
SOCIAL MEDIA AND 
TRANSIT



 Cris Swaters
 City of Springfield, City Utilities: Social Media/Digital Content
 Cris.Swaters@cityutilities.net 
 417.831.8479

 Bridget Moss
 Kansas City Area Transportation Authority: Public Affairs 

Manager
 bmoss@kcata.org
 816.346.0339



City Utilities - Springfield

 12 weekday routes, 7 night and Saturday routes, 4 
Sunday routes

 4,600 rides per weekday

Platforms
 @CUTransit on Twitter
 City Utilities on Springfield is on Twitter, Facebook, 

Instagram



RideKC
 Bus: 50,000+ rides/day
 4 transit providers in Kansas and Missouri, urban, suburban, express, 

on-demand
 90+ routes

Platforms: RideKCTransit
 Twitter
 Facebook
 Instagram, Pinterest, YouTube, LinkedIn



Why
 Building ridership

 Customer Satisfaction
 Notice of events affecting their ride
 Addressing complaints

 Where the bus goes
 Supporting outreach

 Image management 
 Media relations



Platform use

Facebook - 71% of internet users - 58% of adult 
population

Twitter 23% - 19%
Instagram 26% - 21%
Pinterest 28% - 22%
LinkedIn 28% - 23%



Who is on Social Media
 65% of adults now use social networking sites – 10x jump in the past decade
 Young adults (18 to 29): 90% 
 65 and older: 35% 

 Just 2% in 2005
 By gender:

 68% of women 
 62% of all men

 By ethnic group: 65% of whites, 65% of Hispanics and 56% of African-Americans 
 By location: 58% of rural residents, 68% of suburban residents and 64% of urban 

residents



Selecting platforms

 Demographics + Reach + Ease of use + Results



Not my target audience
 If you aren’t reaching customers directly, what 

about:
 Media
 Voters
 Stakeholders
 Community Service Organizations
 Industry: Healthcare



What are the benefits for transit
 Inform
 Motivate
 Engage
 Monitoring



CASE STUDY



Case Study: Transit Center Opening

 Goal: Promote the new Transit Center & get 
attendees to the First Friday Art Walk event at the 
grand opening

 Facebook
 Twitter
 Instagram
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CRISIS COMMUNICATION



Crisis Communication

 Severe Winter Weather
 Royals World Series Parade



Crisis Communication

Anticipate a crisis.
Types:
 Deliberate Agency Action
 Smoldering issue
 Local, national or international risk
 Operational crisis
 Social media  



Build Equity In Your Brand
 Build equity / reputation ahead of a crisis

 Positive news
 Engage
 Respond to questions and complaints

 People will remember that you react, and how you 
react in a crisis



During the crisis

 Multi-channel response
 Be prepared
 Transparency and authenticity
 Fast response times are vital



Crisis Plan Best Practices
What should it include?
 Make it a written plan
 Involve communication leaders
 Do scenario planning
 Determine roles
 Define key stakeholders
 Know what channels to reach key stakeholders
 Train for it



WINTER WEATHER



Focus attention on Twitter, Media

 Kansas City
 Infrequent severe winter storms

 Skeleton communication crew during storms
 Media updates
 Twitter



Work plan

 Goal: Informed customers, informed community
 Twitter

 “KCATA is preparing…”
 Current conditions, more frequently
 Bus service and facilities
 Customer service



Be Prepared
 Messages

 Prepare for the storm
 Current conditions
 Real-time bus information

 Visuals
 Add interest to your social media

 The media and twitter
 A twitter list, in our case
 News cycles
 Event hashtags: #kcwx #kssnow #mowx



Be Prepared, part 2

 Your tools
 Yourself



Be Consistent

 Keep your core values in mind
 Safety
 Transit is an integral part of the community



Visuals leverage the message
 Use expected and unexpected visuals

 Buses in snow
 People: Drivers, customers
 Facilities crews
 Represent extreme conditions

 Behind the scenes
 Pusher buses
 Tow trucks
 Command center
 Call center



Monitor and scan for information

 Hashtags - #kcwx #ksweather #mowx #SnOMG
 Searches – bus + geography

 Hashtags were…
 “Born to address the need to organize and make sense 

of the overwhelming social media buzz.”
 Ann Smarty, The YouMoz Blog



Lessons from the storms

 Social media requires that you be on and respond
 Figure out how to divvy up responsibilities
 Real-time information

 Use retweet liberally
 Be real
 Thank your customers, media friends



A ROYAL CELEBRATION
A royal mess



Royals - Party Like It’s 1985



Parade Route

 Parade route and rally 
location

 Shuttle service throughout 
region



Early Communications

 Maintain secrecy while preparing employees
 Comprehensive plan, with other parties in lead

 Time table
 Materials
 Messaging



KC Is Ready To Celebrate



Tuesday morning: Crisis Management



Social Media, Website

 Pre-parade:
 Managing
 Monitoring

 During the Parade
 Monitoring
 Responding

 Social integrated with 
operations command center



Results

 200,000 Rides
 Estimated parade attendance: 

800,000
 Metro Population: 2.4 million

 Mixed reviews



The Party’s Over, But We’re Not Done

 Addressing complaints and compliments
 Celebrating employees
 Lessons learned and debriefs



MANAGEMENT TOOLS



Management: Hootsuite



Management: Hootsuite



Management: Scheduled Posts



Management: Content Calendar

 Year-at-a-glance
 List by month
 Helps you keep track of important dates
 Allows you more easily schedule if you’re short on 

time
 Holiday/days closed/altered transit schedules 

column, ‘public’ column, ‘employees’ column



Sprout Social 

 Task manager
 Search / 

discovery
 Reports



Planning your messaging
 Scheduling

 With caveats

 Post something 
everyday

 Mix it up



Top Three Tips

 Bridget
 Use your mobile device
 Have a library of 

images
 Strengthen-Soften-

Separate 

 Cris
 Use personality
 If you don't want to 

see it, why would 
someone else?

 If at first you don't 
succeed, try again.



Unsolicited Advice

Don’t be afraid to try something new!



QUESTIONS


