and feedback from this 0 Opportunities for improvements identified from this audience:
audience: =

Operational focus Opportunities within the current organisational context

Majority of discussions with TfL stakeholders focussed on
“operational communications”, with CentreComm and NoEs seen
as the mostsignificant and direct TfL communication channels to
Bus Drivers.

= Building a greater connection between TfL and Bus Drivers, and building engagement
= Communicating whatTfL are there to do/not do
= Greater opportunities for Bus Drivers to meet with TfL, e.g. roadshows, encouraging drivers to
visit CentreComm
Inconsistentapproach in distributing communications
= |dentify/clarify opportunities of working together across TfL to communicate to Bus Drivers
Through discussions we identified a varied approach to
communicating is used by different parts of the Bus Directorate in = Spotlight on the role of TfL Bus Operations in communicating with Bus Drivers (Bus Station Controllers,
terms of distribution (i.e. format, channel and audience). Network Traffic Controllers, Revenue Protection Inspectors, Network Operations Managers etc.)

‘Blind spot’ of communications ) ) ..
Operational and Environmental Opportunities

There was a consistent perceived lack of clarity of how

communications these audience send are utilised and cascaded to = |mproved communication across TfL directorate stakeholders

Bus Drivers within Operators/garages. = Review Communications KPIs for Operator contracts

= |ntroduce a business partner model across the TfL/Operator interface

Implications of contractual relationship * |n collaboration with Bus Drivers, pilot communications technology improvements as part of the
development of the new ticketing system (2020)

= Develop communications aspect of Bus Station Controller role

= Develop further bus driver training on the use of/confidence in the on-bus PA system (part of Hello
London)

= Explore opportunities to align with the MTS process

This audience were conscious of implications of the nature of
competitive contractual relationships with Operators, and the KPls
that TfL sets as part of this, on the opportunity to engage with Bus
Drivers.

ORIC
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TfL stakeholder communications to Bus Drivers

TfL

Operators |

Bus
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Operator
Communication
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Bus Drivers
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Direct
communication
channels
e.g. Intranet
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In the Bus

NTERNATIONAL

’f,-.S Mapping communications from TfL
to Bus drivers

Through the interviews with TfL stakeholders, we
were able to identify the cascade and
touchpoints in communicating with Bus Drivers.
Some key observations were apparent;

The role of the Garage Manager

The recipient of many communications from TfL
is the garage management team, chiefly the
Garage Manager. Many communications e.g.
NoEs and Performance communications bypass
the Central Communications team at TfL and the
Operator Communications Managers

Lack of visibility over communications to
Bus Drivers

This approach means that there may be a lack of
visibility/control across the Bus Directorate about
what is being sent for Bus Drivers.
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THE TfL/OPERATOR INTERFACE:
Ways of working now and in the future

PPPPPP



The Central Communications team atTfL: Key feedback and ideas

Key views and feedback from this audience: 2= CurrentTfL channels and methods used to communicate with

Iy
Bus Drivers:
Communications implementation and planning
The Central Communications team cited a range of TfL channels used to deliver
In terms of prioritising communications to send to Bus Drivers, Central communications to Bus Drivers;

Communications prioritises based on the following criteria:
» Operational significance/importance = Heavy focus on posters as all-driver Emails other information to Operator

» The status of the sender. E.g. the Mayor, Mike Weston channel/call to action, with some warm Communications Managers; including

» |Information need up on plasma screens Press Releases and Ticketing

There is sometimes input and direction from senior stakeholders in TfL Roadshows; whilst felt to be effective, updates

regarding priority, approach and channel. these are less frequent than they have Big Red Book; is seen as a key piece
been previously of communications and reference

Visibility of communications within Operators Leaflets produced for longer-term point
reference and to support changes

Consistent with the TfL Stakeholder audience, Central Communications

felt thatit can be difficult to tell what has gone into the garages/to Bus o Ideas and opportunities for this project and the future of
Drivers, and whether pre-warnings and follow-ups have happened. The = Communicating with Bus Drivers:

Central Communications Manager has an inconsistentlevel of access to

Garage Manager email addresses to enable direct contact/follow-up. Increasing support to Operators/Garages in prioritising

Working with Operators Central Communications felt there could be an opportunity to provide greater support to

. . Operators in ensuring there is a consistent way of prioritising messages and communications
There was an acknowledgmentthat whilst the Communications Forum i

(with Operators) had the potential to be used to discuss planning and
strategy, this can often be difficultto achieve as there may be overlap
with discussions in the Bus Operator Forum. More widely, C entral
Communications has varied contactacross the Operators, and will work
with individual best practice Operators on sharing ideas and successes
(e.g. RATP, Metroline, Tower Transit).

Explore the use of “new media” with drivers

Having acknowledged the currentreliance on posters as a key channel for communicating to
Bus Drivers, Central Communications were interested in exploring the readiness and

resources to utilise more digital channels in reaching this works == q
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Working together: Operator Communications Manager feedback

Key views and feedback from this audience:

Alignment of messaging across TfL and Operators

It emerged that the organisational priorities and objectives of Operators
were relatively consistent, and this directed their own internal
communications initiatives. Despite this there has been a lack of integration
of the planning and implementation of Operator internal communications,
and TfL communications. As a result, there have been examples of where
TfL have released a piece of communications that overlaps with/duplicates
Operator communications, which was felt to be a duplication of effortand a
missed opportunity to ensure the highest level of impact (e.g. the RATP
stopping campaign — see page 14)

Timing and planning of communications

TfL give notice of upcoming communications at the Communications
Manager Forum. However sometimes communications can be sent out with
little notice, which means Operators need to react quickly, especially if an
important message (e.g. new legislation about falling asleep on buses).
Due to varied Communications resource across the Operators, their ability
to respond quickly to a communications request from TfL differed.

Reliance on group emails and the Communications Manager Forum as a
way of distributing communications meantthat where there was little
resource/heavy workload in an Operator, important updates could be
missed.

