
Changing the Story
Using Targeted Engagement 
to Build Project Support



What is CTfastrak?

 Bus Rapid Transit
 Central Connecticut (Hartford)

 9 ½  mile bus only roadway
 Parallel to Amtrak rail line
 $567 million

 New concept for region
 Historically transit-dependent
 Population didn’t understand 

system or multi-modal vision
 “American Dream”
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History

 1997 CRCOG Hartford West MIS
 2001 Final EIS
 2002 Record of Decision
 2006 FEIS Re-evaluation

 2009 Service & Ops Plan
 2011 Full Funding Grant Agmt (FTA & CTDOT)

 2012 Construction
 March 2015 Service Operations



Summer 2012

 Construction underway
 No public outreach since planning ended
 Public controversy

 New public engagement initiative



Public Engagement

 CTDOT organizational structure
 Public engagement strategy
 Team development
 Plan development

 Lack of public understanding
 Construction-oriented website
 Negative press coverage

Social media is everywhere now

“I had my own blog for a while, 
but I decided to go back to just 
pointless, incessant barking.” 



A contentious 
project that has 
taken nearly 
20 years from 
concept to service 
operations

1997 to 2014: From New Britain‐
Hartford Busway to 
1997 to 2014: From New Britain‐
Hartford Busway to 



A tough beginning… 2011 Comments
(pre‐construction)



Set minds with loud voices



We cannot change minds…
…but we can change (tell) the story



How ???
build the TEAM
 CTDOT transit staff
 Consultant team (Baker)
 Key subconsultants

Technical experts
 Dennis PR
 Quest Corporation of America (QCA)
 Mintz + Hoke

define the VISION
 What matters?
 What is the vision?
 What are the key messages?
 What does/doesn’t the public know?

create the PLAN
 Understand target audiences

 Current riders
 Choice riders
 Non-riders

tell the STORY
 Branding & brand messaging
 Website
 Technology
 Media (print, television, electronic, social)

 Outreach
 Public meetings
 “Pop Up” meetings



Branding



Brand Messaging



Website

http://ctfastrak.com/visuals/animated‐tour



Phases of Outreach
1. What is it?

 Define the BRT system

2. Why should I ride?
 Convenience and connectivity
 System features

3. How does it work?
 Routes and service
 Connectivity
 Fares
 Ticket Vending Machines

Begin Operations!
 9 days free
 Station ambassadors
 Instructional videos
 Media blitz
 Station events
 CTfastrak rewards program



Outreach Implementation

Tours
 Media (Don Stacom, Hartford Courant)

 Supporting organizations

Corridor Communities
 Erin Stewart, Mayor of New Britain

Celebrate Milestones
 Flatbush Avenue Bridge opening

Public Meetings
 Corridor communities

“Pop-Up” Meetings
 Aetna & downtown businesses
 Shop Rite

Westfarms Mall
 Display, tickets, seats, video…

Social Media
 Multiple sites
 Responsive!
 Conversations



Cross‐Branded Presence



Mobile Access is Critical



Cross‐Platform Engagement

Facebook/Twitter



Instagram/Twitter

Cross‐Platform Engagement



Web/YouTube 
video integration

Cross‐Platform Engagement



Different Audiences Per Platform

YouTube 
16,577+ views
Broadest reach

Instagram
Hyper‐local



Late 2012: Digital story begins to change



Transit Audience is Changing

 New generation of drivers using more public transit

 Between 2001-9, Americans between 16-34 years of age reduced 
average driving miles by 23%

 Connecticut commuters driving less, using public transportation 
more, especially in urban areas

Proportion of workers traveling to 
work by car has fallen across the 
country (2000 to 2007‐2011)

source: 
ConnPIRG Education Fund



Shifting Demographics
Hartford region has a growing younger population 
(students, young families, recent immigrants)

Population growth rate
Persons 18 to 24 29.80%
Persons 25 to 44 23.20%
Persons 65 and older 14.70%

source:  
2010 US Census



>500 fans

Analytics:  Facebook



>1,000 followers

Analytics:  Twitter



Analytics:  YouTube

16,577+ lifetime views
Males, 45‐54 years



Mobile media access growing



Mobile Media Access Growing



Mobile Media Access Growing



Mobile Media Access Growing



Nationwide: How do we match?

 56% of Americans have social networking profile

 12 million more Americans use social networking many times daily

 2011‐2012: biggest growth among users ages 45‐54

 76% Twitter users now post status updates

 54% Facebook users access via mobile phone

 More women than men use social media (78% to 69%) but more men 
than women use social media for business purposes 27% to 22%)

sources:  
Edison Research FinancesOnline.com

The Pew Internet Project



Taking It to the Street

2013 UConn Health Center Fair

2013 Central CT State Univ. Student Club Fair

2013



Taking It to the Street

2014 CT Business Expo2013 Brownfield Redevelopment Site

2013 WTS Construction Tour

2013 Transit Oriented Development project

2013 – 2014



Spring 2014 Public Open Houses

2014 Little Poland Festival 2014 CT Business Expo

2014Taking It to the Street



In the classrooms and on smartphones

2012 – 2013



Community Taking Ownership 2013



2013Community Taking Ownership



Electronic Dialogue > Face‐to‐Face
2014



Local Officials Taking Notice 2013





2013



43

Changing the story…
…one day at a time, one person at a time

using multiple means, methods and technologies


