
o TfL perspective aligned with bus driver experience
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers;

lack of consistency and visibility
o The communications landscape is changing and evolving; channel availability and multi-channel
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers
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O verview and methodolog y  of the res earc h  
  
T fL  partnered with res earch s pecialis ts  O R C  International and communications  experts  MHP  
C ommunications  to deliver the res earch and create s trategic recommendations  for 
improvements . O R C  International and MHP  C ommunications  are part of the E ngine G roup.  
 
T he res earch was  delivered acros s  5 phas es  (s ee next page), all of which centred around 
qualitative res earch methodologies . Q ualitative res earch was  identified as  being the mos t 
appropriate way of gathering the rich feedback and ideas  required to achieve the project 
objectives . In the 5th phas e, involving B us  Drivers , O R C  International utilis ed a mix of 
qualitative and quantitative ques tioning to provide s ome ins ights  into channel us age and 
preference, and recognition of exis ting communications  examples .  
 
A  selection of 8 O perators  provided valuable contributions  to the res earch;  

 
 

B ackground and introduction to the res earch 

T he c ontex t and objec tives  s urrounding  the res earc h  
 
T he T fL  B us  D ivis ion has  recently developed a clear vis ion and ambition 
for the service, for cus tomers  to feel welcomed every day. C ustomer 
research has  suggested that in order to achieve this , one of the key 
actions  needed is  a shift in the behaviours  of B us  D rivers . T his  
represents  a need for culture change acros s  the S ervice and has  been 
one of the driving factors  behind the launch of the T fL  Hello L ondon bus  
driver development programme.  
 
In order to drive and embed any cultural change within the B us  service, 
T fL  recognise there is  a need to collaborate closely with O perators  and 
communicate effectively with B us  Drivers . T fL  therefore wanted to 
unders tand the extent to which their current communications  to B us  
Drivers  were effective, and gather feedback and ideas  about what could 
be improved to create the kind of trans formational communications  that 
are needed to create behaviour change.  
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P HAS E  1. 
 
 
 
S coping s es s ions  with T fL  
s takeholders  and O perator 
C ommunications  Managers  
 
What we wanted to 
k now…  
 
 Identify a shared vis ion 

between T fL  and O perators  for 
how we communicate with B us  
Drivers  
 

 What makes  
trans formational/effective 
communications?  
 

 C ommunications  mapping 
exercise 
 

 P roject success  factors  
 

 Initia l ideas/recommendations  
 
 
 
 
 

P has e 2.  
 
 
 
Depth interviews  with T fL  
B us  D irectorate 
s takeholders  
 
 
What we wanted to 
k now…  
 
 Unders tanding of the role 

they play in communicating 
to B us  D rivers  
 

 E xploring different types  of 
communications  des igned 
for B us  D rivers  
 

 O perator engagement and 
relationship 
 

 B us  driver experience of T fL  
and communications   
 

 Ideas/opportunities   
 
 

P has e 3.  
 
 
 
Depth interviews  with 
O perator C ommunications  
Managers  
 
What we wanted to 
k now…  
 
 An unders tanding of their 

role and approach to 
communications  
 

 C hannel overview by 
O perator 
 

 E xplore perceptions  of 
effective communications  for 
bus  driver audience 
 

 D raw out examples  of bes t 
practise 
 

 G ather feedback on the 
relationship and ways  of 
working with T fL  

 
 
 

P has e 4.  
 
 
 
Depth interviews  with 
G arage Managers  
 
 
What we wanted to 
k now…  
 
 S imilar yet s implified vers ion 

of the discuss ion with 
C ommunications  Managers  
 

 Unders tand the role of the 
G arage Manager in 
communicating with B us  
Drivers  
 

 E xplore key 
challenges/opportunities  of 
communicating at a local level 
 

 Identify what they believe 
works  well in communicating 
with B us  Drivers  

 
 
 

P has e 5.  
 
 
 
S emi-s tructured interviews  
with B us  Drivers  
 
 
What we wanted to 
k now…  

 
 C hannel analys is  to 

unders tand what channels  
B us  Drivers  currently receive 
information through, and 
channel preferences  
 

 G ather an overview of their 
experience of 
communications  
 

 E xplore their reaction to and 
feedback on current T fL  
communications  
 

 G ather ideas  and 
suggestions  for improvement  

 

R es earch fieldwork and audience s ummary 

8 T fL  S TA K E HO L DE R S  2 WO R K S HO P S  17 C O MMS  MA NA G E R S  21 G A R A G E  MA NA G E R S  243 B US  DR IV E R S  
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o TfL perspective aligned with bus driver experience 
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers; 

lack of consistency and visibility 
o The communications landscape is changing and evolving; channel availability and multi-channel 
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers 

 
 T HE  T fL  P E R S P E C T IVE : 

T he T fL  need in communications  with B us  D rivers  
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O pportunities  for improvements  identified from this  audience:  
 
 
O pportunities  within the c urrent org anis ational c ontex t 
 
 B uilding a greater connection between T fL  and B us  Drivers , and building engagement 

 C ommunicating what T fL  are there to do/not do 
 G reater opportunities  for B us  Drivers  to meet with T fL , e.g. roadshows , encouraging drivers  to 

vis it C entreC omm  
 

 Identify/clarify opportunities  of working together across  T fL  to communicate to B us  Drivers  
 

 S potlight on the role of T fL  B us  O perations  in communicating with B us  Drivers  (B us  S tation C ontrollers , 
Network Traffic C ontrollers , R evenue P rotection Inspectors , Network O perations  Managers  etc.) 

 
O perational and E nv ironmental O pportunities  
 
 Improved communication across  T fL  directorate s takeholders  
 R eview C ommunications  K P Is  for O perator contracts  
 Introduce a bus iness  partner model across  the T fL /O perator interface 
 In collaboration with B us  Drivers , pilot communications  technology improvements  as  part of the 

development of the new ticketing sys tem (2020) 
 Develop communications  aspect of B us  S tation C ontroller role 
 Develop further bus  driver training on the use of/confidence in the on-bus  PA sys tem (part of Hello 

L ondon) 
 E xplore opportunities  to align with the MT S  process  
 
 

K ey views  and feedback from this  
audience: 

 
O perational foc us  
 
Majority of discuss ions  with T fL  s takeholders  focussed on 
“operational communications ”, with C entreC omm and NoE s  seen 
as  the most s ignificant and direct T fL  communication channels  to 
B us  Drivers . 
 
Inc ons is tent approac h in dis tributing  c ommunic ations  
 
T hrough discus s ions  we identified a varied approach to 
communicating is  us ed by different parts  of the B us  D irectorate in 
terms  of dis tribution (i.e. format, channel and audience). 

 
‘B lind s pot’ of c ommunic ations  
 
T here was  a cons is tent perceived lack of clarity of how 
communications  thes e audience send are utilised and cascaded to 
B us  Drivers  within O perators /garages . 

 
Implic ations  of c ontrac tual relations hip 
 
T his  audience were conscious  of implications  of the nature of 
competitive contractual relationships  with O perators , and the K P Is  
that T fL  sets  as  part of this , on the opportunity to engage with B us  
Drivers .  
 