An amicable relationship with opportunities to collaborate further

Many Operators spoke about the relationship they have with TfL having improved, and that
they had a good and amicable relationship with the Central Communications team. Whilst
this was seen to be a positive, many Operators felt the relationship was still in the main
instructional/transactional in terms of communicating TfL messages to Bus Drivers. Some of
the factors that contributed to this view was that when the Operators were asked for
feedback on a campaign or piece of communications, often feedback isn't taken on board
by TfL due to it being too late in the day to make changes to the direction and content. Many
Operators cited that they therefore felt reluctantly that the cascade of TfL communications to
Bus Drivers often feels like a ‘tick box exercise’, not necessarily reaching the potential that it
could do in terms of having an impacton the bus driver audience.

a Ideas and opportunities for working together in the future:

Mapping of objectives and timescales for communications

Some of the Operators felt there was an opportunity to have more notice of TfL
communications and priorities, so they could integrate them into their own internal
communications planning. Having visibility over the TfL communications in advance was felt
to reduce duplication and also increase the impact of the message landing through a more
strategic and holistic approach.

Role and format of the Communications Manager Forum

The Communications Manager Forum is seen to be a format for providing top level updates,
but could be adapted to build a more collaborative approach with Operators on how to
ensure TfL communications have maximum impact with Bus |
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THE OPERATOR PERSPECTIVE:
How communication looks within their world
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Operator Communications Managers: their world

Key views and themes from the audience

Communications in a changing world

In terms of common challenges identified in communicating with Bus Drivers

in this changing context, O perators spoke about;

= Drivers spending less time in the Garage and therefore becoming an
increasingly remote workforce
More KPls/performance targets and competition amongst O perators, can
make the balance of communications messaging a challenge against
organisational priorities.

As a result, there was a significant desire to move to digital communications
across all Operators. Where there has been the resources this is already
being implemented, creating a very different communications environment
both compared to the historical context and a variance across Operators.

Common organisational and communications priorities for Operators

All Operators we spoke to have their own organisational priorities (there is a

high level of overlap across Operators) and use these to direct their internal

communications plans. Typical Operator priorities included;

= Safety; lower incident rates, less damage to buses, reducing fines

= QOperational efficiency; raising driving standards, fuel efficiency,
preventative approach to maintenance

= Customerservice; achieving good MTS results, reducing complaints,
greeting customers, disability/accessibility

= Employee engagement/organisational values; employee voice, employee
surveys, leadership behaviours

Page. 11

q Understanding and experience of what creates effective
communications for Bus Drivers

The Operator Communications Managers that we spoke to identified a number of success
factors of effective communications for Bus Drivers, based on their experience and feedback
received;

» Multi-channel methodology is the bestway to reach the mostdrivers. Face to face still
seen as the most effective (e.g. forums and roadshows), then re-enforced with
leaflets joocket guides.

= Taking a campaign-based approach is needed to achieve behaviour change, often with a
long term timeline, e.g. 6 — 12 months

* |ncentives and competition work well in creating a ‘buzz’ and encourage positive word of
mouth

* The bestway to have impact with bus driver communications (particularly landing a difficult
message) is to involve them in the design and testing of communications materials and
campaigns

= Avoid instructional messaging, drivers don’trespond well to this. Instead make them feel

they have a voice and that you understand their situation — and use an adult tone and
humour

= People-oriented communications, e.g. Sarah Hope video (TfL), Jean accessibility
training (Tower Transit), Thank you driver!’Age UK campaign (Metroline)

» “Tangible” nudges and reminders, e.g. ‘Box Junction’layoutin canteen (Stagecoach),

‘Curbed tyre’ in reception (Tower Transit) _
1
-~ JORIC
m
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» Simple payslip attachments work well in terms of reaching
where there is less digital directaccess



Operator Communications Managers: working with TfL communications

Key views and feedback from this audience

Distribution of TfL communications

Mirroring the feedback from TfL Central Communications, all
Communications Managers spoke about receiving TfL communications
via group email. Whilst it was understood why this was an efficient
process for TfL, it was felt that the email groups can be sporadic, making
accountabilityfollow-up more of a challenge. In some cases posters
printed by TfL and sent directly to Garages, the Communications
Managers would prefer to give warning to the garages but this isn’t
always possible. As mentioned previously, the Communications Manager
Forum helps to provide Communications Managers with updates as to
whatis coming up, however if they were unable to attend it can be
difficult to get updates/minutes from these sessions.

Communications Managers are notinvolved in the cascade of
operational communications from TfL such as NoEs or diversions, these
were managed and distributed to Garages by their Operations teams.

Integrating TfL communications into wider Operator
campaigns

If felt to be an important/relevant message, many Operators will take the
TfL poster and create further communications around it to help increase
impact, e.g. Big Red Book new edition Quiz (Metroline). It was felt that
the format of the communications sent by TfL could better enable this,
e.g. more digital formats, and multiple formats of each piece of
communications to allow for more flexibility.
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o Suggestions and ideas for improving the impact of TfL

communications to Bus Drivers

Providing a stronger TfL story and narrative as part of communicating with Bus
Drivers would help with ongoing engagementand understanding of TfL priorities in this
audience. It was felt that this could be underpinned by greater involvement of Bus
Drivers in building key communication campaigns and programmes, by TfL.

Linked with the TfL story, Communications Managers spoke abouta real need for TfL to
be seen to support their bus driver communications with equivalentand relevant
customer communications aboutthe same issue — an opportunity for TfL to play a
strong role in shifting customer behaviours and understanding of the Bus service,
similar to customer communications on the Underground.

Many Operators asked fora more campaign-based approach to be developed by TfL
to supporta particular message (i.e. long term programme, multi-channel).

Based on experience of success, it's important to make any communications feel
relevantto Bus Drivers, notTfL, i.e. getting into the shoes of the bus driver.

Advanced planning to dovetail with Operator’s own initiatives to provide context
and improve impact. Whilst this is the ambition for many Operators, in reality this
doesn’talways happen due to notice and timescales of other internal communications
being prioritised.

