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Summary
The Rainbow Bus Rapid Transit System (BRTS) project is the first of its kind of system
implemented in the State of Maharashtra by the two municipal corporations of Pimpri
Chinchwad and Pune with financial assistance from Central & State Governments, Local bodies
and international financial institutions such as The World Bank. Since its inception in 2008, the
ambitious BRTS project in Pimpri Chinchwad has been under the scrutiny of multiple
organizations, specifically because of the prior experience within the Pune region of an
unsuccessful Pilot BRT project (Swargate to Hadapsar).
Despite controversies and negativities surrounding the esteemed project, Pimpri Chinchwad
Municipal Corporation with the support of technical assistance from the Institute for
Transportation and Development Policy (ITDP) took positive steps to create an exemplary BRT
system which could be replicated in other cities. One such complementary step was the
decision to undertake a Promotions & Outreach program for the said BRT system which was
taking shape. In Dec 2013, IBI Group (IBI) along with Centre for Environment Education (CEE),
referred to as the project team, was entrusted the task of implementing the Promotion and
Outreach Program for Pimpri Chinchwad BRTS for a period of 11 months.
The Pimpri Chinchwad BRTS project has received financial assistance from the Jawaharlal
Nehru National Urban Renewal Mission (JnNURM) scheme of the Government of India, and
the Sustainable Urban Transport Project (SUTP) supported by the Global Environment Facility
(GEF), United Nations Development Programme (UNDP) and the World Bank (WB) through the
Ministry of Urban Development (MoUD). The system was launched in September 2015. At the
time of preparing this report, the Rainbow BRT system has 3 operational corridors (2 in Pimpri
Chinchwad and 1 in Pune) with 3 more planned to be launched over a 1 year period.
The Promotions and Outreach Program (POP) aimed to promote the new BRT as well as
provide a smooth transition from the existing regular bus services to the BRT system. An initial
survey was done to assess public perceptions about the proposed BRT. An External
Environment Analysis report was prepared early on in the project, presenting the social,
political, institutional contexts of the project at that time.
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A Communication Strategy and Campaign Plan were prepared based on the various
dependencies of the BRT project. POP was ultimately implemented over the course of about 2
years from Dec 2013 to Dec 2015 using various communication materials developed in the
period. Although the scope was limited to providing support until the launch of the BRT
system, the project team continued the support to evaluate the post launch impacts and seek
feedback for system improvements.
This Final Report presents a brief narrative covering the preparation of the communication
strategy, some significant changes in context, and the actual implementation. An assessment
of the implementation has been done which is also presented in this report. Finally, a reflection
by the Project Team and some learnings drawn from the experience of the POP are presented,
which may be useful for developing future communications work for the Rainbow BRT.
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1.0 Project Background
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Project Background
Pimpri Chinchwad with a population of 1.73 million, shares its boundaries with Pune - the
cultural capital of Maharashtra state. Since its establishment in 1982, Pimpri Chinchwad
Municipal Corporation (PCMC) with a jurisdictional area spread over 87 Sq. Km has grown
quickly to attain the stature of an ‘Industrial Township’, and now encompasses a land area of
181 Sq. Km.
The trend of increasing motor vehicles usage, consequent to increases in the urban area and
population remains a key concern. As per the data maintained by the PimpriChinchwad RTO,
nearly 400 motorized two- and four-wheelers are registered daily in Pimpri Chinchwad, while
the public transport supply failed to keep pace
with mobility needs. The public transport modal
share stands at a dismal 4%1. As per the
Comprehensive

Mobility

Plan

(2008),

the

combined share of trips by public transport, walk,
and cycle comprise only 17% which is extremely
low when compared to other cities of similar sizes.
It is in this context that In the year 2008, PCMC had
embarked on its flagship project of developing the
Bus Rapid Transit (BRT) System comprising of 4
Figure 1: Mode Share in Pimpri Chinchwad as
per PCMC CMP (2008)

corridors with a total network length of 45 Km.
PCMC BRT is part of a larger network of 115 km

planned in the Pune Metropolitan Region of which the Pune Municipal Corporation (PMC),
Pune Mahanagar Parivahan Mahamandal Ltd. (PMPML) and Pune Traffic Police are key
stakeholders. Non-Motorized Transportation (NMT) elements enabling walking and cycling as
primary modes of mobility are also a key component of the BRT project.

1

PCMC Comprehensive Mobility Plan (2008)
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Figure 2: Proposed Bus Rapid Transit Network in Pune & Pimpri Chinchwad

Pimpri Chinchwad BRT project is being supported by the Jawaharlal Nehru National Urban
Renewal Mission (JnNURM) & the Sustainable Urban Transport Program (SUTP) of the
Government of India. The project is being seen as one of the critical solutions to the city
mobility concerns. Complementing the National Urban Transport Policy (NUTP, 2006) it is
acknowledged that a more accessible and friendly transport system will greatly contribute to
improvement in the quality of life of the citizens.
One of the components of the SUTP project was preparation of a detailed framework for
promotion and outreach of the proposed Bus Rapid Transit System and Non-Motorized
Transport Systems for Pimpri Chinchwad. IBI Group, in partnership with Centre for Environment
Education (CEE), hereinafter referred to as the Project Team, was appointed as consultants for
the Promotion and Outreach Program. The period of the project ‘Promotion and Outreach
Program’ (POP) initially was 11 months; from 1 December 2013 to 31st October 2014. The
project was further extended up to the end of September 2015 owing to delay in the launch
of the BRT system. The project scope was limited to development of communication and
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campaign materials, and outreach to target groups through events and activities up to the
launch of the system.
Launch of multiple corridors within a short period of time especially when there was limited
capacity within the institutional framework to take forth communications activities based on
the materials created, necessitated the project team to support promotional activities in the
pre and post launch period for both corridors.