T he T fL  pers pective: A s ummary of s takeholder feedback 
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T fL  s takeholder communications  to B us  D rivers   
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Mapping communications  from T fL  
to B us  drivers  
 

T hrough the interviews  with T fL  s takeholders , we 
were able to identify the cascade and 
touchpoints  in communicating with B us  D rivers . 
S ome key obs ervations  were apparent; 
 
T he role of the G arag e Manag er 
 
T he recipient of many communications  from T fL  
is  the garage management team, chiefly the 
G arage Manager. Many communications  e.g. 
NoE s  and P erformance communications  bypass  
the C entral C ommunications  team at T fL  and the 
O perator C ommunications  Managers  

 
L ac k  of v is ibility  over c ommunic ations  to 
B us  D rivers  
 
T his  approach means  that there may be a lack of 
vis ibility/control across  the B us  D irectorate about 
what is  being sent for B us  D rivers .  
 



o TfL perspective aligned with bus driver experience 
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers; 

lack of consistency and visibility 
o The communications landscape is changing and evolving; channel availability and multi-channel 
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers 

 
 T HE  T fL /O P E R ATO R  INT E R FAC E : 

Ways  of working now and in the future 
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Ideas  and opportunities  for this  project and the future of 
communicating with B us  D rivers : 
 

Inc reas ing  s upport to O perators /G arag es  in prioritis ing  
 
C entral C ommunications  felt there could be an opportunity to provide greater support to 
O perators  in ensuring there is  a cons is tent way of prioritis ing messages  and communications  
from T fL .  
 
E x plore the us e of “new media” with drivers  
 
Having acknowledged the current reliance on posters  as  a key channel for communicating to 
B us  D rivers , C entral C ommunications  were interes ted in exploring the readiness  and 
resources  to utilise more digital channels  in reaching this  workforce.  
 

K ey views  and feedback from this  audience: 
 
C ommunic ations  implementation and planning  
 
In terms  of prioritis ing communications  to send to B us  D rivers , C entral 
C ommunications  prioritises  based on the following criteria: 
 O perational s ignificance/importance 
 T he s tatus  of the sender. E .g. the Mayor, Mike Weston 
 Information need 
T here is  sometimes  input and direction from senior s takeholders  in T fL  
regarding priority, approach and channel.  
 
V is ibility of c ommunic ations  within O perators  
 
C ons is tent with the T fL  S takeholder audience, C entral C ommunications  
felt that it can be difficult to tell what has  gone into the garages/to B us  
Drivers , and whether pre-warnings  and follow-ups  have happened. T he 
C entral C ommunications  Manager has  an incons is tent level of access  to 
G arage Manager email addresses  to enable direct contact/follow-up.  
 
Work ing  with O perators  
 
T here was  an acknowledgment that whils t the C ommunications  F orum 
(with O perators ) had the potential to be used to discuss  planning and 
s trategy, this  can often be difficult to achieve as  there may be overlap 
with discuss ions  in the B us  O perator F orum. More widely, C entral 
C ommunications  has  varied contact across  the O perators , and will work 
with individual bes t practice O perators  on sharing ideas  and successes  
(e.g. R AT P, Metroline, Tower Trans it).  
 

T he C entral C ommunications  team at T fL : K ey feedback and ideas  
C urrent T fL  channels  and methods  us ed to communicate with 
B us  D rivers : 

 
T he C entral C ommunications  team cited a range of T fL  channels  used to deliver 
communications  to B us  Drivers ;  

 Heavy focus  on posters  as  all-driver 
channel/call to action, with some warm 
up on plasma screens  

 R oadshows; whils t felt to be effective, 
these are less  frequent than they have 
been previous ly 

 L eaflets  produced for longer-term 
reference and to support changes   
 

 E mails  other information to O perator 
C ommunications  Managers ; including 
P ress  R eleases  and T icketing 
updates  

 B ig R ed B ook; is  seen as  a key piece 
of communications  and reference 
point 
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Ideas  and opportunities  for working together in the future: 
 

Mapping  of objec tives  and times c ales  for c ommunic ations  
 
S ome of the O perators  felt there was  an opportunity to have more notice of T fL  
communications  and priorities , so they could integrate them into their own internal 
communications  planning. Having vis ibility over the T fL  communications  in advance was  felt 
to reduce duplication and also increase the impact of the message landing through a more 
s trategic and holis tic approach.  
 
R ole and format of the C ommunic ations  Manag er F orum 
 
T he C ommunications  Manager F orum is  seen to be a format for providing top level updates , 
but could be adapted to build a more collaborative approach with O perators  on how to 
ensure T fL  communications  have maximum impact with B us  Drivers .  
 

K ey views  and feedback from this  audience: 
 

A lig nment of mes s ag ing  ac ros s  T fL  and O perators  
 
It emerged that the organisational priorities  and objectives  of O perators  
were relatively cons is tent, and this  directed their own internal 
communications  initiatives . Despite this  there has  been a lack of integration 
of the planning and implementation of O perator internal communications , 
and T fL  communications . As  a result, there have been examples  of  where 
T fL  have released a piece of communications  that overlaps  with/duplicates  
O perator communications , which was  felt to be a duplication of effort and a 
missed opportunity to ensure the highest level of impact (e.g. the R AT P  
s topping campaign – see page 14) 

 
T iming  and planning  of c ommunic ations  
 
T fL  give notice of upcoming communications  at the C ommunications  
Manager F orum. However sometimes  communications  can be sent out with 
little notice, which means  O perators  need to react quickly, especially if an 
important message (e.g. new legis lation about falling as leep on buses ). 
Due to varied C ommunications  resource across  the O perators , their ability 
to respond quickly to a communications  request from T fL  differed.  
 
R eliance on group emails  and the C ommunications  Manager F orum as  a 
way of dis tributing communications  meant that where there was  little 
resource/heavy workload in an O perator, important updates  could be 
missed.  
 
 
 
 
 
 

Working together: O perator C ommunications  Manager feedback 
A n amic able relations hip with opportunities  to c ollaborate further 
 
Many O perators  spoke about the relationship they have with T fL  having improved, and that 
they had a good and amicable relationship with the C entral C ommunications  team. Whils t 
this  was  seen to be a pos itive, many O perators  felt the relationship was  s till in the main 
ins tructional/transactional in terms  of communicating T fL  messages  to B us  Drivers . S ome of 
the factors  that contributed to this  view was  that when the O perators  were asked for 
feedback on a campaign or piece of communications , often feedback isn’t taken on board 
by T fL  due to it being too late in the day to make changes  to the direction and content. Many 
O perators  cited that they therefore felt reluctantly that the cascade of T fL  communications  to 
B us  Drivers  often feels  like a ‘tick box exercise’, not necessarily reaching the potential that it 
could do in terms  of having an impact on the bus  driver audience.  
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o TfL perspective aligned with bus driver experience 
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers; 

lack of consistency and visibility 
o The communications landscape is changing and evolving; channel availability and multi-channel 
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers 

 
 T HE  O P E R ATO R  P E R S P E C T IVE : 

How communication looks  within their world 
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K ey views  and themes  from the audience 
 
C ommunic ations  in a c hang ing  world 

 
In terms  of common challenges  identified in communicating with B us  Drivers  
in this  changing context, O perators  spoke about; 
 Drivers  s pending less  time in the G arage and therefore becoming  an 

increas ingly remote workforce 
 More K P Is /performance targets  and competition amongst O perators , can 

make the balance of communications  messaging a challenge agains t 
organisational priorities .  
 