IMTERRKM&TI O R &L




Operator communications channel and resource availability: One size does not fit
all

2 Key Operator differences in Summary of key communications channels utilised/in plan with
communications

Notice Plasma Road- News- Intranet Bus Social Online
boards screens shows/ letter driver media duty

Multi-channel communications in all Operators . .
events emails allocation

When mapping the communications channels cited by app

Communications Managers, the picture reinforces that many b ” o o
Operators have the ability to deliver multi-channel campaigns to apeiio
Bus Drivers, many with a mix of traditional and digital channels. @ ARRIVA o o
Piloting/embedding of digital channels

ctplus _ _ _
Many Operators are either in the process of piloting new digital G%eadiﬂ"dm o o o
communications, or are working hard to embed them (e.g. Go-
Ahead). In essence, all Operators have the aspiration to mim

achieve more digital communications, but their maturity along

the journey of achieving that varies widely.

@h’-\ll"

Variability of resource and expertise across

°$tagecoach

Operators

00000000
0000000
Q0
Q000000

o o
o

Another key observation was that the level of resource (time,

financial investment) varied greatly across the Operators. For

example communications in CT Plus and RATP are managed o Channel available/used Channel in progress/plan
by one individual where communications is only a part of their

wider role. This compares starkly to Operators such as Go-

Ahead who have a dedicated communications team and set of

expertise.
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S potlight on Operator communications best practise examples

RATP Stopping campaign

Key theme: Overlap of objectives and
messaging of Operator and TfL communications
RATP delivered a communications campaign
designed to educate and influence drivers behaviour
around the stopping policy. This was rolled out
approx. 6 months prior to the TfL campaign that was
designed to meetthe same objectives.

RATP produced a simple and visual poster and
leaflet with clear guidance for Bus Drivers, and
received positive feedback about the campaign.

abellio™

Abellio Ultimate Driving Championship
pilot

Key theme: a multi-channel campaign designed
to improve driving standards through behaviour
change

One of the main organisational objectives atAbellio
is to improve efficiency and performance. The
Ultimate Driving Championship was being piloted at
one of their main garages. Itis based around a a
points system based on lots of things including
operational, customer, personal performance. At the
end of the year drivers received £10/every point
earned and retained thatyear. The communications
team used a range of channels including letters to
home addresses, email banners, banners in
garages, league table visuals, thank you cards for
good points and reminder cards/leaflets.

Tower Transit Curbed Tyre campaign

Key theme: a simple yet impactful method of
communicating to Bus Drivers

Tower Transit were reporting a high volume of
curbed tyres on their buses, the cost of which was
proving to be high. As a result, the communications
team launched a campaign there they put physical
curbed tyres in the Allocation/communal areas for
Bus Drivers in garages. On the tyre they left a
simple message aboutthe impact of curbed tyres
and how to avoid getting one. The simplicity and
visual impact of this campaign received good
feedback from Bus Drivers and many acknowledged
the message.

Page. 14
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S potlight on Operator communications best practise examples

TO DRIVE OUR AWARD WINNING BUS
SERVICE FORWARD FIRST WE NEED TO

ST& P
T

IT"5 WHAT YOUR
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WAITING FCR
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RATP Stopping
campaign

EARN | POINT FOR
A CUSTOMER
comemnnow

POINT = g19

abellio™

Abellio Ultimate Driving
Championship pilot

MARCH NO-COMPLAINTS BoNUS: |

Tower Transit Curbed Tyre campaign
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COMMUNICATIONS AT LOCAL LEVEL:
The bus garage environment
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Communications in the Garage environment; observations

Evidence of digital and multi-channel
approaches

Noticeboards still dominate the communications within
Garages

Insights gathered from interviewing the Communications

Managers around introducing digital/electronic

communications for Bus Drivers were reflected in the

garage environment.

Key observations;

= Plasma screens in every garage, but not always
working

= Access to digital communications

= A multi-channel approach

One of the mostimmediate and perhaps unsurprising observations at all
garages that were visited was the large number of noticeboards. This is
reflected in the conversations with Garage Managers and Bus Drivers
about communication channels.

Key observations;

= | ocation of noticeboard could affect the impact

= Varying levels of categorisation of notices

= TfL bus driver communications were visible in all Garages (on

£ ’I

orisation of noticeboards

Implementation of digital
technology

ORC
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Stairwell/corridor location

of noticeboards

Multi-channel communications in Allocation
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Presenter
Presentation Notes
Location of noticeboard could affect the impact

Noticeboards were always present in Allocation, but were also present in canteens, corridors and hallways. Important operational notices such as NoEs were prioritised in the Allocation noticeboards to ensure all Bus Drivers see them. Bus drivers prioritise reviewing the noticeboards in Allocation, over any of the other noticeboards in their garage. During our time in garages, there was little observation of Bus Drivers actively reading any of the noticeboards in areas such as corridors and canteens. 

Varying levels of categorisation of notices

There was a varied approach to categorising or indexing notices and posters across the garages. Operators such as Go-Ahead had a consistent approach to how they organise their noticeboards, in an attempt to make it easier for Bus Drivers to find what they need. In some cases there was a dedicated ‘TfL messages’ noticeboard which included non-operational communications. 

TfL bus driver communications were visible, but were they noticed?

In every garage that we visited, we observed that many of the example communications we tested with Bus Drivers were displayed on the noticeboards. However the location of these posters varied, most likely due to the prioritisation of communications by the Garage Manager or others within the Operator. 



The Garage Manager: a key role in communications with Bus Drivers

Key views and feedback from this audience:

The local management of communications to Bus Drivers

Garage Managers are the distribution point for many of the communications that
come via the Operator communications teams, and directly from the TfL Bus
Communications team (via email or printed posters). In terms of prioritisation,
unless an operational director or the communications team have identified the
prioritisation of a piece of communications, itis down to the Garage Manager to
prioritise what they distribute within the garage. There wasn’t a formal or
standardised approach to prioritising messages, but typically Garage Managers
spoke about the below being key messages that they would prioritise;

Operational, e.g. large scale diversions or events

S afety related messages

Changes to policy

Problems with performance

Diversity and accessibility

Interaction with TfL Communications

Garage Managers will distribute TfL communications in terms of putting the

posters on noticeboards in the Garage. A notable proportion also spoke about how

they tried to either adapt or create alternatives to the TfL materials to try and

ensure Bus Drivers see/understand them. Garage Managers would adapt the

communications to;

= Make the language simpler; to make it easier to understand, particularly for
those drivers who don’t have English as a firstlanguage.