Overview of Project Process
Stakeholder Consultation & Draft
Communication Strategy
Development of Communication
Materials

Dec 2013

May 2014

Campaign Plan for
Implementation
Promotions Around System Launch

Dec 2014

July 2015

Post Launch Communications Support*

Oct 2015

*Indicates not part of project scope

As part of the deliverables of the project the following submissions were completed during
the course of the project:
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2.0 Project Framework
Positioning a New Concept
Promoting Unique Features
Evolution & Phasing
Audience Segments & Messaging
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Developing the Framework for Promotions and Outreach
Primarily the POP aimed to provide a
communications framework and list of
activities/programs to be carried out
and implemented by PCMC in the
period running up to the launch of the
BRT

system

and

strategies

for

continuity in the post launch period.
The broad objectives of the program
were drawn from the Terms of Reference for the project, as provided by the client, Pimpri
Chinchwad Municipal Corporation.

Project Objectives
Extract from the Terms of Reference


Build a positive identity for BRTS & NMT - Creation of a uniform brand identity for the
BRTS & NMT that is identifiable and popular for key segments of the population in PMR
including women, children, business persons and other end-users



Position BRTS – as a clean, modern, fast, safe and reliable transportation solution to the
public. Build greater understanding and appreciation of its role in decongesting road space
and contributing towards cleaner environment



Create awareness - among the citizens about sustainable transport in general, BRT in
particular



Educate new riders on how to use BRTS



Inform and prepare the public for difficulties they may face during construction and
the transition to the new system, seek their cooperation, and receive their feedback



Identify key stakeholders and build strong partnerships with media and civil society for
smooth implementation of the project



Induce a shift towards sustainable modes of transport



Monitor measure and evaluate the effectiveness of the outreach program

The framework for the promotions and outreach work was developed over a few weeks from
December 2013 to early February 2014. This was done based on the discussions in relation
with the Inception Meeting and Inception Report, and the External Environment Analysis (EEA).
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Information about the context and communications priorities was gathered through:


Discussions with the PCMC officials including the engineers in charge of the BRT project,
social workers of the Urban Community Development Dept., the Municipal Commissioner,
as well as DCP Traffic and NGOs



Analysis of media reportage and interactions with reporters



Interviews with commuters in the pilot BRT system in Pune



Review of literature about BRT systems and communications related to BRT and other
transit systems



Survey to assess public perceptions about the proposed BRT, the existing bus system and
NMT facilities

In the process, various stakeholders and their communication needs were identified. Key
considerations that were highlighted in the EEA and which at that time shaped the preparation
of the communication strategy are summarized below:

BRT - A New Concept
Impacted Groups &
Elections

NMT
Infrastructure

System
Evolution

Understanding of
BRT Features

Phasing of Operations

Institutional Coordination &
Communication

Figure 3: Key Considerations Shaping Communication Strategy

Key Considerations Shaping Communication Strategy
(Based on Extract from External Environment Analysis Report, Feb 2013)
Bus Rapid Transit is a relatively new concept to the residents of the region who
have been used to a regular city bus service and Para-transit modes to fulfil its
urban transportation needs

1

Public understanding about BRTS is generally limited to the existing pilot corridor
in Pune (Satara Road and Solapur Road) which does not qualify to be called a
BRT as it lacks in the basic system features

2

Launch of operations without all the different elements of the BRT system in place
so the benefits will accrue only in a phased manner, and may initially cause a few
difficulties for passengers and others

3
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There are multiple institutional stakeholders involved and there is a need for
creating institutional mechanisms for communication between institutional
stakeholders

4

The BRT System and NMT access will evolve over time, using knowledge and
expertise emanating from systems elsewhere, and with adaptations to the local
contexts

5

There may be negative impacts on other users of road space such as autorickshaws, six-seaters, hawkers vendors
There is a climate of political uncertainty considering general and state elections
in the year 2014

6
7

External Communications: The POP consultancy contract would help create a
communication strategy, a number of communication assets and channels. These
need to be implemented in an institutional way by the PMPML and PCMC
themselves, and not by the consultants. The consultant cannot be a substitute for
the public bodies that PMPML and PCMC are, even in the duration of the
consultancy contract.

8

Internal Communications: The creation of an Internal Communications system
between different institutional stakeholders is essential for sound project
management. Since the BRTS is spread across the Pune region, spanning both
PCMC and PMC areas, it is not enough that PMPML and PCMC have a
coordination mechanism. The Internal Communications mechanism should
include PCMC, PMPML and PMC at the very least, and RTO, District
Administration and MIDC as well for certain aspects. A number of issues are left
unresolved in the absence of a coordination mechanism, such as uniform bus
station design, NMT accessibility design, operations planning, which need to be
standard across the BRT system and not different in the two municipal areas, for
the citizens’ benefit.

9

NMT Infrastructure: The PCMC BRT Monitoring and Evaluation study reveals that
the facilities for non-motorized transport are quite weak currently. It is expected
that these would be created / strengthened in the months to come, especially in
the catchment areas around bus stations. An Accessibility study has been
commissioned as part of the overall project towards this. The POP consultancy
contract as such does not demand a detailed communication strategy for NMT
apart from specific materials such as banners and hoardings and in some events.
It is posited that the communications for NMT should in fact be much more than
a few print materials or events, and should facilitate the creation of institutional
systems for user engagement in NMT design and appraisal. The basic
communication plan suggests some ways in which this can be done. A more
detailed suggestion is made under ‘Institutional Mechanisms for
Communication’.

10
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3.0 Communication Approach &
Campaign Plan

Inform Advocate Assist Engage
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Proposed Communication Approach and Campaign Plan
Inform

Advocate

Assist

Engage

The Communication Strategy and a Draft Campaign Plan were developed in February 2014,
based on the External Environment Analysis. A detailed set of messaging and media and their
respective communication design implications were suggested for each stakeholder. The
phasing of the communications roll out at the start of the project was suggested as:


Short

Before and at the time of launch of the first BRTS corridor



Medium

Broadly, up to the time of launch of the second and third BRTS corridor and
Complete installation of the Intelligent Transit Management System



Long

Beyond launch in 2015

The Pimpri Chinchwad BRTS and NMT project is one of the largest infrastructure projects
in recent times in the city. Information about the project needs to be available publicly
and in a transparent manner, including who the institutional stakeholders are, who are
the promoters and partners etc. Information on the different phases of the projects and
when services are likely to be available must be provided to the public. The information
needs are somewhat generic, and so different forms of mass media may be used to reach
much of the city population.
The concept of sustainable transportation where
importance

of

pedestrians,

cyclists

and

bus

commuters preside over motorists is new to the
general populace. BRTS has a history of negative
public perception owing to the experience of the pilot
project. The demand for and support for creation of
NMT facilities is quite low. Demand management
measures are counter intuitive. Altogether, there is a
need for advocacy about, and to attract people to
sustainable transportation.

