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Approach

Online community with sample of passengers from previous qual research

• An initial stage of qualitative 

research (4 focus groups - 2 in 

Bath and 2 in Bristol) was 

conducted in April 2015

• The passengers who took part in 

that project were invited to take 

part in an online follow up

• 23 respondents responded (of the 

original 32 who took part in the 

groups)

• 10 from Bath and 13 from Bristol
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What we learned from first qualitative stage

• Commuters/frequent rail users have more of a sense of urgency and importance around the 

coming disruption compared with business/leisure/less frequent travellers

• Amongst all passengers there is a hierarchy of communication needs starting with “alert and 

effect” needs (there will be disruption, when, where, effect and alternative arrangements) and 

ending in the longer term benefits and underlying story of the engineering works

• Most of the campaign materials we tested did not comply with this hierarchy and thus were less 

successful for passengers

• The pieces which were most positively viewed were the fold out leaflet concept, the credit card 

and the cross-hatched poster, although, if suitably optimised, other pieces could also work well

• Maps are polarising, with some people really struggling to understand them and thus to extract 

the key information they require whilst tables of times/services seemed more universally helpful

• Finally, online is a key channel with people expecting to be able to easily (via Google) find the 

relevant part of FGW’s website; however the station is the most important channel for regular 

rail users
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Our recommendations from first qualitative stage

• All communication should show empathy with passengers and the disruption that they are 

likely to experience to their lives not just their travel – this should always be the focus of 

communication rather than the engineering story or even the long term benefits

• We would recommend creating a fold out leaflet treatment for Bath 2015 as this was very 

popular but ensure it has enduring accuracy (or wait until all details are fixed) as people will 

want to keep it as a portable reference

• Maps have a place but FGW shouldn’t rely on maps to carry the core of communication about 

service disruption or alternatives as many people find them very difficult to interpret – we 

would recommend using clear tables as an addition/alterative

• In terms of channel, online is key and search engine optimisation should be used to ensure 

that the Bath 2015 pages of FGW’s site are high in Google rankings for a range of appropriate 

“Bath + disruption” related searches. Passengers will also expect the disruption to be clearly 

flagged on a variety of online information and ticket purchasing sites (in fact, any they use)

• Social media is also key and should not be restricted to “in the moment” communication –

start tweeting and posting links now about the disruption to come

• Finally make full use of the station, staff and the trains to start to communicate the message 

using clear, disruption-related (not Building a Greater West-related) comms
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Most people had seen several information pieces 

since the last research took place
Whilst they were sensitised, this does suggest visibility

• In and around Bath in particular, our passengers (felt 

they) had seen a range of different types of 

communication

• Leaflets

• Posters

• Seat back cards

• Handed leaflets at Bristol Temple Meads

• A small number of Bristol based passengers 

complained that they had seen very little or what they 

had seen was not adequate

“I have seen the big signs 

beside the ticket machines in 

Bath, they clearly show the 

affected routes and you see it as 

soon as you come through the 

front entrance. I have seen the 

leaflets attached to the back of 

the seats too on certain routes.” 

“I have been given leaflets at 

Temple Meads for the planned 

work in the summer and seen 

many notices at the station, I 

think in the basement.”
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Bath2015 web pages generally improved, but 

some people still wanting more micro-detail
Hard balance to strike as passengers have different needs

• Many passengers said that they felt the 

two phases were immediately clear

• The works and disruption were 

described in enough detail to understand 

what is happening

• There was continuing debate about how 

easy it was to find specific information 

about affected routes

• In particular people reported having 

difficulty with timetable and station 

research

“I like the two clear 

descriptions of phases of 

work and links to timetables 

during the disruption.” 

“The downloadable timetables I can't make 

head nor tail of them… a timetable of all 

alternative transport departure and arrival 

times would also be good to see.”

“I thought the site was OK to navigate 

round but I found it difficult to find the 

information out about Keynsham to Temple 

Meads and Keynsham to Bath... I would 

have liked the option to search for a station 

and then check departure times during the 

phases.”
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A question is an effective way to grab attention, 

but where is the disruption?
As in previous stages, passengers want to 

know that there will be disruption first and 

foremost

• Passengers find the colours eye-catching (even if 

they are not personally “keen”)

• They also like the relative conciseness of the 

poster – there is not too much detail to wade 

through

• The headline is also inviting, as a question can 

demand more attention than a statement

• However, many people felt that the headline 

should focus more directly on disruption (as the 

body copy does)

“Don't think straight away it 

strikes you that there will be 

works going on.”

