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Overview
• Serving Bridgeport and the surrounding region with public FR and DR bus 

service

• 20 local, express and interregional routes

• Commuter and transit connections to Rail (Bridgeport, Derby, Stratford, 

Fairfield), Ferry (Bridgeport) and other public bus services (Norwalk, 

Milford)

• Special door-to-door service for seniors and riders with disabilities

• 57 Fixed route buses

• 200 employees



Today’s Topics

1.GBT Marketing 

2.Best Practices – Internet Focus

3.Questions and Answers



Marketing Goals

• Grow ridership

• Build awareness

• Serve the community
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Marketing Principles 
“Give riders the info they need, when they want it, in the 
medium they want it, in language they understand.”

• Relevant
• Flexible
• Clear and Understandable
• Inclusive
• Proactive 
• Honest and Transparent – Accurate, Trustworthy and Complete 
• Responsive
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Product Quality 

• Staff Attitude
• Fare Structure
• Condition of Fleet/Equipment
• Availability and Condition of Facilities
• Availability and Condition of Amenities/Signs
• Availability and Accuracy of E-Information
• Clarity and Availability of Print Outreach Materials
• Conditions Between Start/End of Trip and the Bus Stop
• Service Planning/Coordinating with Land Use Planning
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Audience 
• Riders and Prospective Riders
• Residents
• Local Elected Officials – Cities and Towns
• State Elected Officials - CGA
• Federal Elected Officials
• Funding Source Agencies
• Press and Mass Media
• Community Organizations
• Project Specific (Neighborhoods/Routes etc.)
• LEP
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Organizational Overlap 
PART 1 – GBT Marketing



Resources
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All Other Expenses

Marketing



Marketing Resources 
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Print Materials

Web,Social,
Newsletter

Misc.
Outreach

Translation

Hosting



Bridge House Rehabilitation Facility • Washington
Heights Senior Living Community • Action for
Bridgeport Community Development • Cesar Batalla
School • Eleanor Senior Apartments • Unicare, LLC,
Retirement and Assisted Living Facility • College Fair
at Housatonic Community College • Astoria Park
Senior Living • Sycamore Place Apartments •
Housatonic Community College • University of
Bridgeport Career and Internship Expo • Sheehan
Center in Bridgeport • Family Reentry Youth
Mentoring Program • Augustana Homes of
Bridgeport - Low Income Seniors • Bullard Havens
Technical High School • Porter and Chester Institute
in Stratford • Stratford Public Library • Sikorsky

OUTREACH

STREET
LEVEL



Community Partners
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Fire
Department

Police
Department

Radio
Cumbre

WICC

Bridgeport
Bluefish

Barnum
Museum

Roosevelt
School CTRides

Words on Wheels
(BEF/GE Corporation)

Kennedy 
Center/Mobility 

Manager 

Bridgeport
Rescue Mission 

Metro Council of 
Governments 

Bridgeport Regional 
Business Council

University of 
Bridgeport

Downtown Special 
Services District

The Workplace, Inc.

Bridgeport Housing 
Authority

Center for Woman and Families

Stop and Shop

Yale University (Gear Up)



Events
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Words on Wheels • Radio Broadcasts (Live and In Studio) • Earth Day • Tell Us 
Your Story • Know How To Go Kick-Off • CTrides Kickoff • Open Houses



Emergency Outreach

• 24/7

• Real-time, responsive

• Relevant, clear, concise

• Transparent

• Bi- or Multi- Lingual

• Broadcast across all mediums
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PART 1 – GBT Marketing | Emergency Outreach on Facebook – January 2015
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Internet Engagement

SHARING

Data cited is for 2014 calendar year, unless otherwise noted.
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Sharing Example

Mass Media
SHARING to

37,260
followers
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Marketing Best Practices

• Define Goals

• Define/Rank Audience

• Select Mediums

• Create Messages (content)

• Broadcast

• Engage

• Repeat/Iterate
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Who Is Online?

• 87% - online

• 58% - Facebook

• 59% - Seniors - online
– Projected growth

• 31% - Seniors - Facebook
– Projected growth
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Who is on Mobile?

• 90% - cell phone

• 64% - smartphone

• 42% - tablet

• 32% - e-reader

• 7% are “smartphone-dependent” (only 
access point to internet)
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Responsive Site
• One site works in all 

screens, devices*

• Updates in one place

• Easy updates via CMS 
in-house

• No wait, real-time

• Low Cost, comparatively

*May not work correctly in older/all devices

App
• Multiple apps per 

device/OS

• Multiple updates/ per app

• Software dev team for 
updates

• Wait time for Apple store 
approval per update

• High cost, comparatively
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PART 2 – Best Practices | Google Analytics



PART 2 – Best Practices

1,208 different 
mobile devices

in 2014



Email Best Practices

“HTML Email is the single most effective 
marketing tool across all industries.”
(beats out all other on- and off-line marketing activities in performance)

• Quality vs Quantity
– Content
– List

• Timing
– Tues or Thurs Afternoon
– Weds, anytime
– Sunday evenings
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Email Best Practices

• Send email address – key person at your agency

• Invite existing contacts to signup

• Promote signup on Site & Social

• Create editorial calendar for year

• Webpage version of each email

• Bi- or Multi- Lingual

• Emergency outreach usurps calendar
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PART 2 – Best Practices | Email in English and Spanish



PART 2 – Best Practices | Email Landing Pages in English and Spanish



PART 2 – Best Practices | iContact – HTML Email Tool
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Facebook

• 71% of adult internet users/58% of entire 
adult population

• High Use among Riders, Residents, 
Community
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PART 2 – Best Practices | GBT Facebook page



PART 2 – Best Practices | Hootsuite for Social Media Management – Facebook overview



Twitter

• 23% of adult internet users/19% of entire 
adult population

• High use among Legislators, Public Officials, 
Mass Media
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PART 2 – Best Practices | GBT twitter page



PART 2 – Best Practices | Hootsuite for Social Media Management – twitter overview



G+/Search

• Search

• Google Local

• Tools

– Photos/Slideshow
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PART 2 – Best Practices  | Google Local



PART 2 – Best Practices  | Hootsuite for Social Media Management – g+ overview



Pinterest

• 28% of adult internet users/22% of entire 
adult population

• Female dominant

• Brand sharing, shopping

• Infographic sharing
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PART 2 – Best Practices |Pinterest Example
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Instagram

• 26% of adult internet users/21% of entire 
adult population

• Mobile only posting
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PART 2 – Best Practices | Instagram Example
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Build a Following on Social

• 100% Commitment

• Follow key people, organizations

• Share their content

• Engage with people, orgs online
– Your Fans/Followers

– Reviews/Complaints

• Broadcast relevant content

PART 2 – Best Practices



Customer Service Overlap
on Social

• Considerations:

– Comments/complaints via Social

– Service questions via Social

– Response time

– Redirecting complaints

– Online comment/complaints forms

– Followers/fans respond to complaints
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Customer Service Tools
Online Report It Form – All entries are automatically databased

Email Autoresponder
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PART 2 – Best Practices | Hootsuite for Social Media Management

Community 
partners respond 

to complaints



Questions & Answers

PART 3 – Questions & Answers

Resources from today’s presentation - gogbt.com/marketing



CTRTAP Spring Conference 2015 • Newington, Connecticut

Marketing for Transit
GBT Community Engagement

Monday April 20th 2015