Figure 4: Mode Choice & Hierarchy

This includes enhancing understanding about the BRTS, raising demand for NMT and
enhancing understanding about the short-sightedness of motor-vehicle oriented solutions.
However, the advocacy on the excellence about the BRTS implemented in the Pune region
needed to be tempered, so that the promises made about the BRTS features is realistic, and
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that systemic development is assured in a phased manner. The advocacy content is more
complex, asking for behaviour change and therefore the media tools that may be used should
be more audience-specific.
Passengers/ users of public transport in
Pune region are used to the old PMPML
bus system and para-transit as means of
public / semi-public transport. The shift to
the proposed high quality transport system
requires orientation for users. With route
changes, ITMS facilities, terminals, and
interchanges, some inconvenience to the
passengers in the interim period is
expected and needs to be planned for.
Other groups, such as hawkers and
vendors along the corridors and providers
of para-transit services may also be
negatively affected in certain areas.
Figure 5: Audience Segments

A variety of assistance measures are
needed to effect a smooth transition to the

new system. The strategies for assistance to the groups that are negatively affected are largely
political but have a large measure of facilitation and communication and so were also included
in the communications plan. The assistance measures for passengers require careful planning
and feedback and carefully planned communication can mitigate the difficulties they face after
launch of the system.
As the Pimpri Chinchwad BRTS corridors are being launched in phases, the project team and
implementing institutions acknowledge that the promise of a complete BRTS, including all its
features, will only be made good over a period of several months, if not years (considering
delays). While there are a few ‘selling points’ of the BRTS, these will be of limited use in
inducing a shift. The biggest draw for the ‘product’ will not be how it is ‘sold’ but how
well the system actually is and how responsive to feedback for improvements as it
evolves and becomes institutionalized. This is also true for the NMT facilities. Currently, the
public demand for good NMT facilities is not visible, though it is likely to be latent or a felt
need, but not expressed or highlighted in a visible way. An essential element of the strategy
was therefore to embed stakeholder engagement in the design of infrastructure and services
and create the responsiveness necessary for continual improvement. An equally important
strategy was the development of feedback mechanisms which helps link commuters/BRT users
with the various institutions involved in the running of the system.
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Inform

Attract

-

Why BRTS
Realistic benefits
Promote sus‐trans
Induce shift

Approach

Assist

Engage

- Passengers during transition
- Negatively Impacted Groups such as
Hawkers/Vendors/Rickshaw Drivers

- Passenger feedback
- NMT creation
- Create Solutions for
negatively impacted

Figure 6: Communication Approach – Pimpri Chinchwad BRTS and NMT Project

The Communication Approach proposed had the elements ‘Inform, Advocate, Assist and
Engage’. This approach was used to further develop the content and media tools in the
implementation of the promotion and outreach campaign.
The media strategies and tools proposed included:


Print materials: Brochures, website, poster, exhibit



Electronic media: Websites, social media, touch-screen, presentations, slides, video



Personal interactions: Events, workshops, special stakeholder group meetings, creative
expression competitions, place-making events
Figure 7: Compilation of Examples of Strategies Implemented
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The communication strategies were organized based on the project timelines:


Pre-Launch Phase



Launch Phase



Post Launch Phase

While it was identified that certain activities such as brand promotion, mass-media relationship
need to be sustained throughout the project shelf-life, the intensity of communications may
vary post launch. The priority set of activities which were identified in the initial stage of this
project are exhibited below:

Figure 8: Communication Approach – Pimpri Chinchwad BRTS and NMT Project
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Audience Segmentation
Table 1: Audience Influence
Stakeholders
• Key
Stakeholders

•

PCMC Elected Representatives

•
•

PCMC Administration
Pune Mahanagar Parivahan
Mahamandal Limited (PMPML)
Traffic Police
PMC
GEF SUTP and MoUD

High
High

MIDC , RTO, District
Administration
Public transport users/ passengers
Potential users
Motor vehicle users
Employers including large,
medium and small industries
Shops , malls, theatres along
corridors
Competing and complementary
transportation modes/ service
providers (rickshaws, six-seaters,
cabs, hired drivers/ buses)
Hawkers and vendors (may be
displaced)

Low

•
•
•
•
• City
Stakeholders
- Primary
(People /
groups
directly
affected)

Influence
High

•
•
•
•
•
•

•

How Addressed
Workshop, corridor tours,
updates through personal
meetings (by PCMC staff)
Synergy meetings

High
High
High / Medium

Medium to High
Low
Medium negative
Potential medium
positive
Potential medium
positive
Low negative
influence

Low negative
influence
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Updates through review
meetings
Not addressed
Print and electronic media

Not directly addressed,
Presentations
Not addressed
Mitigating negative
impacts is a
responsibility of the
PCMC
Mitigating negative
impacts is a

Not addressed

Not addressed through
POP
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•

Special user groups: children,
people with disabilities

Low

•

Media

High

•

Citizens groups/ NGOs

Medium, potential
high positive

responsibility of the
PCMC
Meeting needs of
special groups is a
responsibility of PCMC ;
can yield high positive
impact

Children were addressed
through school outreach.
Other segments not
addressed
Media relationship
manager, Ahmedabad tour,
briefings, press notes,
corridor tour
Presentations and
meetings

Changed Context
The communication strategy as proposed was further modified as the project unfolded. The changes
included:
1. The timeframe of activities protracted from the initial 11 months to over 24 months due to
delays in launch of the BRT system
2. Pune Municipal Corporation also appointed IBI-CEE as consultants for BRT promotions program
to be carried out in Pune area, which helped in arranging coordination meetings, visioning meetings
and a team building workshop for increased cooperation between the institutional stakeholders
3. Certain components did not find favourable response as the attention of the executing agencies
(PCMC and PMPML) has been focused on getting the very basic BRT infrastructure readied for launch.
These elements included NMT facilities, facilities for the disabled, negatively impacted
/potentially negatively impacted groups in informal occupations
4. A decision by the PMPML Board of Directors to provide only basic information for the initial launches
and to take up a full-fledged promotional campaign only after some measure of success was
demonstrated in the first two corridors
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Project Timelines:
The initial timeline of the project for 11 months was envisaged to cover the launch of the BRT system. However unforeseen circumstances led to delays in implementation and therefore extension of the promotions
& outreach project leading to changes in the communications strategy and campaign roll out. The initial proposal and actual time lines are presented below. Primarily, differences in the two campaigns are due to
changes in decision making on strategy around BRTS project and implementation of the communication material, and also limited timelines due to delays in inter institutional coordination for approvals.