= Make the notice more concise; some updates from TfL were feltto be lengthy
and not all relevant to drivers. Garage Managers would create a notice with a
bold headline and a few bullet points to get the key messages to Bus Drivers.
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Boosting the impact of TfL communications

Half of Garage Managers we spoke to said that they often create their own local
communications to support what they see as the key objectives and messaging in the TfL
communications they receive, e.g. posters or the Big Red Book. This can range from them
creating their own simple printed notices to communicate content from the Big Red Book,
through to creating leaflets or handouts for drivers, e.g. around how to achieve good MTS
scores (MTS leafletexample — see page appendix).

0 R eflections and considerations in the role of a Garage
= Manager in communications

Greater involvement/support for this group to achieve consistency and
best practise

The findings identify that this audience are responsible for the local prioritisation and
management of communications to Bus Drivers. However currently, neither Operator
Communications Managers or TfL Central Communications have a responsibility or reach
in providing supportand guidance to this group in how to ensure key messages are
communicated effectively and consistently to Bus Drivers.

Variability of Garage Manager communications capability

Of the Garages that were visited during this research, there was a high variability in
Garage Manager’s perceptions of their role/responsibility and approach to communicating
with Bus Drivers. This was also reflected in variances in bus driver’s feedback in terms of
the Garage Manager being seen as a communication channel. Other roles in the Garage
referenced as being communications touchpoints were: Staff Manager, Union Rep and

Counter staff. : ' _ _
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Garage Manager feedback: Communications channels and effectiveness

o

7~ Communication channels used in Garages

Noticeboards are used most widely

Despite concerns aboutthere being too much
information on noticeboards, they were the most
widely used communication channel in garages. All
Garage Managers said this was one of their main
channels for communicating with drivers. However,
when asked what works well when communicating
with drivers, only 10% of Garage Managers cited
noticeboards.

Garage Managers are responsible for managing the
content on the noticeboards, and many had ‘refresh’
processes where they would change the notices
every 1-2 weeks.

“Posters specifically for TfL communications, as
that's usually how TfL want us to disperse
information.”

Garage Manager

Face to Face is the most effective, but
can be a challenge

Face to face was feltto be the mostvalued and
impactful channel through allowing for two-way
discussion and providing clarity for Bus Drivers,
particularly around changes in policy, procedure and
performance.

Two thirds of the Garage Managers we spoke to
said they run regular Garage forums with drivers.
On more than one occasion, word of mouth was
cited as a powerful way of spreading the word,
making it more importantto investin face to face
communications and clarify messaging to avoid
misinterpretation/rumour mill.

“You might only get 20 drivers ata forum out of 500,
but don’t underestimate word of mouth from those
who did come.”

Garage Manager

Digital and multi-channel is the way forward

When asked for ideas on improving communications
with Bus Drivers, 42% referenced digital channels such
as email, social media and mobile apps.

There were mixed perceptions about plasma screens;
many Garage Managers were unsure how long drivers
spend engaging with them, but this may be a reflection
of the nature of the published content.

When needing to share important messages, and
therefore reach as many drivers as possible, Garage
Managers spoke about using a multi-channel approach.

“Really important messages are something which will
have an impacton ops, we use face to face briefing,
ask mangers to run outand ask to speak to every
driver, putit on postit notes on duty card and ask for a
signed copy to show they’ve read it.”

Garage Manager

ORIC
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Garage Manager feedback: What works in communicating to Bus Drivers

Q Key suggestions and ideas from this audience in effective communications with Bus

Drivers
Building a stronger connection with
TfL

Garage Managers acknowledged that for many
Bus Drivers, their primary contact or ‘relationship’
with TfL for most drivers is via CentreComm,
Revenue and Controllers. They are also very
aware of the KPIs and targets that TfL sets their
Operator, which has a big impacton a bus
driver’s day to day experience. This can make it
difficult in communicating with Bus Drivers about
the wider role of TfL in the bigger picture of the
Bus service.

Around % of Garage Managers suggested more
regular face to face contact with TfL, e.g. via
forums, others suggested a TfL magazine or
intranet where drivers could find out more
information and have an online discussion/Q&A
with TfL.

“Driver’s perceptions of TfL is predominantly
based on cost, they link everything back to lost
routes”

Garage Manager
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Getting in the shoes of the bus driver

Garage Managers are responsible for communicating a large
volume of operational messages and updates to Bus Drivers
every day. Even communications about the simplest everyday
processes and procedures can be a challenge for Garage
Managers to communicate, due to the remote nature of the
bus driver workforce in many Operators a lack of direct
access. Therefore landing difficult or complex messages
represents a real challenge at this level.

Consistently with the Operator Communications Managers,
Garage Managers raised the need for TfL to appreciate the
impact of customer behaviour on a bus driver, and how there
is a perception that TfL are not addressing this.

“the challenges come from specific sensitive issues, for
example on the schoolchildren issue, drivers are unhappy
thatthey are unable to chuck disruptive children off school
buses. The reasons are explained i.e. they are vulnerable,
but they are still unhappy with the outcome..”

Garage Manager

What works well when communicating

with drivers
Keep it simple; concise text, use of images and
visuals works well
Competition works well, e.g. league tables
Local focus of content, e.g. garage newsletters
If an important message, can we clear any
space amongstother communications to
engage them better
Two-way discussion and making them feel their
opinion counts
Remove any ambiguity and create clear call to
action; Poem campaign referenced as too
ambiguous

“Poems stopping at stops posteris a good example
to its slightly contradictory message. Drivers need
things in black and white, as when they break rules
punishments are harsh. Therefore it would be unfair
if their judgement was poor due to an incomplete
understanding of the rules, and that poster may
have caused unnecessary confusion.”