“I personally think the heading should be 

about the disruptions more than travel. It

could be seen as being more about 

charges [sic] than planned works. Once 

you start reading the information is pretty 

clear.”
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“Diversion” grabs people, but a worry that it 

suggests only London travel will be affected
Passengers are seeing these as individual 

comms rather than a campaign and thus 

worry about focusing on specific routes

• The specific route AND dates give the poster focus 

and a “serious” informational tone

• It also makes it very clear that London based 

travel will be affected

• However some people worried that if people only 

saw this poster they would not appreciate the 

scale of the disruption

• Not everyone “got” the diversion – indeed some 

simply wanted to know how long the delay would 

be, not that the train would be diverted

“It tells me my train will be diverted if going 

to London, it does not tell me how much 

longer my journey will take.”

“This is bright and eye catching, although if 

you're not travelling to London then you 

might not think the engineering works will 

affect you.”
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This poster was appreciated as an attractive piece 

of communication as much as for its message
Whilst “attractive” is good, the message 

needs to be clear

• People liked the “view of Bath” as a background to 

the poster

• They felt that this made it relevant to people who 

knew, lived in or travelled in/around Bath

• Visually, they felt that the poster looked eye-

catching because of the contrast of yellow text and 

grey picture

• Inclusion of dates is also positive and clear

• But again some comments that the disruption 

need to be highlighted rather than simply saying 

that “modernisation” reaches the city

“I would read it, because I go to Bath Spa regularly and 

its specifically states about Bath, in the main title. It could 

be misleading in that if you do not read on, you would 

think it's just about Bath! I like the colours and font, it 

stands out.”
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This “announcement” has an upbeat headline 

which contrasts with the disruption message
Content has lots of useful detail

• The headline is celebratory and positive

• The body copy initially is all about the “reason 

why” rather than the “effect”

• Several passengers suggested (again) that the 

headline needs a mention of disruption to journeys

• However the six bullet points were positively 

received

• Clear and simple

• Lists work well

• Provides direction for how to find out more

“I think the colours used are fresh and eye catching and are 

sufficiently different to draw your attention. The poster reveals 

bad news in a very positive way. Giving a choice of six options 

to discover more information is helpful - most travellers will 

have at least two ways to obtain extra travel information.”

“I think the word "DELAYS" should 

be in the heading. Modernisation 

could be to do with the catering 

facilities!”
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As in previous stage of research the word 

“electrification” is problematic
Even if people “get” the idea it jars

• For most people the main piece of information 

they need to know is the second paragraph about 

when the works will take place

• In addition they also need to know that they could 

be disrupted

• As awareness grows there is an appetite for 

hearing why and what the benefit will ultimately 

be, but not at the expense of the “disruption” 

message

“This does not immediately warn you of 

travel disruption. People will read the title

and not necessarily realise it will affect their 

daily commute.”

“Very weird title –

frightening and 

confusing!”
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Fold out leaflet was equally popular in this round of 

research – map not missed
Easy to store, easy to access

• This concept researched positively in the initial round of qual and did so again this time

• It was felt to be easy to understand, concise, easy to store and keep for future reference, 

portable (to use on journeys) and with enough detail of routes and services

• Some people did wonder 

why bikes merited a whole 

section, but this didn’t 

detract from the appeal

“Gave good information on 

what was happening and 

what alternative transport 

was being offered.”

“Good as you can keep this 

pack on you which is a good 

reminder.”
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Split between those who feel it is a good summary 

vs those who find the design difficult
It also offers an apology, which is new

• Like the fact that each phase of works is on a 

separate page

• Design is quite garish as a leaflet (compared 

with a poster)

• Some people also felt that the train visuals 

were a little simplistic and unnecessary (they 

don’t understand that they denote different 

services via design!)