As  a result, there was  a s ignificant des ire to move to dig ital communications  
across  all O perators . Where there has  been the resources  this  is  already 
being implemented, creating a very different communications  environment 
both compared to the his torical context and a variance across  O perators .  

 
C ommon org anis ational and c ommunic ations  priorities  for O perators  
 
A ll O perators  we s poke to have their own organisational priorities  (there is  a 
high level of overlap across  O perators ) and use these to direct their internal 
communications  plans . T ypical O perator priorities  included; 
 S afety; lower incident rates , less  damage to buses , reducing fines  
 O perational efficiency; rais ing driving s tandards , fuel efficiency, 

preventative approach to maintenance 
 C ustomer s ervice; achieving good MT S  results , reducing complaints , 

greeting cus tomers , dis ability/acces s ibility 
 E mployee engagement/organisational values ; employee voice, employee 

surveys , leaders hip behaviours  
 

Unders tanding and experience of what creates  effective 
communications  for B us  D rivers  

 
T he O perator C ommunications  Managers  that we spoke to identified a number of success  
factors  of effective communications  for B us  D rivers , based on their experience and feedback 
received; 
 
 Multi-c hannel methodolog y is  the best way to reach the most drivers . F ace to face s till 

seen as  the most effective (e.g. forums  and roadshows), then re-enforced with 
leaflets /pocket guides .  
 

 Taking a c ampaig n-bas ed approac h is  needed to achieve behaviour change, often with a 
long term timeline, e.g. 6 – 12 months  
 

 Inc entives  and c ompetition work well in creating a ‘buzz’ and encourage pos itive word of 
mouth 
 

 T he best way to have impact with bus  driver communications  (particularly landing a difficult 
message) is  to involve them in the des ig n and tes ting  of communications  materials  and 
campaigns  

 
 Avoid ins truc tional mes s ag ing , drivers  don’t respond well to this . Ins tead make them feel 

they have a voice and that you unders tand their s ituation – and use an adult tone and 
humour 
 

 P eople-oriented c ommunic ations , e.g. S arah Hope video (T fL ), J ean access ibility 
training (Tower Trans it), ‘T hank you driver!’ Age UK  campaign (Metroline) 
 

 “Tangible” nudges  and reminders , e.g. ‘B ox J unction’ layout in canteen (S tagecoach), 
‘C urbed tyre’ in reception (Tower Trans it) 
 

 S imple pays lip attac hments  work  well in terms  of reaching large numbers  of drivers , 
where there is  less  digital direct access  
 

 
 

O perator C ommunications  Managers : their world 
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K ey views  and feedback from this  audience 
 
D is tribution of T fL  c ommunic ations  

 
Mirroring the feedback from T fL  C entral C ommunications , all 
C ommunications  Managers  spoke about receiving T fL  communications  
via group email. Whils t it was  unders tood why this  was  an efficient 
process  for T fL , it was  felt that the email groups  can be sporadic, making 
accountability/follow-up more of a challenge. In some cases  posters  
printed by T fL  and sent directly to G arages , the C ommunications  
Managers  would prefer to give warning to the garages  but this  isn’t 
always  poss ible. As  mentioned previous ly, the C ommunications  Manager 
F orum helps  to provide C ommunications  Managers  with updates  as  to 
what is  coming up, however if they were unable to attend it can be 
difficult to get updates/minutes  from these s ess ions .  

 
C ommunications  Managers  are not involved in the cascade of 
operational communications  from T fL  such as  NoE s  or divers ions , these 
were managed and dis tributed to G arages  by their O perations  teams .  
 
Integ rating  T fL  c ommunic ations  into wider O perator 
c ampaig ns  
 
If felt to be an important/relevant message, many O perators  will take the 
T fL  poster and create further communications  around it to help increase 
impact, e.g. B ig R ed B ook new edition Q uiz  (Metroline). It was  felt that 
the format of the communications  sent by T fL  could better enable this , 
e.g. more digital formats , and multiple formats  of each piece of 
communications  to allow for more flexibility.  

 

S ugges tions  and ideas  for improving the impact of T fL  
communications  to B us  D rivers   

 
 
 P roviding a s trong er T fL  s tory and narrative as  part of communicating with B us  

D rivers  would help with ongoing engagement and unders tanding of T fL  priorities  in this  
audience. It was  felt that this  could be underpinned by greater involvement of B us  
D rivers  in building key communication campaigns  and programmes , by T fL .  
 

 L inked with the T fL  s tory, C ommunications  Managers  spoke about a real need for T fL  to 
be seen to support their bus  driver communications  with equivalent and relevant 
cus tomer communications  about the same is sue – an opportunity for T fL  to play a 
s trong role in s hifting  c us tomer behaviours  and unders tanding  of the B us  s erv ic e, 
s imilar to cus tomer communications  on the Underground.  

 
 Many O perators  asked for a more c ampaig n-bas ed approac h to be developed by T fL  

to support a particular message (i.e. long term programme, multi-channel). 
 

 B ased on experience of success , it’s  important to make any communications  feel 
relevant to B us  D rivers , not T fL , i.e. getting into the shoes  of the bus  driver. 
 

 A dvanc ed planning  to dovetail with O perator’s  own initiatives  to provide context 
and improve impact. Whils t this  is  the ambition for many O perators , in reality this  
doesn’t always  happen due to notice and timescales  of other internal communications  
being prioritised.  
 
 

O perator C ommunications  Managers : working with T fL  communications  
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K ey O perator differences  in 
communications  
 

Multi-c hannel c ommunic ations  in all O perators  
 
When mapping the communications  channels  cited by 
C ommunications  Managers , the picture reinforces  that many 
O perators  have the ability to deliver multi-channel campaigns  to 
B us  Drivers , many with a mix of traditional and digital channels .  

 
P iloting /embedding  of dig ital c hannels  
 
Many O perators  are either in the process  of piloting new digital 
communications , or are working hard to embed them (e.g. G o-
Ahead). In essence, all O perators  have the aspiration to 
achieve more digital communications , but their maturity along 
the journey of achieving that varies  widely.  

 
Variability of res ourc e and ex pertis e ac ros s  
O perators  
 
Another key observation was  that the level of resource (time, 
financial inves tment) varied greatly across  the O perators . F or 
example  communications  in C T  P lus  and R AT P  are managed 
by one individual where communications  is  only a part of their 
wider role. T his  compares  s tarkly to O perators  such as  G o-
Ahead who have a dedicated communications  team and set of 
expertis e.  