Initial Proposal for Communication Campaign Roll-out
BRTS
Cell (PCMC,
PMPML, PMC)

BRTS Identity
development
Synergy Workshop

PMPML

PCMC

Contractors
workshop

Elected Rep

Staff uniforms
Route change info
old buses and stops
Staff workshop
Bus color scheme,
logo on bus
Station signage and
Information boards,
gantry signs
GB / Standing
Committee

Admin Ward
meeting
Ward Sabhas

Stakeholder
meetings

Stakeholder
meetings

Stakeholder
meetings

Stakeholder
meetings

Month

March

April

May

June

July

August

September

October

Media PR

Meetings with
Editors

Press briefing
Tour

Newspaper ads,
Press Conference

Press releases

Press releases

Press releases

Press releases

Press releases

Outreach Team

Assemble

Workshop

Facilitation

Facilitation

Facilitation

Facilitation

Facilitation

Facilitation

Public

Websites (PMPML,
Project. Sus-trans)

Poster about BRTS
Hoardings
Exhibit

Social Media
Cinema slides
Video

Social Media
Cinema slides
Video

Social Media
BRT Day

Social Media

Touch screen + Real
time Info Display in
select locations

Cinema slides
Video

Cinema slides
Video

Cinema slides
Video

Pravasi Week

Community

Streets for People

School/College

Teachers workshops
Events

Streets for People
Projects
BRT Mitra
Competition

Passengers

Launch event
Promotional rides,
Bicycle rally, Radio
ad
BRTS guides, Cinema
slides
Video

Hawkers/auto/
six seaters

Saha vichar sabha

Saha vichar sabha

Industry

CSR kit

CSR workshop
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Developing solutions

Developing solutions

Streets for People
BRT booklet
Events

Events

Implementing
solutions

Implementing
solutions
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Launch of Nashik Phata-Wakad BRT Corridor

Actual Time Line of Implementation of Communication Campaign

Launch of Sangvi-Kiwale BRT Corridor
BRTS
Cell (PCMC,
PMPML, PMC)
PMPML

Synergy
Workshops
BRTS Identity
development

PCMC

Logo
finalization

Bus livery

Station
Signage

Station Signage

Mar-Apr 14

May-June 14

Media PR

Staff Uniforms

ID Cards
Station
Signage

July-Aug 14

Sep-Oct 14

Identification of
BRT
Spokesperson

Press
interactions/
updates

Public/
passengers

Presentations

Presentations

School/College

Presentations/
Activities

Presentations/
Activities

Industry

Signature Tune

Trial runs

Presentation

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Nov-Dec 14
Press briefing
Tour

Jan-Feb 15
Updates

Street Exhibit
on BRTS
Presentations/
Activities

Mar-Apr 15
Updates

Street Exhibit
on BRTS

May-Jun 15
Updates

Logo, bus
exterior
revision

Feedback
management
support

Terminal
Signage

Workshop for
Corporators

Elected Rep
Month

Smart Card

Synergy
Workshops

Corridor
Tour

Corridor
Tour

July 15

Aug 15

Sept 15

Oct-Dec 15

Updates

Press
releases
Corridor
Tour

Press
Briefing

Post launch
Briefing

Facebook
and
Website

Social
Media
Corridor
Tour

Launch
event
Radio
Hoardings

Launch event
Responses
to online
feedback,
surveys

Corridor
Tours

Exhibit
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Implementation of Campaign and conducting Promotional Activities through various
means to support the BRT system by the key project stakeholders using the materials
developed by the project team is a critical phase which follows the first phase of this
project and is hence not part of this scope. Even though BRT is a familiar term in the
Pune region, the pilot project sans features of a high quality system was not recognized
through a name. Hence identification of the new BRT system as the primary step in
reaching out to the masses required creation of a Brand/Identity.

Brand Development

ट्रािफक की हो गई छुट्टी

System Name and Logo
‘Rainbow’ as the name selected for the BRT system seeks to signify a joyful feeling, a

शहराची लाईफ लाईन, अनुभव सुपर फाईन

product very different from the regular bus service punekars have grown up with, but
still one which is familiar. The symbol is a rainbow coloured bird taking off. The Marathi
and English ‘R’ are well integrated in one form. The PMPML Board of Directors took a
decision in August 2015 to incorporate ‘इंद्रधनु य’ in the identity to conform to the need
for a local language name.
Tag Line
The tag line Pravas Nava-Paryay Nava means ‘a new journey, a new alternative’, evoking
a sense of modernity, progress, and environment-friendliness.
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

आली रे आली, पुढे िनघाली
रे नबो बी आर टी

आरामदायी रे नबो बी आर टी
डौलात जाई रे नबो बी आर टी
प्रवास नवा, पयार्य नवा
रे नबो बी आर टी

Rainbow BRT Playlist on Sound Cloud
https://soundcloud.com/rainbow‐brt/rainbow‐brt‐song
https://soundcloud.com/rainbow‐brt/rainbow‐brt‐signature‐tune
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A logo manual has been developed to ensure consistent use of the corporate identity of
Rainbow BRTS. Guidelines define the replication of the visual identity without loss of its
integrity across different media. The manual also presents examples of brand extension
to buses, email signatures of Rainbow BRT cell staff, ID cards etc.
Signature Song
An audio identity has been developed with a signature tune which is inspired by thoughts
of ‘a journey across the cityscape, together with others, who may be friends or strangers
and evoking a contemporary elegant product and service, which Rainbow BRTS should
be’.
Bus Livery
The BRT buses form a major component of Rainbow BRT branding as the most visible