Garage Manager

ORC
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THE BUS DRIVER EXPERIENCE:
Communications through their eyes

PPPPPPP



Bus driver sample: overview of this

A representative view across London

We spoke to 243 Bus Drivers, from 21 garages. The garages were a mix of
both inner and outer London garages, and were selected by TfL in
partnership with the Operator Communications Managers to achieve a
balanced sample of good performing/best practise locations and garages
where there have been challenges in communicating with and engaging Bus
Drivers.

Reflecting the views of Bus Drivers who spend time in
garages

All Bus Drivers were interviewed in communal areas of the garage. It's
therefore importantto emphasise that our sample includes Bus Drivers who
spend their time in bus garages (e.g. during breaks, before shifts). The
feedback from Operators was thatthere is a proportion of Bus Drivers who
do notspend any time in garages, and are often working completely
remotely.

Page. 22

audience

Bus driver sample profile

Is English your first language?

m Yes mNo

How long have you worked at this company?

25%
16%

Lessthan 1 More than1 Morethan3 More than 5
year but less than 3 butless than 5 but less than
years years 10 vyears

What is your gender?

m Male = Female

8%

More than 10 More than 20
but less than years
20vyears



Bus driver experience: Channels for receiving operational communications

Operational communications are cascaded via targeted and tried/tested channels
Channel analysis of operational communications revealed a heavy reliance on ‘in the cab’ communications for unplanned updates and notifications. In terms of

NoE s, the majority of Bus Drivers cited noticeboards as a channel for receiving these communications compared with any other channels. The level of satisfaction
with the current cascade of NoEs suggests there is a readiness for a different approach to sharing this information with Bus Drivers.

Unplanned diversions

How vou receive communications about this currently

Planned diversions/NoEs

How you receive communications about this currently

(multi-tick);

(multi-tick):

m CentreComm m®miBUS m Noticeboards

How would you prefer to receive communications about
this? Feedback/suggestions*

= 51% said ‘it's okay as itis/there is no other way’
= Directions from CentreComm are difficult to follow/radio
quality is poor
= Require further support and information in the case of
diversions, such as;
= Textmessage with directions
= More controllers roadside to provide directions
= Satnav system in the cab

How would you prefer to receive communications

W Noticeboard Counter miBUS

aboutthis? Feedback/suggestions*

" 36% said ‘its okay as itis’

= Should notrely solely on noticeboards, sometimes
you can miss this

= Personalised notice: printed as an attachmentto
duty allocation card

= Reminders via other channels including email,
intranet, text message and iBUS announcements

S afety alerts

How you receive communications about this currently

(multi-tick):

mCentreComm miBUS m Noticeboards

How would you prefer to receive communications

aboutthis? Feedback/suggestions*

= 53% said ‘it's okay as itis/there is no other way’

=  Mixed experiences of CentreComm response for
those who have experienced it

= Concern around customer reactions; suggested
all radio alerts are coded

Page.23  *Coded qualitative feedback
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Bus driver experience: Channels for receiving non-operational communications

Non-operational communications via noticeboards but there is a high level of readiness for a differentapproach
Channel analysis of non-operational communications reflects the findings so far and the heavy reliance on noticeboards/posters in delivering these types of

communications. Despite this, there are low levels of satisfaction with this approach and Bus Drivers had some constructive ideas and feedback on how they
would prefer to receive non-operational communications.

Changes to policy

How vou receive communications about this currently

Reminders of policy

How you receive communications about this currently

(multi-tick);

m Noticeboards  m Leaflets

Other drivers  m Letters to home address

How would you prefer to receive communications about
this? Feedback/suggestions*

= 38% were satisfied with currentapproach

= Forums/face to face communications were suggested
to allow Bus Drivers to ask questions and have two-way
discussions aboutthe changes

= |etters and/or locker drops were feltto be useful in
ensuring everyone gets the message

(multi-tick);

M Noticeboards H Training (CPC) ® Big Red Book

How would you prefer to receive communications about
this? Feedback/suggestions*

= 20% were satisfied with the currentapproach

= Drivers feltsome of the communications in this
category were patronising and dictatorial

= Drivers also feltthese communications could be shared
across multiple channels such as face to face, via email
and noticeboard

How my garage is doing

How you receive communications about this currently

(multi-tick);

13%

9%

W Moficeboands Flasmes scresns e Ther

How would vou prefer to receive communications about
this? Feedback/suggestions*

= 31% were satisfied with the currentapproach

= Drivers feltconfused by the data and charts, therefore
were keen to get clarity on what they mean via face to
face communications, e.g. with Garage Manager

= Feeling thatwe should share more positive results and
feedback, rather than focussing on the negative

Page.24  *Coded qualitative feedback
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Impact of introducing digital channels on the bus driver experience

-~ Introducing digital channels reduces Proportion of Bus Drivers citing noticeboards /posters as a channel for
b the reliance on noticeboards /posters receiving non-operational communications
0,
When mapping the channel analysis with bus driver’s Overall ” 8%
againstthe feedback gathered from Communications °
Managers about the channels they are utilising and 100%
noticeboards/posters as a channel for receiving non-
operational communications (changes and reminders 100%
. RATP
of policy). 51%
Operator’s ambition to move away from the traditional 8%
approach of using noticeboards/posters as the primary 69%
. Q . . . 0
: 69%
Operators who are 660
. . . N 0
communications channels the
most 54%

B Changes to policy m®Reminders of policy

- .
_— IMTERMATIORMNAL




Bus driver experience: Reactions and responses to specific TfL communications

Despite the majority of these communications were Of drivers who said they were aware of the example, when asked

displayed on noticeboards in the Garages that we about how they responded to that piece of communication*.
visited, only 48% of drivers interviewed said they had
seen the example that we were testing.

“"know it/it’s
common sense”

66 drivers said...

We tested the below 6 examples of recent TfL communications that are
aimed at Bus Drivers;

“IYs a useful
reminder”

A7 drivers said...

“The look and
feel/imagery is
attractive”

the bus. what can | do

r 40 drivers said...

about .7
" . Safe cressings for pedestrians
Two Minutes Silence ca e b dioll

Whan: entaring of laaing bus sTations,
8 & || November 2015 at | 1:00

1N Hmeet

“t made me
change my
behaviour”

Page. 26 *Coded verbatim responses
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Bus driver experience: Reactions and responses to specific TfL communications

Do you recognise
this poster?