 
 

O perator communications  channel and res ource availability: O ne s ize does  not fit 
all 

S ummary of k ey c ommunic ations  c hannels  utilis ed/in plan with 
O perators  
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S potlight on O perator communications  bes t practis e examples  

 
 
 
 
 

R AT P  S topping  c ampaig n 
 
K ey theme: O verlap of objec tives  and 
mes s ag ing  of O perator and T fL  c ommunic ations  
R AT P  delivered a communications  campaign 
des igned to educate and influence drivers  behaviour 
around the s topping policy. T his  was  rolled out 
approx. 6 months  prior to the T fL  campaign that was  
des igned to meet the same objectives .  
R AT P  produced a s imple and visual pos ter and 
leaflet with clear guidance for B us  Drivers , and 
received pos itive feedback about the campaign.  
 
 
 
 

 

 
 
 
 

A bellio Ultimate Driv ing  C hampions hip 
pilot 

 
K ey theme: a multi-c hannel c ampaig n des ig ned 
to improve driv ing  s tandards  throug h behaviour 
c hang e 
O ne of the main organis ational objectives  at Abellio 
is  to improve efficiency and performance. T he 
Ultimate D riving C hampionship was  being piloted at 
one of their main garages . It is  based around a a 
points  sys tem based on lots  of things  including 
operational, cus tomer, personal performance. At the 
end of the year drivers  received £10/every point 
earned and retained that year. T he 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 Trans it C urbed Tyre c ampaig n 
 
K ey theme: a s imple yet impac tful method of 
c ommunic ating  to B us  Drivers   
Tower Trans it were reporting a high volume of  
curbed tyres  on their buses , the cos t of which was  
proving to be high. As  a result, the communications  
team launched a campaign there they put phys ical 
curbed tyres  in the A llocation/communal areas  for 
B us  Drivers  in garages . O n the tyre they left a 
s imple message about the impact of curbed tyres  
and how to avoid getting one. T he s implicity and 
visual impact of this  campaign received good 
feedback from B us  Drivers  and many acknowledged 
the mess age.  

 

P age. 14 



P age. 15 

S potlight on O perator communications  bes t practis e examples  

R AT P  S topping  
c ampaig n 

 

A bellio Ultimate Driv ing  
C hampions hip pilot 

 

Tower Trans it C urbed Tyre c ampaig n 
 



o TfL perspective aligned with bus driver experience 
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers; 

lack of consistency and visibility 
o The communications landscape is changing and evolving; channel availability and multi-channel 
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers 

 
 C O MMUNIC AT IO NS  AT  L O C AL L E VE L : 

T he bus  garage environment 
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C ommunications  in the G arage environment; obs ervations  

Notic eboards  s till dominate the c ommunic ations  within 
G arag es  
 
O ne of the most immediate and perhaps  uns urpris ing observations  at all 
garages  that were vis ited was  the large number of noticeboards . T his  is  
reflected in the conversations  with G arage Managers  and B us  D rivers  
about communication channels .  
K ey observations ; 
 L ocation of noticeboard could affect the impact 
 Varying levels  of categorisation of notices  
 T fL  bus  driver communications  were vis ible in all G arages  (on 

noticeboards ) 

C ateg oris ation of notic eboards  

S tairwell/c orridor loc ation 
of notic eboards  

E v idenc e of dig ital and multi-c hannel 
approac hes  
 
Ins ights  gathered from interviewing the C ommunications  
Managers  around introducing digital/electronic 
communications  for B us  D rivers  were reflected in the 
garage environment. 
K ey observations ; 
 P lasma screens  in every garage, but not always  

working 
 Access  to digital communications   
 A multi-channel approach 
 

Hig h volume of 
notic es /pos ters  

Multi-c hannel c ommunic ations  in A lloc ation 

Implementation of dig ital 
tec hnolog y 
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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. 




R eflections  and cons iderations  in the role of a G arage 
Manager in communications  
 

G reater involvement/s upport for this  g roup to ac hieve c ons is tenc y and 
bes t prac tis e 
 
T he findings  identify that this  audience are respons ible for the local prioritisation and 
management of communications  to B us  Drivers . However currently, neither O perator 
C ommunications  Managers  or T fL  C entral C ommunications  have a respons ibility or reach 
in providing support and guidance to this  group in how to ensure key messages  are 
communicated effectively and cons is tently to B us  Drivers .  
 
Variability of G arag e Manag er c ommunic ations  c apability 
 
O f the G arages  that were vis ited during this  research, there was  a high variability in 
G arage Manager’s  perceptions  of their role/respons ibility and approach to communicating 
with B us  Drivers . T his  was  also reflected in variances  in bus  driver’s  feedback in terms  of 
the G arage Manager being seen as  a communication channel. O ther roles  in the G arage 
referenced as  being communications  touchpoints  were: S taff Manager, Union R ep and 
C ounter s taff.  
  
 

K ey views  and feedback from this  audience: 
 

T he loc al manag ement of c ommunic ations  to B us  Drivers  
 
G arage Managers  are the dis tribution point for many of the communications  that 
come via the O perator communications  teams , and directly from the T fL  B us  
C ommunications  team (via email or printed posters ). In terms  of prioritis ation, 
unless  an operational director or the communications  team have identified the 
prioritisation of a piece of communications , it is  down to the G arage Manager to 
prioritise what they dis tribute within the garage. T here wasn’t a formal or 
s tandardis ed approach to prioritis ing messages , but typically G arage Managers  
spoke about the below being key messages  that they would prioritise; 
 O perational, e.g . large scale divers ions  or events  
 S afety related messages  
 C hanges  to policy 
 P roblems  with performance 
 Divers ity and acces s ibility 

 
Interac tion with T fL  C ommunic ations   
 
G arage Managers  will dis tribute T fL  communications  in terms  of putting the 
posters  on noticeboards  in the G arage. A  notable proportion also spoke about how 
they tried to either adapt or create alternatives  to the T fL  materials  to try and 
ensure B us  Drivers  see/unders tand them. G arage Managers  would adapt the 
communications  to; 
 Make the language s impler; to make it eas ier to unders tand, particularly for 

those drivers  who don’t have E nglish as  a firs t language.  
 Make the notice more concise; some updates  from T fL  were felt to be lengthy 

and not all relevant to drivers . G arage Managers  would create a notice with a 
bold headline and a few bullet points  to get the key mes sages  to B us  Drivers . 

 
 
 
 
 

T he G arage Manager: a key role in communications  with B us  D rivers  
B oos ting  the impac t of T fL  c ommunic ations  

 
Half of G arage 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 T fL  
communications  they receive, e.g. pos ters  or the B ig R ed B ook. T his  can range from them 
creating their own s imple printed notices  to communicate content from the B ig R ed B ook, 
through to creating leaflets  or handouts  for drivers , e.g. around how to achieve good MT S  
scores  (MT S  leaflet example – see page appendix). 
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F ac e to F ac e is  the mos t effec tive, but 
c an be a c halleng e 

 
F ace to face was  felt to be the most valued and 
impactful channel through allowing for two-way 
discuss ion and providing clarity for B us  Drivers , 
particularly around changes  in policy, procedure and 
performance.  
 
Two thirds  of the G arage Managers  we spoke to 
said they run  regular G arage forums  with drivers . 
O n more than one occas ion, word of mouth was  
cited as  a powerful way of spreading the word, 
making it more important to inves t in face to face 
communications  and clarify messaging to avoid 
mis interpretation/rumour mill.  