Figure 9: Initial Designs of Bus Livery Proposed &
Approved

entity moving across the city.
The approved design, chosen by the PMPML Board of Directors from 32 concepts
developed has not been implemented as advertising rights on bus bodies were given in
advance. Additionally the cost of application of identity on the buses were not accounted
for and permission was required from the State Government for using a color other than
red for city based public transport buses.
A modified, simple to apply identity was prepared keeping in view the very limited space
available outside of space reserved for ads on the bus body. This design has been
implemented for the present. Design of bus livery as per corridor colors was also thought
of, however later it was realized that it would not be practically feasible as there isn’t at
present designated fleet for each corridor and also considering the hybrid operations
where in buses may run on multiple corridors and also in mixed traffic.
Figure 10: Revised Designs of Bus Livery

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Staff Uniforms, ID Cards, Badges
With the objective of giving an identity and sense of responsibility to the personnel
responsible for the day to day working of the Rainbow BRT system the branding of the
system was extended to uniforms, ID cards and badges.
Uniform options for BRT Cell, IT, Drivers, Conductors, Traffic Wardens and Security Guards
were developed for PMPML. Later it was suggested to not include design options for traffic
wardens and security as they are being independently contracted from agencies which have
their own uniform type. Three uniform design options were created for BRT Cell staff, BRT
IT staff, Conductors and drivers. Where applicable, design options were given for both male
and female staff. Except for IT staff all the uniform design options were created based on

Figure 12: Design of ID Cards & Badges

discussion with PMPML staff and considering their convenience and comfort levels.
Designs were also developed for ID cards and Badges for all the key personnel.
Figure 11: Design of Staff Uniforms
Drivers

Conductors

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

BRT Cell staff
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Signage for Bus Stations and Terminals
Static user information at and around BRT Stations and Terminals were a critical
component of the extension of the Rainbow branding as these were visual elements which
helped bus passengers, motorists, and pedestrians alike.
While standard signs as recommended in IRC (Indian Rode Congress codes) suffices
motorist requirements; pedestrians and bus passengers using the BRT system have specific
needs to enable decision making. The process of development of signage included a
detailed study of the BRT corridors for assessing the signage needs which were presented
to the relevant stakeholders and designs conceptualized. Prototypes were developed and
assessed for visibility, readability, aesthetics, brand recall, installation arrangements etc. in
consultation with PCMC and PMPML officials and ITDP. A detailed package for signage at
bus stations and terminal has been developed and implemented at the two corridors and
bus terminals launched so far.

Figure 13: Examples of Signage Done for Stations &
Terminals

Figure 14: Sample Signage
Set for a Typical Station

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Brand Extension – Merchandizing
Establishing the brand through merchandizing is a universally followed strategy where in
users and potential users are targeted. This requires an extension of branding to elements
which may be used in the public domain. These include coffee mugs, keys, caps, pens,
folders, badges etc. Based on the requirements, sample designs were prepared for a few
elements and distributed by PCMC.

Figure 14: Merchandizing Samples

Building Support - Key Stakeholder Relationships
Success of the BRT project is dependent on building key stakeholder relationships and
more so in the Pune region because of the number of entities directly or indirectly related
to its working. Media personnel, Elected Representatives, Institutional Partners (PMPML,
PMC and Traffic Police) and NGOs were identified as key partners and stakeholders with a
strong influence on the success of the project. Media relationship management and

Figure 15: Logos of Key Institutional Stakeholders

institutional coordination was implemented as a two pronged strategy with the goal of
creating more ownership for the project.
Media Relationship Management - Appointment of PCMC BRT Spokesperson
The need for authentic and credible communication from the PCMC as a local government
body was presented as an essential element of building up the media relationship. It was
important that someone involved in the BRT project was appointed as Spokesperson. This
enabled regular and accurate project updates and technical information to be given to the
media and also issue clarifications where necessary.
The PCMC Public Relations Officer was also involved closely in the execution of the
communication campaign, especially in the organization of press briefings, dissemination
of press notes, management of hoardings and radio campaign etc. around the launch of

Figure 16: Sample Article Indicating Proactive communications
by BRT Spokesperson in PCMC

the system.
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

37 | Page

Pimpri Chinchwad Municipal Corporation

IBI Group | CEE

Similar to the structure in PCMC, the BRT Cell CEO was identified as the primary
spokesperson for the project on behalf of PMPML, the Bus Operating agency. This enabled
addressing of both infrastructure as well as operations related matters related to the
project and ensured better coordination between the implementing authorities. The
project team worked closely with both BRT Spokesperson and PRO in PCMC and PMPML.
Press Briefings
Regular press notes were disseminated and press briefings organized through PCMC &
PMPML BRT Spokesperson and PRO to keep the media personnel well informed. The
reportage in several Marathi and English newspapers were regularly monitored for the
stance taken and topics being covered. This analysis helped inform the briefings and
interaction with the press.
Tour of Janmarg, Ahmedabad BRTS
To better familiarize the media personnel with the BRT system and its features, a tour was
organized to Ahmedabad Janmarg Ltd (AJL) in December 2014 to showcase a system

Figure 15: Examples of Featured
Articles on BRT in Pune‐Pimpri
Chinchwad

design which was similar to one in the making in Pune region. A press briefing was held
by the Municipal Commissioner, PCMC before the tour. A team of 30 journalists from as
many papers/ media houses as well as staff from PCMC and PMPML participated in the
tour. Participants were exposed to the physical systems, operations, management and
institutional arrangements of Janmarg in detail. Interactions with the Ahmedabad Mayor,
and staff at AJL were useful for participants to get an insight into political, administrative
and technical support needed for successfully implementing and running a complicated
technical system such as the BRT. The tour helped create a more favorable stance on the
Pimpri Chinchwad project.

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Figure 16: Media Representatives Interaction with
Standing Committee Chairman, Ahmedabad Municipal
Corporation
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Workshop for Elected Representatives
Elected representatives of the PCMC have been largely supportive of the BRTS project
though they have expressed concerns about safety, especially on the Nigdi Dapodi
Corridor, and the removal of parking. A workshop was organized by PCMC and ITDP in July
2014, with Mr S K Lohia (Former OSD, Ministry of Urban Transport) invited as a resource
person. While the elected representatives expressed their overall support for BRTS, they
requested that the PCMC administration to provide regular updates about the progress of
the project and ensure timely completion. The presentation by the IBI CEE Team described
the specific features of the BRTS being put in place in PCMC, and the safety features
recommended by IIT Powai. The presentation was well received. A booklet with Frequently
Asked Questions was provided to all the elected representatives who attended the
workshop which was also appreciated.
For information and updates about the project progress, brochures and newsletter were
prepared and given to PMPML for distribution to elected representatives in both PCMC and
PMC. A series of video statements about Rainbow BRT by elected representatives from
PCMC were also prepared which are uploaded on the Rainbow BRT YouTube Channel.

