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Attachment “A”



Metro Manners Etiquette Campaign
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• 1st Place Award – 2018 APTA AdWheel Awards

• Next three videos:
o Vendors
o Loud music
o Blocking doorways



Ongoing External Campaigns
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Progress Campaign

LIFE Campaign



Internal Campaigns
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Safety Culture Campaign

Bus operator hiring campaign



Other Campaigns to Come
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• Ridership campaign to “try us and give yourself back 
some time”

• Reimagining bus service
• Creating the Crenshaw/LAX Line identity
• State of good repair
• Community policing initiative
• Summer destinations campaign
• LA Tourism partnership
• Sports partnerships to encourage ridership



2017 Annual Report to the Community
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New Advertising Contracts Underway
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Web & Mobile

• Go Metro Mobile App

– 50,000 unique users per month 
since relaunching in August. 

• metro.net

– Released a stand-alone 
Trip Planner widget that 
may be integrated on partner 
websites such as Staples Center, 
Getty Museum, Little Tokyo, etc.
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NextGen and LRTP Public Engagement
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• Selected teams from Communications Support 
Services Bench to lead public engagement processes

• First phase of both is “Listening”

Some Engagement Efforts
• Telephone Town Halls
• Public meetings with real-time electronic polling
• Online visualization tools
• Pop-up events
• Dinner kit meetings
• Videos



NextGen Public Engagement
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Four Phases
• Listening
• Service Concepts
• Service Plan
• Implementation

• Synthesizing results of 
past customer surveys 
and social media 
comments to inform 
process 



LRTP Public Engagement
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Four phases
• Baseline understanding – Spring 2018
• Values framework – Fall 2018
• Alternative investment scenarios – Winter 2019
• Final LRTP – Winter 2020

Garner meaningful input
• Provide outreach materials that are relatable
• Ensure inclusive opportunities 
• Tailor outreach for target audiences
• Reach out across all sectors
• Engage in a transparent manner



Public Relations
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• Educational and informational videos now shared with 
more than 60 cable TV stations throughout LA County
o Metro Minute – one minute video vignettes about Metro 

programs and history
o Maintenance Diaries – An inside look at state of good repair

• Facelift for mymetro intranet



Happy 25th Birthday, Metro!
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Community Relations
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• 295 public-facing meetings reaching 9,300 people

• Leading public engagement on nearly 30 major 
projects, supporting various others

• Solicited over 30 letters of support for Metro’s SB1 
grant requests

• Expanding faith leadership outreach



Community Relations
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Safety Education
• 25,000 reached through presentations, events & student tours
• Law Enforcement Meet and Greet at Mariachi Plaza
• On the Move Riders Program Pop-Up Event hosted by City of 

Hawthorne (Televised on the city’s public access channel)



Commute Services
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• U-Pass – 14 schools now participating with two more 
starting Summer 2018

– $2.95 million in revenue raised during the pilot program

– Seeking Board approval in May to make U-Pass a permanent 
program

• B-TAP – Nearly 600 employers participating generating 
$6M in revenue



Customer Care
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• Supported Operations and provided agents to assist 
customers with travel directions and fare media 
purchases during the Women’s March on 1/20/18. 

• Answered 420,000 customer calls during Q3

• Average wait time for customer calls was 20 seconds

• Mobile Customer Center visited 44 sites and served 
1225 customers



Government Relations

State
• Leading advocacy effort in support of SB1 applications

• Coordinating agency positions on bills

Federal
• Deciphering impacts of White House infrastructure 

plan

• Tracking Purple Line Section 3 FFGA application process
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Art Program
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• LA Magazine and national blog recognize 
art program

• Meet the Artist events held for El Pueblo, 
Baldwin Hills and Leimert Park 

• Video installation at Union Station and 
featured at SXSW

• Crenshaw/LAX fabrication underway 
• First annual Blue Line artwork inventory 

completed



Look-Ahead
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• Listening phases for NextGen and LRTP
• Dodger Express Campaign – Late March
• Regional Connector Halfway Event – April
• Burbank Airport/Metrolink Station Opening – May  
• State of the Agency Breakfast – June 



Questions?
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