 
“You might only get 20 drivers  at a forum out of 500, 
but don’t underes timate word of mouth from those 
who did come.” 
G arag e Manag er 
 
 

 
 
 

D ig ital and multi-c hannel is  the way forward 
 
 

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

 
T here were mixed perceptions  about plasma screens ; 
many G arage 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  pos s ible, G arage 
Managers  spoke about us ing a multi-channel approach. 
 

 
“R eally important messages  are s omething which will 
have an impact on ops , we use face to face briefing, 
ask mangers  to run out and as k to speak to every 
driver, put it on post it notes  on duty card and ask for a 
s igned copy to show they’ve read it.” 
G arag e Manag er 
 

 

G arage Manager feedback: C ommunications  channels  and effectiveness  

 
 
 

Notic eboards  are us ed mos t widely 
 
 

Despite concerns  about there being too much 
information on noticeboards , they were the most 
widely used communication channel in garages . A ll 
G arage 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 G arage Managers  cited 
noticeboards . 

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

 
“P osters  specifically for T fL  communications , as  
that’s  usually how T fL  want us  to dispers e 
information.” 
G arag e Manag er 
 

 

C ommunication channels  us ed in G arages  
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B uilding  a s trong er c onnec tion with 
T fL  

 
G arage Managers  acknowledged that for many 
B us  D rivers , their primary contact or ‘relationship’ 
with T fL  for most drivers  is  via C entreC omm, 
R evenue and C ontrollers . T hey are also very 
aware of the K P Is  and targets  that T fL  sets  their 
O perator, which has  a big impact on a bus  
driver’s  day to day experience. T his  can make it 
difficult in communicating with B us  Drivers  about 
the wider role of T fL  in the bigger picture of the 
B us  service.  

 
Around ¼  of G arage Managers  suggested more 
regular face to face contact with T fL , e.g. via 
forums , others  suggested a T fL  magazine or 
intranet where drivers  could find out more 
information and have an online discuss ion/Q &A 
with T fL . 

 
“Driver’s  perceptions  of T fL  is  predominantly 
based on cos t, they link everything back to los t 
routes” 
G arag e Manag er 
 

 

 
 
 

What work s  well when c ommunic ating  
with drivers  

 K eep it s imple; concise text, use of images  and 
visuals  works  well 

 C ompetition works  well, e.g. league tables  
 L ocal focus  of content, e.g. garage news letters  
 If an important message, can we clear any 

space amongst other communications  to 
engage them better 

 Two-way discuss ion and making them feel their 
opinion counts  

 R emove any ambiguity and create clear call to 
action; P oem campaign referenced as  too 
ambiguous  
 

“P oems  s topping at s tops  poster is  a good example 
to its  s lightly contradictory message. Drivers  need 
things  in black and white, as  when they break rules  
punishments  are harsh. T herefore it would be unfair 
if their judgement was  poor due to an incomplete 
unders tanding of the rules , and that poster may 
have caused unnecessary confus ion.” 
G arag e Manag er 
 
 

 

G arage Manager feedback: What works  in communicating to B us  D rivers  

 
 
 

G etting  in the s hoes  of the bus  driver 
 

G arage Managers  are respons ible for communicating a large 
volume of operational messages  and updates  to B us  Drivers  
every day. E ven communications  about the s imples t everyday 
processes  and procedures  can be a challenge for G arage 
Managers  to communicate, due to the remote nature of the 
bus  driver workforce in many O perators  a lack of direct 
access . T herefore landing difficult or complex messages  
represents  a real challenge at this  level.   
 
C ons is tently with the O perator C ommunications  Managers , 
G arage Managers  raised the need for T fL  to appreciate the 
impact of cus tomer behaviour on a bus  driver, and how there 
is  a perception that T fL  are not address ing this .  
 
 
“the challenges  come from specific sens itive is sues , for 
example on the schoolchildren is sue, drivers  are unhappy 
that they are unable to chuck dis ruptive children off school 
buses . T he reasons  are explained i.e. they are vulnerable, 
but they are s till unhappy with the outcome..” 
G arag e Manag er 
 

K ey s ugges tions  and ideas  from this  audience in effective communications  with B us  
D rivers  
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o TfL perspective aligned with bus driver experience 
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers; 

lack of consistency and visibility 
o The communications landscape is changing and evolving; channel availability and multi-channel 
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers 

 
 T HE  B US  D R IVE R  E X P E R IE NC E : 

C ommunications  through their eyes  
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Is English your first language? What is your gender? 

How long have you worked at this company? 

Bus driver sample profile 

A repres entative v iew ac ros s  L ondon 
 
We spoke to 243 B us  Drivers , from 21 garages . T he garages  were a mix of 
both inner and outer L ondon garages , and were selected by T fL  in 
partnership with the O perator C ommunications  Managers  to achieve a 
balanced sample of good performing/bes t practise locations  and garages  
where there have been challenges  in communicating with and engaging B us  
Drivers .  
 
R eflec ting  the v iews  of B us  Drivers  who s pend time in 
g arag es  
 
A ll B us  D rivers  were interviewed in communal areas  of the garage. It’s  
therefore important to emphas ise that our sample includes  B us  D rivers  who 
spend their time in bus  garages  (e.g. during breaks , before shifts ). T he 
feedback from O perators  was  that there is  a proportion of B us  D rivers  who 
do not spend any time in garages , and are often working completely 
remotely.  

 
 

B us  driver s ample: overview of this  audience 
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69%

31%

Yes No

91%

9%

Male Female



S afety alerts  
 
How you receive communications  about this  currently 
(multi-tick): 
 
 
 
 
 
 
 
 
How would you prefer to receive communications  
about this?  F eedback/suggestions* 
 
 53%  said ‘it’s  okay as  it is /there is  no other way’ 
 Mixed experiences  of C entreC omm response for 

those who have experienced it 
 C oncern around cus tomer reactions ; suggested 

all radio alerts  are coded  
 
 
 
 
 
 
 
 
 
  

 
 
 
 
 
 
 
 
  

 

Unplanned divers ions   
 
How you receive communications  about this  currently 
(multi-tick); 
 
 
 
 
 
 
 
 
How would you prefer to receive communications  about 
this? F eedback/s uggestions* 
 
 51%  said ‘it’s  okay as  it is /there is  no other way’ 
 Directions  from C entreC omm are difficult to follow/radio 

quality is  poor  
 R equire further support and information in the case of 

divers ions , such as ; 
 T ext message with directions  
 More controllers  roads ide to provide directions  
 S atnav sys tem in the cab 

 
 
 
 
 
 
 
  

  

P lanned divers ions /NoE s  
 
How you receive communications  about this  currently 
(multi-tick): 
 
 
 
 
 
 
 
 
How would you prefer to receive communications  
about this?  F eedback/suggestions* 
 
 36%  said ‘its  okay as  it is ’ 
 S hould not rely solely on noticeboards , sometimes  

you can miss  this  
 P ersonalised notice: printed as  an attachment to 

duty allocation card 
 R eminders  via other channels  including email, 

intranet, text message and iB US  announcements  
 
 
 
 
 
 
 
 
 
 
 
  

 
 
 
 
 
 
 
 
  

 

B us  driver experience: C hannels  for receiving operational communications  

O perational c ommunic ations  are c as c aded v ia targ eted and tried/tes ted c hannels  
C hannel analys is  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 B us  Drivers  cited noticeboards  as  a channel for receiving these communications  compared with any other channels . T he level of s atis faction 
with the current cascade of NoE s  suggests  there is  a readiness  for a different approach to sharing this  information with B us  Drivers .  