Figure 19: Sustainable Transport Workshop for PCMC
Elected Representatives & their Views

Figure 20: Informative Collaterals – Brochures, Newsletters & Posters

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Institutional Stakeholders Team Building Workshops
The Situation Analysis done by the Promotions and Outreach

YouTube

project team in the initial phase of the project identified the

Synergizing Team Rainbow has been submitted

institutional complexity of the overall project of infrastructure

separately.

channel.

documentation

of

The

report

and

photo

the

entire

process

of

creation and transit system operations as an area that needed to
be addressed. Suggestions made in the Communication Strategy
included the organization of a synergy workshop, a brand
institutionalization process, coordination of the outreach and
communication elements among the institutional stakeholders and preparation of shared
communication assets. This element of the communication strategy was implemented over
March, April and May 2015 as part of the POP work taken up under the Pune project, while
building upon the work done under the Pimpri Chinchwad project.
An initial visioning workshop was done with both Municipal Commissioners, CMD and CEO
PMPML, DCP Traffic and OSD BRTS in April 2015. The Vision and aspiration expressed by
the Institutional Leaders was then taken forwarded and developed through a series of Focus
Group Discussions with staff of PMC, PCMC, PMPML and Traffic Police. Finally, a joint
workshop ‘Rainbow BRTS: Envisioning and Delivering Excellence’ was organized on 16 May
2015 with the BRT Cells of all the four organizations. The workshop was facilitated by Mr.
Kanti Gopal Kovvali from Institution Builders and the IBI CEE team, ITDP and others. Video
documentation about this process has been prepared and is available on Rainbow BRT

Figure 21: Snapshots from the Team Building & Coordination Event

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

40 | Page

Pimpri Chinchwad Municipal Corporation

IBI Group | CEE

Engagement with NGOs
In comparison to Pune, Pimpri Chinchwad has relatively
fewer active NGOs and almost minimal advocacy activity in
the transportation sector. However, early on in the project
implementation, discussions were done with the Pimpri
Chinchwad Citizens Forum (PCCF) a group which has been
actively involved in various e governance initiatives with the
PCMC. Detailed discussions were done on several
occasions to provide information about the project and
features of the BRTS being put in place. These suggestions
were duly conveyed to the PCMC and PMPML BRT Cells. Various apprehensions due to
misinformation were cleared up through such discussions.

Figure 22: Snapshots of Facebook post shares by PCCF
representatives

Communication materials developed by the project team were also shared with PCCF for
further dissemination. The PCCF has been actively supporting public transport and
suggested improvements for the BRTS implementation. PCCF members were instrumental
in organizing further outreach activities such as a presentation and QA about BRTS at their
own annual gathering of members, an exhibition at a workplace, and student projects
related to the BRT at the DY Patil College of Architecture, Akurdi, Pimpri Chinchwad.
Around the time of launch and also post launch, there is sustained interaction through
Facebook by sharing of informative posts with the PMPML Pravasi Manch Facebook
community (a well-established Public Transport forum in the Pune region). Corridor tours
for the group were also facilitated in the pre-launch period. Queries, complaints and
suggestions related to Rainbow BRT that are posted in this community group are also
responded to by the Rainbow BRTS Facebook page administrators.

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Figure 23: NGO’s rating of Sangvi Kiwale Corridor prior to
launch of Operations
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Corridor Visits & Trial Runs
A key strategy to generate a positive vibe towards the BRT project was inviting key figures
and groups to visit the corridors while trial runs were being conducted before the launch
of the system. A few days prior to the Launch of Sangvi Kiwale corridor, a series of visits to
the corridor and Kiwale Bus Terminal were arranged for Elected Representatives, Media
personnel, NGOs and students. These corridor visits were helpful in building the confidence
of these important stakeholders in the Rainbow BRT system and their support towards the
system was exemplified through a positive feedback.

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Figure 24: Photos of Corridor Visits by Various Groups
prior to launch of the System
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Educational & Promotional Outreach Activities
A major task in the project involved reaching out to various audience segments who may
be directly or indirectly benefited by the said Bus Rapid Transit project. Given the limited
usage of public transportation in the city owing to its poor image, repackaging the BRT
system as ‘Smart’ and ‘Commuter Friendly’ required creation of multiple collaterals using
various media. The media were then used while conducting outreach activities which
included events for the public, educational activities at schools and colleges, exhibitions
and talks at workplaces, and also engagement through electronic media.
The objectives of the outreach were drawn from the Terms of Reference:


Position BRTS as a clean, modern, fast, safe and reliable transportation solution to the
public. Build greater understanding and appreciation of its role in decongesting road
space and contributing towards cleaner environment



Create awareness among the citizens about sustainable transport in general, BRT in
particular

Materials developed for the outreach program include presentations, an activity module
for schools, exhibit set consisting of 11 posters, informative texts, infographics,
illustrations, photo albums (for deployment on Facebook), FAQs booklet, videos etc.

Figure 25: Examples of Collaterals for Outreach

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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School Outreach Sessions
Pimpri Chinchwad known to be an educational hub has a high share of school students
using existing bus service and a large number of the schools are also located adjoining the
four corridors. Hence reaching out to the institutions and the students who are captive
users as well as future advocates of sustainable transportation was seen as a vital activity
which has far reaching impacts. In the process, an Educators’ Module for school outreach
was prepared, ‘Understanding Sustainable Transportation’. The module has guidance on
activities to help children understand the trends of urbanization and transportation in our
cities; why public transport, walk and cycle are important modes of transport, and to
introduce the Rainbow BRTS.
A summary of the structure of the outreach sessions in schools is represented below.
Activities were carried out in 15 different
schools. Around 2500 students and
parents were reached out to in the
process

which

involved

information

sharing, discussions and engagements
through activities.
Video documentation of the school
outreach and the school module is
uploaded at the Rainbow BRT YouTube
Channel and the Educators’ Module is
uploaded on the Rainbow BRT website.