Yes: 62%

No: 38%

If ‘yes’, key feedback

(coded):

= | know it: 18

= Changed my
behaviour: 5

= Useful reminder: 4

Do you recognise
this poster?

Twa Minutes Silance
& |1 November 2015 at | 1:00

o (o)
Bprartrwan brsay (B Bevereed Yes 46A)
Py e e e e No: 54%
i o m A v Woeird W LR
LT e [ e
] o st I Ao ‘ 7
A e e If ‘yes’, key feedback
||-\.---||--\.I::-|-n.-\.|u.-a:|-|.|.-u-|-|--r- i (Coded)_
A e Dug SAREIRALY | AT
e vt rbong mel a1 Gl | P = | know it: 15
.:.|:|_-.a.'\--|.--\.--..ul il il il s il L] Useful remlnder 6
= Changed my
behaviour: 0
- ©
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T I O

If there's trouble an
the bus. what can | do
about It...¢

Lall Coda Resd wi

]

e
s I3 e e TR
il T Dl i i
# g Pk
Hin doubt. sfwrps ool L oda Kl

Do you recognise this
poster?
Yes: 45%
No: 55%

If ‘ves’, key feedback

(coded):

= Useful reminder: 10

= | know it: 9

= Can’tchange my
behaviour: 7

= Changed my
behaviour: 4

Do you recognise this
poster?
Yes: 68%
No: 32%

Safe crossings for pedestrians

Wehan antaning or leving Bus STations
look aut far padedbriani credsing

If ‘ves’, key feedback
(coded):
Useful reminder: 14

Format/imagery good:
11

W AEEIRE B A
TR -DEARAL, ok FPEL
e, Wk Mo s am

—p—
| know it: 7
Changed my

behaviour: 0 A el e ; O

gon g ey ey ooy e vl Thad yma

Do you recognise
this poster?

Yes: 33%

No: 67%

If ‘ves’, key feedback
(coded):
= | know it: 9
Useful reminder: 5
Format/imagery
good: 5
Changed my
behaviour: 1

Do you recognise
this poster?

Yes: 41%

No: 59%

If ‘ves’, key feedback

(coded):

= | know it: 23

= Useful reminder: 13

= Changed my
behaviour: 5




Bus driver ideas and suggestions for more effective communications

0 Drivers show a readiness for more digital and
= two-way communications

When we asked Bus Drivers what they believe effective
communications looks like, and what TfL could do to improve
communications to them, we received a varied butrich source of
feedback. Encouragingly, aligned with all other audiences involved
in this research, Bus Drivers referenced a readiness and ambition to
utilis —

“more email communication, so
you can see it, channel thatis
checked frequently and easy to
digest. More forum/face to face
interaction for clarity”
Bus Driver

Email/Intranet/Soci
al Media

)

“Emails on smartphones, could
read this before we come to
work. Make it more modern!”

Bus Driver

“More interaction
between TfL and the

“Nobody listens to the driver. If
you tell me something, give me
an opportunity to answer
guestions and check.”
Bus Driver

Two-way
communications/
suggestions

“Feel like we're atthe bottom of the
scale, if they can include us, last to
be told, posters is all we have”
Bus Driver

“Have more people from TfL
coming down to see people, have

any questions thatcome up but
allow Bus Drivers to talk policies

drivers” : : .
B er Relationship more group discussions with a
~X with TfL member of TfL there to answer

and other bits through.”

Ideas and suggestions by theme* Freq.
E mail/intranet/S ocial Media 38
Two-way communications/suggestions 34
R elationship with TfL — more contact 34
Map/Satnav/GPS 31
Face to face — Manager, forums 25
Radio signal is bad 13
Multi-channel needed 12
Customer behaviours/education 12
Too much communications /info 10
Patronising messaging 10
Simplify things 8

Noticeboards/posters 8

Page.28  *Coded qualitative feedback

“Coming into the garage and speaking directly
with drivers, there is no point going through the
middle man. Also make sure TfL communicate
positive news more frequently”
Bus Driver

Bus Driver

- -
= Bl M TERMATIONAL




NNNNNNNNNNNNN

PROJECT SUMMARY AND RECOMMENDATIONS:
Next steps for TfL
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Insights and implications

/ TfL Role and Resources \

= Develop TfL bus driver narrative and
campaigns

= Map communications across Bus
Directorate

= Build/utilise digital and planning skills
at TfL for communications with Bus

Bus driver communications principles

Drivers
e Multi-channel
e« Campaign-based approach *
e Driver voice and tone
Page. 30

K/Vays of working with Operators\

= Evolve Communications Managers
Forum

= Develop TfL/Operator Bus Driver
communications strategy and planning

process

= Leverage opportunities provided by

Operators’ communications plans,
campaigns and channels

/

. No ‘one size fits all’
Face to face is most effective
e Heightening of TfL context/narrative

Content, Channels and Tools

= Supportand encourage the rollout of
Operatorintranets

= Review TfL Roadshow programme
feasibility

= Provide full campaign materials and
tailored formats to support TfL
communications to Operators

Create two-way engagement
Tailored formats for different

channels

ORC
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Recommendations: TfL role and resources

/Develop TfL overarching narrative and prioritised\
key campaigns and messages

Create a narrative for Bus Drivers thatsets out TfL objectives,
and is used as context for its priorities, and the
communications campaigns thatitsends out— and identify
explicitly a number of campaigns that TfL will be focussing on
throughoutthe year (e.g. use icons on TfL communications

\that link to each TfL objective).