*C oded qualitative feedback P age. 23 

16%

55%

75%

CentreComm iBUS Noticeboards

11%

19%

78%

Noticeboard Counter iBUS

7%

27%

76%

CentreComm iBUS Noticeboards



How my g arag e is  doing  
 
How you receive communications  about this  currently 
(multi-tick); 
 
 
 
 
 
 
 
 
 
How would you prefer to receive communications  about 
this ? F eedback/s ugges tions * 
 
 31%  were s atis fied with the current approach 
 Drivers  felt confus ed by the data and charts , therefore 

were keen to get clarity on what they mean via face to 
face communications , e.g . with G arage Manager 

 F eeling that we s hould s hare more pos itive res ults  and 
feedback, rather than focus s ing on the negative 

 
 
 
 
 
 
  

 
 
 
 
 
 
 
 
 
 
  

 
 
 
 
 
 
 
 
  

 

C hang es  to polic y 
 
How you receive communications  about this  currently 
(multi-tick); 
 
 
 
 
 
 
 
 
 
 
How would you prefer to receive communications  about 
this? F eedback/s uggestions* 
 
 38%  were satis fied with current approach 
 F orums/face to face communications  were suggested 

to allow B us  Drivers  to ask questions  and have two-way 
discuss ions  about the changes  

 L etters  and/or locker drops  were felt to be useful in 
ens uring everyone gets  the message 

 
 
 
 
 
 
 
  

  

R eminders  of polic y 
 
How you receive communications  about this  currently 
(multi-tick); 
 
 
 
 
 
 
 
 
 
 
How would you prefer to receive communications  about 
this? F eedback/suggestions* 
 
 20%  were satis fied with the current approach 
 Drivers  felt some of the communications  in this  

category were patronis ing and dictatorial 
 Drivers  also felt these communications  could be s hared 

across  multiple channels  such as  face to face, via email 
and noticeboard 

B us  driver experience: C hannels  for receiving non-operational communications  

Non-operational c ommunic ations  v ia notic eboards  but there is  a hig h level of readines s  for a different approac h 
C hannel analys is  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 satis faction with this  approach and B us  Drivers  had some constructive ideas  and feedback on how they 
would prefer to receive non-operational communications .  

*C oded qualitative feedback P age. 24 

13%

14%

33%

78%

Noticeboards Leaflets Other drivers Letters to home address

16%

21%

65%

Noticeboards Training (CPC) Big Red Book



54% 

67% 

50% 

59% 

78% 

51% 

100% 

65% 

54% 

66% 

69% 

69% 

100% 

100% 

100% 

78% 

S tagecoach

G o-Ahead

Abellio

Metroline

Arriva

R AT P

T ower T rans it

O verall

C hanges  to policy R eminders  of policy

P roportion of B us  Drivers  c iting  notic eboards /pos ters  as  a c hannel for 
rec eiv ing  non-operational c ommunic ations  

Introduc ing  dig ital c hannels  reduc es  
the relianc e on notic eboards /pos ters  
 

When mapping the channel analys is  with bus  driver’s  
agains t the feedback gathered from C ommunications  
Managers  about the channels  they are utilis ing and 
inves ting in, there is  a difference in B us  Drivers  citing 
noticeboards/posters  as  a channel for receiving non-
operational communications  (changes  and reminders  
of policy).  
 
T his  is  encouraging feedback in supporting many 
O perator’s  ambition to move away from the traditional 
approach of us ing noticeboards/posters  as  the primary 
channel for communication with B us  Drivers .  

 
 

Impact of introducing digital channels  on the bus  driver experience 

O perators  who are 
piloting/embedding digital 

communications  channels  the 
mos t 
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“I know it/it’s  
common s ens e” 

“It’s  a us eful 
reminder” 

“T he look and 
feel/imagery is  

attractive” 

“It made me 
change my 
behaviour” 

66 drivers  said…  

47 drivers  said…  

40 drivers  said…  

15 drivers  said…  

O f drivers  who s aid they were aware of the ex ample, when as k ed 
about how they res ponded to that piec e of c ommunic ation*…  

*Coded verbatim responses 

B us  driver experience: R eactions  and res pons es  to s pecific T fL  communications  

Des pite the majority of thes e c ommunic ations  were 
dis played on notic eboards  in the G arag es  that we 
v is ited, only 48%  of drivers  interv iewed s aid they had 
s een the ex ample that we were tes ting . 
 

We tes ted the below 6 examples  of recent T fL  communications  that are 
aimed at B us  Drivers ; 
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Do you rec og nis e this  
pos ter?   
Yes : 68%  
No: 32%  
 
If ‘yes ’, key feedback 
(coded): 
 Useful reminder: 14 
 F ormat/imagery good: 

11 
 I know it: 7 
 C hanged my 

behaviour: 0 

 
 
 
Do you rec og nis e 
this  pos ter?   
Yes : 62%  
No: 38%  
 
If ‘yes ’, key feedback 
(coded): 
 I know it: 18 
 C hanged my 

behaviour: 5 
 Useful reminder: 4 

 
 
Do you rec og nis e 
this  pos ter?   
Yes : 33%  
No: 67%  
 
If ‘yes ’, key feedback 
(coded): 
 I know it: 9 
 Useful reminder: 5 
 F ormat/imagery 

good: 5 
 C hanged my 

behaviour: 1 

 
 
Do you rec og nis e this  
pos ter?   
Yes : 45%  
No: 55%  
 
If ‘yes ’, key feedback 
(coded): 
 Useful reminder: 10 
 I know it: 9 
 C an’t change my 

behaviour: 7 
 C hanged my 

behaviour: 4 

 
 
Do you rec og nis e 
this  pos ter?   
Yes : 41%  
No: 59%  
 
If ‘yes ’, key feedback 
(coded): 
 I know it: 23 
 Useful reminder: 13 
 C hanged my 

behaviour: 5 
 

 

 
 
 
Do you rec og nis e 
this  pos ter?   
Yes : 46%  
No: 54%  
 
If ‘yes ’, key feedback 
(coded): 
 I know it: 15 
 Useful reminder: 6 
 C hanged my 

behaviour: 0 
 

B us  driver experience: R eactions  and res pons es  to s pecific T fL  communications  
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D rivers  s how a readines s  for more digital and 
two-way communications  
 

When we asked B us  Drivers  what they believe effective 
communications  looks  like, and what T fL  could do to improve 
communications  to them, we received a varied but rich source of 
feedback. E ncouragingly, a ligned with all other audiences  involved 
in this  research, B us  Drivers  referenced a readiness  and ambition to 
utilise more digital channels .  

Ideas  and s ug g es tions  by theme* F req. 