Figure 26: Snapshot of School Outreach Session

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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College Outreach Sessions
In contrast to detailed activity sessions conducted in schools, college students who were
more aware of the growing needs of the city mobility were dealt through interactive
presentations and competitions. The learning outcomes aimed for in the college session
were increased awareness about Rainbow BRT, its features and advantages, personal
behavior and suggestions for project work related to transportation issues. The method
included an interactive presentation, followed by discussion/ question-answer. In some
colleges, as a further engagement and to reinforce the awareness about the brand and the
BRT system, a competition for preparation of jingles was also carried out. Sixty-four entries
from seven colleges were received in the process. Sessions were conducted in eight
colleges from March 2014 to November 2014.

Figure 27: Snapshot of College
Outreach Sessions

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Community Outreach Activities
In addition to being an education and information technology hub in the state of
Maharashtra, Pimpri Chinchwad is a rapidly urbanizing city which is growing primarily
around the BRT mobility corridors. There is therefore a multifold increase in the use of
motorized vehicles. Building awareness in the communities around the BRT corridor is
essential to enhancing the understanding of the benefits of the project in the local and
city wide area with an attempt to create a modal shift post launch of operations. A
structured approach through limited events in the
target zones saw participation in large numbers also
supported by elected representatives in some cases.
The different types of community events conducted
include:


Presentations at work places/ to industries (Tata
Motors, Mather & Platt and Confederation of
Indian Industries)



Presentations at family gatherings at the Samaj
Vikas Kendras promoted by Tata Motors



Street exhibitions and interactions as part of
Tring- Tring Day organized by PCMC and Janwani
in January and April 2014



Events with residential communities located
around the BRT corridors

The public events witnessed high footfall and served
as a platform for valuable interactions between citizens and the government
representatives enabling clarity on various issues relating the project.
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Figure 28: Snapshot of Community Outreach Events
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Launch Campaign ‘Experience the Rainbow BRT’
While the launch of the system was to overlap with the
promotions & outreach project, it was delayed by a year
resulting in a significant gap between the timeline of creation of
communication materials and campaign implementation. The
various systemic changes around the project and delays in
decision making had further implications on the communication
strategies.
The BRT system offers a range of new experiences owing to its
features and interface with passengers. However it is important
to convey to the public that the system expansion will happen
in

phases.

Considering

the

communication

approach

requirements, preferred medium of communication based on
external environment analysis and implementation agency
constraints; a modest launch campaign through various media
was launched having a limited reach to the various stakeholders
including citizens.
The actual Launch Campaign was initiated in August 2015, a few
days before the start of services on the Sangamwadi
Vishrantwadi Corridor in Pune and Sangvi Kiwale corridor in
Pimpri Chinchwad. Considering that Rainbow BRT is a large and
complex system, with success dependent on several factors,
including infrastructure, operations, management, political
support and public perception, it was felt that it would be
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Figure 29: Overview of the Approved Campaign Strategies for Launch of BRT System
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prudent to introduce and promote Rainbow BRT in a gradual manner. The medium of
reaching out to various groups also vary based on the message needs.
Some of the critical messages that needed to be propagated in the campaign are
summarized in the figure below:
Rainbow BRT is a smart public transport
system with smart features

The planned network of BRTS in Pune region
is one among the largest in Asia
Rainbow BRT is different
from the Pilot BRT

Rainbow BRT System is safer and accessible
for all
Use this opportunity to shift and reduce
emissions

Give way to pedestrians and drive with caution

“A Public Transport System With A Difference!
…Experience this Difference!”
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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The Campaign communicated the launch of Rainbow BRT services for both the corridors
through:


Press briefings by PCMC and PMPML and through press notes



Newspaper ads on the day of launch



Hoardings along the corridors



Radio jingles with
‐ Rainbow signature song and spots about the forthcoming launch of services in the
pre-launch phase
‐ Radio interviews with officials of PCMC, on Radio Mirchi and Red FM on the day of
Launch
‐ Features of BRT and Appeal by the CMD PMPML to citizens to Experience the
Rainbow BRT, provide feedback and support, which played for a week after the
Launch of Sangvi Kiwale corridor



Facebook posts
‐

Announcing forthcoming launch, photo album with features to expect, how
Rainbow is different from the old pilot project, in the pre-launch phase

‐

Photo album with pictures of the Launch and passengers using the system on the
day of launch

‐

Routes information, corridor map, videos about the corridors
and the system in the post launch phase



Website updates

Free Rides - Free Rides offered on Sangvi Kiwale Corridor for 3 days
were very popular as the period saw an additional 1 lakh commuters.

Figure 30: Snapshots from BRT Launch Day

A special coupon was designed for the free ride segment, which
carried information on Rainbow BRT Facebook page, website, phone
number and email id for Rainbow BRT Cell at PMPML.
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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In comparison to Ahmedabad Janmarg where free rides for general public on a newly
constructed corridor were extended for three months to popularize the service, the
situation in Pune-Pimpri Chinchwad did not demand a similar strategy because the
corridor stretches were already being serviced with a high frequency bus service.
Web Ads – Considering the limitations in advertisement implementation for prolonged
periods as a learning from the launch of Sangvi Kiwale Corridor, a set of 6 press ads of size
370pxl x 300 pixel and 300dpi were created and uploaded on Pimpri Chinchwad Bulletin
(www.pcbtoday.in) website for a couple of days before the launch of Nashik Phata-Wakad
Corridor. The ads featured the various components of the Rainbow BRT system and
attractive messages of shift to public transport.
Additional Media for Future Use – Additional media and concepts were also prepared
as part of the campaign which may be used for future corridor launches and promotion.
These include:
‐

Rainbow Flag for use at all future corridor launches

‐

Concept for Brand Ambassador endorsing the Rainbow System

‐

Merchandise including T shirt, Cap, Cup and Rainbow BRT badge

‐

SMS campaign messages

‐

Cinema slides

‐

Set of six films (for both PCMC and PMC) in multi-language which are uploaded on
Rainbow BRT YouTube Channel but may be screened in cinema theatres and at events