• As ever there is a need to emphasise change 

and disruption as much as/more than  

modernisation

• But the word “sorry” is appreciated – other 

comms don’t appear to offer an apology to 

balance the “celebration” of the future 

benefits

“Like that both pages are separated for each 

phase. Title needs to confirm that there will be 

changes to journeys.”
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“Local” copy, helpfully has stations listed

Concise reminder of affected routes

• Listing of stations is very helpful and a 

reminder so that passengers can find out 

more

“Fairly easy to see if your journey 

is affected and how.”

“I like the fact it clearly states journeys to and 

from Bath Spa, so you know

straightaway it's not just about Bath being 

modernised. Disruption needs to be

bigger. Information is clear, you can quickly 

look at your destination and work out

what's happening.”
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On train information is appreciated, but needs to 

be simpler/direct to further sources
Card idea works, but needs clarification (and a focus on disruption)

• Concept of a simple prompt on 

trains is positive

• Pink and yellow execution could be 

harder to read in a smaller comms

piece than on a large poster

• More direction needed – go to the 

website etc.

“A simple prompt to find out more 

about what modernisation means.”

“I cannot read it very well. The contrast 

between yellow and pink makes it difficult

to read and the title does not suggest 

delays or changes. People may think it is 

an exhibition!”
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Popular idea – clear and visible

Could be extended

• Question format headline works well 

and catches attention

• Clear and to the point information 

(especially on bikes) gets key facts 

across

• On windows will be hard to 

ignore/highly visible

• Some call for clearer more active 

direction to website for more 

information

“I like the fact it asks the question, which 

then leads you to read on further if you do 

travel using a bike.”
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Longer leaflet well regarded as bible of works

Comprehensive and attractive

• Amongst this educated audience there is a 

growing interest in why the work is being 

done and what the benefits are (shows that 

once disruption is communicated people 

might want to know why)

• This (visually attractive) leaflet could be used 

to summarise the works and the effect on 

travel but also the longer term plans

• Just be sure to relate it to the here and now

“It is giving info on what

improvements will be made and why,

the history of two Bath related track

areas and the effects it will have on

journeys. I think the history parts

need to have relevance somehow

but overall I like the leaflet.”
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Key conclusions

• Many of our “sensitised” community of passengers have noticed a range of communication in 

both Bath and Bristol (Bath in particular) – they were generally positive about what they saw

• The “Bath2015” section of the wesbite is well received now – simple descriptive details of the 

two phases of work are readily available, although some found it difficult to find specific

timetable and service information; some also did not want to have to download a timetable 

(wanted detail on website)

• Much of the new material tested worked well in making an impact

• Using a question as a headline

• Pink and yellow colours

• “Pictures” of Bath

• However there were still issues with the “disruption” message not being prominent enough on 

all comms

• It is the main message the passengers expect to see FIRST

• It is sometimes relegated to body copy by “celebratory” headlines about modernisation

• Some passengers worried about route specific posters not telling people about ALL affected 

routes, suggesting there is still need for a general “there will be disruption in the Bath Spa area” 

message

• The fold out season ticket sized leaflet, which researched well as a concept, was very well 

received – portable, enough detail to use on the go (like a paper version of an app)

• On-train cards and stickers also positively received – but some felt there was too much 

emphasis on arrangements for bikes
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Recommendations

• For the remaining period of works at Bath

• Continue to communicate service specific disruption message first and foremost

• Provide useful information to help with people’s day-to-day travel needs e.g. the fold out 

leaflet (lanyard) and on-train info works well for “in the moment” needs

• Continue to feature station posters – those in the entrance to Bath Spa seem to have cut 

through

• For future planned works of this scale

• Use the pink and yellow combination for impact and to communicate disruption with an 

appropriate sense of urgency (which shows empathy with passengers’ focus on the 

effects on their journeys)

• Use the grey picture with yellow text to communicate the “back story”, and longer term 

benefits but only as a support for the main disruption messaging

• The pared down website copy and design with clear descriptions of the phases of work 

should be replicated for future works – a link/the website address should feature 

prominently in comms so that people can visit to find out more

• Finally, handing out flyers and “alerts” in stations will disrupt people from their habitual 

travel patterns and has cut through to our community members in Bristol, so should be 

repeated in future in advance of the disruption

• Finally remember what community members told us again – engineering works are disruptive 

for passengers even if they bring longer term benefits and this message should always be 

prioritised - “modernisation” and “electrification” do not tell people what they need to know
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