J

/Develop a integrated communications map and \
communications plan atthe Bus Directorate level

Auditand create a detailed map of all “communications”
(instructions, communications, engagement) that go from the
whole Bus Directorate into the Operators and garages and to
the Bus Drivers directly — and critically, to whom in each
Operator (based on the TfL Communications Map in this

/Agree TfL relationship positioning with/ffor Bus \
Drivers (i.e. role TfL should play and what it
aownsn)

In conjunction with developing a bus driver narrative for TfL,
explicitly agree the “relationship” that TfL wants to/needs
to/should be having with Bus Drivers — policy deliverer,
behaviour change, motivational and engagementrole.

onrt). /

Page. 31

o

/Leverage digital and planning skills (seconded)
into the communications team in the short to
medium term

J
~

R eview the opportunity to identify digital communications and
communications planning expertise in the bus directorate and

whether those resources can be used/seconded by the team

(to help to deliver the following recommendations).
OR|C
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Recommendations: Ways of working with Operators

/ Create a Bus Driver Communications Plan \ ( Understand Operator Opportunities \

Develop a TfL/Operators bus driver communications strategy Identify the communications roles/map atthe Operations

and planning process and tool Director level

Agree future communications channel strategy to be digital Leverage opportunities provided by Operator plans, campaigns
based and channels

( Leverage TfL/Operator Forums \ ( Collaborate to develop materials \

Relaunch the Communications Forum based on Standardise approaches to communications materials and

communications planning and consultation principles and ways distribution decisions and approaches
of working between TfL and the Operators

Clarify and establish the role of the Bus Operators Forum and
the relationship with Communications Forum

N PAN Y
ORIC




Recommendations: Content, channels and tools

Content

e Develop full campaign materials for
each priority TfL campaign

e Leverage the “Hello London”
training programme

e Leverage the “Mr Men” customer
marketing programme, aligning bus
driver and marketing
communications, (based on f2f,
pledge/competitions, personalised
leaflets)

e Develop TfL contentthatcan be
syndicated across Operator
communications platforms (e.g. “A
day in the Life of..”), based on
positive reward and recognition

Page. 33

Channels

Develop short-term existing
channel improvements based on
feedback

Create TfL bus driver
communications champions in
alignment with “Hello London”

Investin a Bus Directorate
roadshow programme, establishing
engage Bus Drivers

R eview the opportunity to support
Operators in developing Bus Driver
intranets, with two-way
engagement capability

Tools

Identify and agree formats for each
operator — not “one size fits all”

Develop an “action” code for all TfL
materials (urgent, for action, for
information)

Testcommunications and ideas
with engaged bus driver groups

Review the Big Red Book against
all feedback (no need to undertake
any further research)

ORIC
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A proposed improvementapproach/ftimeline: assuming existing TfL resources

TfL Role and
Resources

Ways of working
with Operators

Content,
channels and
tools

Page. 34

Develop overarching TfL narrative (12-
18 months) for Bus Driver
Communications

Develop Directorate Communications
map for CMF review

S cope Digital skills need for Central
Communications

Redesign Communications Managers
Forum (CMF)- develop in collaboration
with the Operators

Develop initial Bus Driver
communications plan 2016/Q1 2017

Agree and implement short-term
channel use improvements (see next
slide)

Audit Operator format needs

Design Bus Driver roadshow
programme (with CMF and bus driver
input)

Design and leverage engagement
communications campaign for “Hello
London”

SetoutTfL Bus Driver narrative at C MF
Second digital skills into Central Communications
Review Directorate Communications map at C MF

Relaunch C MF

Design Bus Driver Communications strategy
2016/2017

Explore development of Bus Driver
Communications planning tool

Develop brief and commission TfL Bus Drivers
intranet (CMF working group)

Launch Bus Driver roadshow programme (with
CMF and bus driver input)

Identify opportunities for TfL syndicated content
use

Develop proposals for new Big Red Book

_ Q3 2016 Q4 2016 Q1/Q2 2017

Review and update bus driver
narrative againstorganisational and
Operator priorities

Launch Bus Driver communications
planning tool

Launch TfL Bus Driver intranet
Launch new/digital Big Red Book
on with new intranet

ORC
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Existing TfL resources checklist: short-term/ ‘quick wins’

Example comments ffeedback Short-term improvements

Use as a “call to action” Add expiry dates
Use as part of a multi-channel strategy

Plan timing with Operators

Clear, bold messaging

Adult tone (e.g. humour)

Plasma screens Visual, rather than narrative, content Design for all plasma screen sizes across
Use a teaser channel, notinformation the Operators

Leaflets Very useful as ongoing reinforcement Develop a single bus driver leaflet style

News letters Leverage Operator and garage newsletters by providing syndicated content (See recommendations)

Events and roadshows Use as faras possible when engagementor behaviour change required (See recommendations)

Competitions and Use with care and in the context of Operator competitions and award schemes

awards

Intranet Explore the development of a TfL Bus Driver intranet (See recommendations)

Leverage Operator intranets (where exist) by providing syndicated content

Emails to drivers These should be Operator use only -

Emails to Operators E dit press releases and notices to highlight
relevant content, and provide context and

recommendations on next steps

[ ]
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Appendix



Big Red Book; summary of feedback

BIG RED BOOK

-t

- [
‘|
L]

The Big Red Book (BRB) is one of the major pieces of communication from TfL to Bus Drivers, with every bus driver
expected to have a copy of the book. Within this research, we tested the Big Red Book as a specific example of
communications within the Operator Communications Managers interviews, and it was raised spontaneously in Garage
Manager interviews and Bus Driver interviews. This page provides a summary of the feedback gathered to provide TfL
with insights into the perceptions of the Big Red Book from our sample.

A useful point of reference

All audiences spoke aboutthe BRB being

useful as a point of reference, for new drivers

and as a resource for existing drivers to check

something if they need to. However there was

a sense from Operator Communications

Managers and Garage Managers that Bus

Drivers don’t carry the BRB with them, due to

it's size and comprehensive content. This was

reinforced by some Bus Drivers;

= “Drivers aren't going to have time to read
the book, only carry it for show”

=  “The red book is easy to use but very big
and has lots of information.”

*  “You don'talways feel like reading that
book”

A need for different formats

The majority of Operator Communications
Managers spoke about the need for a
‘condensed version’ of the BRB with some of
most commonly used content in there, which
they felt would mean Bus Drivers are more likely
to use the book. Several Garage Managers
spoke about how they typically condense key
messages from the BRB into short notices for
Bus Drivers, which are then put on
noticeboards.

All audiences spoke about the value of having

the BR B available in electronic format, including

Bus Drivers;

=  “The red book is helpful - it could be put
online - electronic version.”