E mail/Intranet/S ocial Media 38 

Two-way communications/suggestions  34 

R elationship with T fL  – more contact 34 

Map/S atnav/G P S  31 

F ace to face – Manager, forums  25 

R adio s ignal is  bad 13 

Multi-channel needed 12 

C ustomer behaviours/education 12 

Too much communications/info 10 

P atronis ing messaging 10 

S implify things  8 

Noticeboards/posters  8 

“more email communication, so 
you can see it, channel that is  

checked frequently and easy to 
diges t. More forum/face to face 

interaction for clarity” 
B us  Driv er 

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

B us  Driv er 

“Nobody lis tens  to the driver. If 
you tell me s omething, g ive me 

an opportunity to ans wer 
ques tions  and check.” 

B us  Driv er 

“More interaction 
between T fL  and the 

drivers” 
B us  Driv er 

“Have more people from T fL  
coming down to see people, have 

more group discuss ions  with a 
member of T fL  there to answer 
any questions  that come up but 
allow B us  Drivers  to talk policies  

and other bits  through.” 
B us  Driv er 

“F eel like we're at the bottom of the 
s cale, if they can include us , las t to 

be told, pos ters  is  all we have” 
B us  Driv er 

“C oming into the garage and s peaking directly 
with drivers , there is  no point going through the 
middle man. A ls o make s ure T fL  communicate 

pos itive news  more frequently” 
B us  Driv er 

E mail/Intranet/S oc i
al Media 

Two-way 
c ommunic ations / 

s ug g es tions  

R elations hip 
with T fL   

B us  driver ideas  and s ugges tions  for more effective communications  
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o TfL perspective aligned with bus driver experience 
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers; 

lack of consistency and visibility 
o The communications landscape is changing and evolving; channel availability and multi-channel 
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers 

 
 PROJECT SUMMARY AND RECOMMENDATIONS: 

Next steps for TfL 
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T fL  R ole and R es ourc es  
 

 Develop T fL  bus  driver narrative and 
campaigns  

 
 Map communications  acros s  B us  

D irectorate  
 
 B uild/utilis e digital and planning s kills  

at T fL  for communications  with B us  
Drivers  

 
 

Ways  of work ing  with O perators  
 

 E volve C ommunications  Managers  
F orum 
 

 D evelop T fL /O perator B us  D river 
communications  s trategy and planning 
process  
 

 L everage opportunities  provided by 
O perators ’ communications  plans , 
campaigns  and channels  

 
 

 
 
 
 

C ontent, C hannels  and Tools  
 

 S upport and encourage the rollout of 
O perator intranets  
 

 R eview T fL  R oads how programme 
feas ibility 
 

 P rovide full campaign materials  and 
tailored formats  to s upport T fL  
communications  to O perators  

 
 

 
 
 B us  driver c ommunic ations  princ iples  

 
• Multi-channel 
• C ampaign-bas ed approach 
• D river voice and tone 

 
 

Ins ights  and implications  

• C reate two-way engagement  
• Tailored formats  for different 

channels  

• No ‘one s ize fits  all’ 
• F ace to face is  mos t effective 
• Heightening of T fL  context/narrative 
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A g ree T fL  relations hip pos itioning  with/for B us  
D rivers  (i.e. role T fL  s hould play and what it 

“owns ”) 
 
In conjunction with developing a bus  driver narrative for T fL , 
explicitly agree the “relationship” that T fL  wants  to/needs  
to/s hould be having with B us  Drivers  – policy deliverer, 
behaviour change, motivational and engagement role.  

 
 

 
 

D evelop a integ rated c ommunic ations  map and 
c ommunic ations  plan at the B us  D irec torate level 

 
Audit and create a detailed map of all “communications”  
(ins tructions , communications , engagement) that go from the 
whole B us  D irectorate into the O perators  and garages  and to 
the B us  Drivers  directly – and critically, to whom in each 
O perator (bas ed on the T fL  C ommunications  Map in this  
report). 
 

 
 

D evelop T fL  overarc hing  narrative and prioritis ed 
k ey c ampaig ns  and mes s ag es  

 
C reate a narrative for B us  Drivers  that s ets  out T fL  objectives , 
and is  us ed as  context for its  priorities , and the 
communications  campaigns  that it s ends  out – and identify 
explicitly a number of campaigns  that T fL  will be focus s ing on 
throughout the year (e.g. us e icons  on T fL  communications  
that link to each T fL  objective). 

 
 

L everag e dig ital and planning  s k ills  (s ec onded) 
into the c ommunic ations  team in the s hort to 

medium term 
 
R eview the opportunity to identify digital communications  and 
communications  planning expertis e in the bus  directorate and 
whether thos e res ources  can be us ed/s econded by the team 
(to help to deliver the following recommendations). 
 

 
 

R ecommendations : T fL  role and res ources   
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R ecommendations : Ways  of working with O perators  

C reate a B us  D river C ommunic ations  P lan 
 

Develop a T fL /O perators  bus  driver communications  s trategy 
and planning proces s  and tool 

 
Agree future communications  channel s trategy to be digital 
bas ed 

Unders tand O perator O pportunities  
 

Identify the communications  roles /map at the O perations  
D irector level 

 
L everage opportunities  provided by O perator plans , campaigns  
and channels  

L everag e T fL /O perator F orums  
 

R elaunch the C ommunications  F orum bas ed on 
communications  planning and cons ultation principles  and ways  
of working between T fL  and the O perators  
 
C larify and es tablish the role of the B us  O perators  F orum and 
the relationship with C ommunications  F orum  

C ollaborate to develop materials  
 

S tandardise approaches  to communications  materials  and 
dis tribution decis ions  and approaches  
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C ontent 
 

• Develop full campaign materials  for 
each priority T fL  campaign 
 

• L everage the “Hello L ondon” 
training programme 
 

• L everage the “Mr Men” cus tomer 
marketing programme, aligning bus  
driver and marketing 
communications , (bas ed on f2f, 
pledge/competitions , pers onalised 
leaflets ) 
 

• Develop T fL  content that can be 
s yndicated acros s  O perator 
communications  platforms  (e.g. “A 
day in the L ife of..”), bas ed on 
pos itive reward and recognition 

 
 

 
 
 

R ecommendations : C ontent, channels  and tools  

C hannels   
 

• Develop s hort-term exis ting 
channel improvements  bas ed on 
feedback  
 

• C reate T fL  bus  driver 
communications  champions  in  
alignment with “Hello L ondon” 
 

• Inves t in a B us  D irectorate 
roads how programme, es tablis hing 
engage B us  Drivers  
 

• R eview the opportunity to s upport 
O perators  in developing B us  Driver 
intranets , with two-way 
engagement capability 

Tools  
 

• Identify and agree formats  for each 
operator – not “one s ize fits  all” 

 
• Develop an “action” code for all T fL  

materials  (urgent, for action, for 
information) 
 

• Tes t communications  and ideas  
with engaged bus  driver groups  

 
 
• R eview the B ig R ed B ook agains t 

all feedback (no need to undertake 
any further res earch) 
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Q3 2016 Q4 2016 Q1/Q2 2017 

T fL  R ole and 
R es ourc es  

• Develop overarching T fL  narrative (12-
18 months ) for B us  D river 
C ommunications  

• Develop D irectorate C ommunications  
map for C MF  review 

• S cope D igital skills  need for C entral 
C ommunications  

• S et out T fL  B us  Driver narrative at C MF  
• S econd digital skills  into C entral C ommunications  
• R eview D irectorate C ommunications  map at C MF  

• R eview and update bus  driver 
narrative agains t organisational and 
O perator priorities  

Ways  of work ing  
with O perators  

• R edes ign C ommunications  Managers  
F orum (C MF )– develop in collaboration 
with the O perators  

• Develop initia l B us  D river 
communications  plan 2016/Q 1 2017 

• R elaunch C MF  
• D es ign B us  D river C ommunications  s trategy 

2016/2017 
• E xplore development of B us  Driver 

C ommunications  planning tool 

• L aunch B us  Driver communications  
planning tool  

C ontent, 
c hannels  and 
tools  

• Agree and implement short-term 
channel use improvements  (see next 
s lide) 

• Audit O perator format needs  
• Des ign B us  D river roadshow 

programme (with C MF  and bus  driver 
input) 

• Des ign and leverage engagement 
communications  campaign for “Hello 
L ondon” 

• D evelop brief and commiss ion T fL  B us  Drivers  
intranet (C MF  working group) 

• L aunch B us  D river roadshow programme (with 
C MF  and bus  driver input) 

• Identify opportunities  for T fL  syndicated content 
use 

• D evelop proposals  for new B ig R ed B ook 
 

• L aunch T fL  B us  Driver intranet 
• L aunch new/digital B ig R ed B ook 

on with new intranet 
 

A propos ed improvement approach/timeline: as s uming exis ting T fL  res ources  
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C hannel E x ample c omments /feedbac k  S hort-term improvements  

P os ters  Use as  a “call to action” 
Use as  part of a multi-channel s trategy 
P lan timing with O perators  
C lear, bold messaging 
Adult tone (e.g. humour) 

Add expiry dates  
 

P las ma s c reens  Visual, rather than narrative, content 
Use a teaser channel, not information 

Des ign for all plasma screen s izes  across  
the O perators  

L eaflets  Very us eful as  ongoing reinforcement Develop a s ingle bus  driver leaflet s tyle 

News letters  L everage O perator and garage news letters  by providing syndicated content (S ee recommendations ) 

E vents  and roads hows  Use as  far as  poss ible when engagement or behaviour change required (S ee recommendations ) 

C ompetitions  and 
awards  

Use with care and in the context of O perator competitions  and award schemes  

Intranet E xplore the development of a T fL  B us  D river intranet 
L everage O perator intranets  (where exis t) by providing syndicated content 

(S ee recommendations ) 
 

E mails  to drivers  T hese should be O perator use only - 

E mails  to O perators  E dit press  releases  and notices  to highlight 
relevant content, and provide context and 
recommendations  on next s teps  

E xis ting T fL  res ources  checklis t: s hort-term/ ‘quick wins ’ 

P age. 35 



o TfL perspective aligned with bus driver experience 
o Multiple communications routes and touchpoints involved in sending TfL communications to Bus Drivers; 

lack of consistency and visibility 
o The communications landscape is changing and evolving; channel availability and multi-channel 
o Garage Managers are a key touchpoint in shaping communications to Bus Drivers 

 
 

Appendix 
 



  

B ig R ed B ook; s ummary of feedback 
 
 
T he B ig R ed B ook (B R B ) is  one of the major pieces  of communication from T fL  to B us  Drivers , with every bus  driver 
expected to have a copy of the book. Within this  res earch, we tes ted the B ig R ed B ook as  a s pecific example of 
communications  within the O perator C ommunications  Managers  interviews , and it was  rais ed s pontaneous ly in G arage 
Manager interviews  and B us  Driver interviews . T his  page provides  a s ummary of the feedback gathered to provide T fL  
with ins ights  into the perceptions  of the B ig R ed B ook from our s ample.  
 
 

A  us eful point of referenc e A need for different formats  R ethink ing  the launc h of new vers ions  

A ll audiences  spoke about the B R B  being 
useful as  a point of reference, for new drivers  
and as  a resource for exis ting drivers  to check 
something if they need to. However there was  
a sense from O perator C ommunications  
Managers  and G arage Managers  that B us  
D rivers  don’t carry the B R B  with them, due to 
it’s  s ize and comprehens ive content. T his  was  
reinforced by some B us  D rivers ; 
 “D rivers  aren't going to have time to read 

the book, only carry it for show” 
 “T he red book is  eas y to us e but very big 

and has  lots  of information.” 
 “You don't always  feel like reading that 

book” 
 
 
 
 
 

T he majority of O perator C ommunications  
Managers  spoke about the need for a 
‘condensed vers ion’ of the B R B  with s ome of 
most commonly used content in there, which 
they felt would mean B us  D rivers  are more likely 
to use the book. S everal G arage Managers  
spoke about how they typically condense key 
messages  from the B R B  into s hort notices  for 
B us  D rivers , which are then put on 
noticeboards . 
 
A ll audiences  spoke about the value of having 
the B R B  available in electronic format, including 
B us  D rivers ; 
 “T he red book is  helpful - it could be put 

online - electronic vers ion.” 
 
 
 

Many O perators  spoke about how they develop 
their own launch campaigns  for new vers ions  of 
the B R B . Metroline have used the ‘B ig R ed 
B ook quiz ’ which was  referenced by a bus  
driver,  and other O perator C ommunications  
Managers  and G arage Managers  spoke about 
launching new vers ions  through a wider multi-
channel campaign, typically involving face to 
face methods  such as  forums .  
B oth O perators  C ommunications  Managers  and 
G arage Managers  suggested that when new 
vers ions  are releas ed, that T fL  s ummaris es  
what has  changed, to enable them to 
communicate this  effectively internally and 
encourage B us  D rivers  to read the new vers ion. 
 
 



F urther examples  of O perator communications  examples ; highlighting bes t 
practise examples  and the ‘no one s ize fits  all’ principle for collaborating with 
O perators  

Metroline involved B us  
Drivers  and other 
employees  in the des ign 
and communication of their 
new values . T hey trialled 
new formats  such as  
producing videos  that were 
then dis tributed on D V D s  
for all drivers . 

Tower Trans it developed 
laminated card leaflets  about 
drivers  hours . T he cards  are 
pocket-s ized to encourage drivers  
to carry them with them on the 
bus .  

R AT P  are an example of an 
O perator who produce their own 
NoE s  utilis ing the information 
they receive from T fL  and 
integrating it into a more s imple 
and visual format. G o-Ahead are 
another O perator who follow a 
s imilar process . 



E xamples  of communications  created at garage level; highlighting the role of 
the garage management team and incons is tency of approach at a local level 

G arage Managers  typically 
highlight the important 
information in notices  to make 
it feel eas ier for B us  Drivers  to 
read and interpret quickly.  

In some cases , G arage Managers  
organise a garage news letter. T hose 
who did felt it was  well received by 
B us  D rivers  because they are 
predominantly interes ted in what’s  
happening at local level, rather than 
company level.  

O ne of the examples  of communications  
created by G arage Managers  or their 
management teams  is  this  leaflet about 
MT S  scores . T his  highlights  the role that 
G arage Managers  and their teams  play in 
communications  to B us  Drivers .  
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