Rethinking the launch of new versions

Many Operators spoke about how they develop
their own launch campaigns for new versions of
the BRB. Metroline have used the ‘Big Red
Book quiz’ which was referenced by a bus
driver, and other Operator Communications
Managers and Garage Managers spoke about
launching new versions through a wider multi-
channel campaign, typically involving face to
face methods such as forums.

Both Operators Communications Managers and
Garage Managers suggested that when new
versions are released, that TfL summarises
what has changed, to enable them to
communicate this effectively internally and
encourage Bus Drivers to read the new version.




Furtner examples ot Operator communications examples; highlighting best
practise examples and the ‘no one size fits all’ principle for collaborating with
Operators

Metroline involved Bus
Drivers and other
employees in the design
and communication of their
new values. They trialled
new formats such as
producing videos that were
then distributed on DV Ds
for all drivers.

Drivers Hours:

A professional driver
should be aware of
the regulations
concerning driver’s

hours and you should
keep yourself up to
date with any changes
in legislation that
may affect you.

Driving Time:

Limit of 10 hours per day 1otal

{relates only to actual driving not stand time,
recovery time, signing on, travel time, etc).

Continuous Driving:

A limit of 5% hours at one stretch then

a break of at least 30 minutes or a limit of
8% hours at one stretch provided that
within the 812 hours are non-driving breaks
totalling 45 minutes (these must not all

be at the end of the spell) and after 8%
hours either work finishes or a break of

at least 30 minutes is taken.

Maximum Spreadover:
Limit of 16 hours daily.

Minimum Daily Rest:
10 hours between days.

Minimum Weekiy Rest:

An unbroken spell of 24 hours per fortnight.
The maximum number of days worked
before weekly rest is 13.

TRANSIT

-

- ..
—

Tower Transit developed
laminated card leaflets about
drivers hours. The cards are
pocket-sized to encourage drivers
to carry them with them on the

bus.

LONDON UNITED #2
- S

NOTICE OF EVENT

@f%}’kif}

RATP are an example of an
Operator who produce their own
NoE s utilising the information
they receive from TfL and
integrating itinto a more simple
and visual format. Go-Ahead are
another Operator who follow a
similar process.

ORIC

IMTERRKM&TI O R &L




Examples of communications created atgarage level; highlighting the role
the garage management team and inconsistency of approach ata local level

Route 246 at Keston

It has come to light that there is an error within the route guide
for Reoute 246 which shows that Westerham bound journeys use
Baston Manor Road.

This is not the case and husesp must not use
Baston Manor Road, but use the next turning on the right along
Croydon Road into West Common Road.

Buses towards Bromley should still use Baston Manor Road,

. Keston Court
' Riding Schao!

Garage Managers typically
highlight the important
information in notices to make
it feel easier for Bus Drivers to
read and interpret quickly.

Gowage

Celebrating Our Success:
Triple success for Metroline and Cricklewood Garage...

Metroline Driver of the Year!

Cangratulations, Mr Hiji Hirani (top right} who won the Driver
of the Year Award al the recent Metroline Service Award held at
the Hilton, Lendon Wembley.

The Metroline Driver of the year award is sponsored by
Alexandar Dennis Limited and recognises that our drivers have
atough job coping with all of the pressures that driving in
London throws at them. The recipients of this award therefore
demonstrate their ability lo deal with these pressures on 2 dally
basis and using the Drive Assist score system as a main
criteria, Mr. Hirani was selected for consistently providing a
smooth drive, ensuring a safe and comfortable journey for his
pessengers at all times. You made us very proud at
Cricklewood Garage. Well done and Congratulations from us
all

Metroline win Bus Operator of the Year Award at the
2016 London Transport Awards.

To celebrate this wonderful achievement, a spacial celebratory
BBQ was held in the head office car park on Thursday 24th
March 2016.The event was enjoyed by everyone present.

Commenting on the award, Metroline’s Chief Executive Officer
M. Jaspal Singh said, "We are absolutely dalighted to be
awarded Bus Operator of the Year, and very honoured to be
recognised in this way. We are committed to providing the very
best service to TfL and all of our customers and this is a
wondarful endorsement of the hard work of everyone involved
at Metroline who strive to keep London moving forward.” Well
done everyone at Cricklewood for your support

Driving Awards 2015

The Cricklewood Garage Safe Driving Awards were heid on
23rd January 2016 at Best \Western Palm Hotel. The event was
wery successful with 200 guests joining us for the celebration. A
great night was had by all that attended. Pictured right are
Mahendra Patel & Bruce Springer collecting their retirement
presents from Leroy Webley (Garage Manager) & lan Dalby
(Deputy Operations Direstor) after completing 88 Fantastic
years senvice batween them both with Metroline.

e Newsletter.

A news wpdade for all M

ol
Stuff:

Spring 2016

Continued over page...

In some cases, Garage Managers
organise a garage newsletter. Those
who did feltit was well received by

Bus Drivers because they are

predominantly interested in what's
happening atlocal level, rather than

company level.

Have open body language

You want people to feel your
approachable and open to
answering their queries, try having
good posture instead of slouching

Lean towards people when listening
to their queries.

Eye Contact

You don't have to stare into a
persons eyes 100% of the time but
you should work on making as much
eye contact as possible when you're
listening to passengers, this is so
they feel like you care about them,
that they're actually worth your time
and you do want to help them with
their queries. even if you do not
know the answer.

Page 4

These were just a few tips which we
hope will help you towards gaining a
high score on your MTS reports.

Whilst we do understand that the role
of a bus driver can be stressful and
demanding, we do appreciate all your
efforts in maintaining a pmfesm?nal,

safe drive for all passengers and
greal customer service.

Those drivers who do receive the
highest score in their MTS reports will
receive commendations for their
efforts.

GAhead—Landon

MTS

(Mystery Traveller Scoring)

A Guide on how you can
eam top Scores on your
Mystery Traveller Reports.

©

One of the examples of communications
created by Garage Managers or their
managementteams is this leafletabout
MTS scores. This highlights the role that
Garage Managers and their teams play in

communications to Bus Drivers.
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