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Figure 31: Designs of Web Advertisements
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Figure 32: Press Ads published in Sakaal Marathi Newspaper on the day of Launch, Hoardings along the corridor

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Figure 33: Print Media Coverage on the BRT during Launch & Post Launch

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Support to Commuters – In a usual scenario, when there are changes in services which
impact commuters, the transition is implemented well in advance of the actual launch of
operations to serve as a lead time for passengers to adjust thus reducing complexities and
inconvenience they may face. However ground realities did not support advance planning
& implementation and therefore providing assistance to passengers to enable making the
transition from regular to BRT service on the day of launch was very critical. The assistance
was provided to passengers in the form of:


Route Information flyers listing new routes and changes in old routes, which were
provided to media personnel for publication and shared though the Rainbow
Facebook page and website



PMPML staff present at old bus stops, and at all stations to guide passengers to
appropriate doors, and inform about the functioning of ITMS



Signage at the stations listing docking of routes as per doors of the station

A design was prepared for a Help Desk or Kiosk and standees that could be placed close
to the old bus stops. It was also suggested to give out the Flyer with routes information
for distribution among passengers. However, these concepts could not be used due to
shortage of time for fabrication and contracting. These may be used in future corridor
launches as per the need.

Figure 34: Various Passenger Assistance Media Developed

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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Commuter Feedback Management
User based feedback is an essential component of strategies enabling continuous
improvement of services, whether private or public. Every enquiry, complaint or suggestion
helps create a better service if there is a proactive refinement attempt. It is generally
observed that strong feedback management structures are absent in government based
services including public transport. Considering the implications of the project on the city
and benefits to users, establishment of a
responsive feedback management system was
deemed necessary. From ground surveys it
was established that 80% of commuters were
regular users of the BRT service and therefore
most likely to provide feedback consistently
with the intent of improving the service. While
a dysfunctional general helpline exists for the
city public transport service, with the advent
of BRTS an array of tools were explored to
support the distinct image of BRTS.
The Rainbow BRT Facebook page and the
Website became the two primary platforms
for online interactions owing to a number of
actual system users. Given the inadequate staffing within the public transport organization
(PMPML) to monitor and update the two communication platforms on a regular basis, the
outreach project team has maintained the interactions and have provided responses up
till the time of submission of this report. The interactions have included appreciation,
comments and observations of a general nature about BRTS, queries, and complaints.
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

Figure 35:
Promotional
Medium
Developed to
Seek Feedback

54 | Page

Pimpri Chinchwad Municipal Corporation

IBI Group | CEE

Response time is a critical parameter towards building customer trust, and therefore
providing timely responses (within 24 hrs.) even though some of the comments required
compilation of information from PMPML or the municipal authorities was considered
acceptable. All complaints received through the various forums have been shared regularly
with PMPML BRT Cell using a Google spreadsheet. The BRTS Cell has the responsibility of
further communication and coordination within the other departments of PMPML or with
municipal authorities and Traffic Police as the case may be, for addressing the relevant
complaints. The responsibility for preparing responses has been transferred to the PMPML
BRT Cell while remote support continues to be provided by the project team.
Passenger Feedback for
rating

of

the

current

services based on various
parameters

was

proactively

also
sought

through physical surveys
at stations and an online
survey
publicized
Figure 35: Passenger Feedback Parameters

which
through

was
a

Figure 36: Feedback Management Process

poster at stations, website

and the Facebook page. Analysis of the responses/feedback received in the first quarter
(Sept-Dec 2015) of operations has been done and presented to PMPML and PCMC which
is enumerated in subsequently.
It has been ascertained that a long term structured feedback management is conceivable
only after the central control center with dedicated personnel is made functional.
PCMC BRTS Promotions & Outreach Program: Final Report, March 2016
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5.0 Impact Evaluation
Service Ratings
Feedback

Awareness Levels

Feedback

Media Response
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Promotions and Outreach – Impact Evaluation
The Promotions & Outreach project targets multiple audience segments with an attempt to
create awareness, to educate, and also promote Sustainable Transportation, of which the Bus
Rapid Transit System is the major element relevant to Pimpri Chinchwad. Hence its impacts
need to be measured vis-à-vis the reactions of the different audience segments which includes
the Bus Commuters who form the principle stakeholder.
Given that BRT with its roots in the Pune pilot project in 2006 has received significant coverage
in the media, it was assumed that citizens of Pimpri Chinchwad would have a fair level of
awareness though they may have limited understanding on the concept of BRT and its socio
economic benefits. A limiting factor to examining awareness levels in the city was that the
promotions & outreach project was initiated only towards the latter half of the inception of
the Bus Rapid Transit Project and does not address any concerns the citizens may have before
implementation nor does it provide opportunity for giving feedback on the project planning.
However a survey was still conducted among citizens and existing bus commuters in Pimpri
Chinchwad. The survey showed that although 64% of the participants had heard of BRT, its
role as a sustainable mode of transport was not well understood.
As

part

of

strategies

this
and

project,

different

mechanisms

(as

elaborated earlier) were conceived and
applied, to enhance awareness levels
regarding the ongoing Bus Rapid Transit
System Project construction. The postoutreach project survey carried out in
November- December 2015 shows that
the awareness levels has improved
considerably after the launch of Rainbow
BRT services and completion of the
promotions and outreach work.
Though the proposed campaign was
elaborate to cover all requirements of
the project, the implementation was
limited owing to multiple constraints and
Figure 37: Communication Media Adopted

therefore the impact was also expected

to be inadequate. However the reach of the campaign, and level of interactions as a result
increased manifold. The impact of outreach therefore is evaluated through the limited
parameters listed below.
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Summary of Impact/Outcome
Item

Evaluation protocol

Impact/Outcome

Rating of the
Service2

Monitoring & Evaluation Survey
Results

PMPML Rating (2013 & 2015) = 53
BRT Rating (2015) = 74
Nearly 40% increase over baseline

Understanding
of Benefits of
BRT

Percentage of respondents who
identify BRT as a cost-effective,
safe & sustainable transport
mode

Post-outreach Survey shows that 87% of
people who use the Rainbow BRT service
are supportive of BRT while a still high
percentage of 74% of all respondents in the
city understand the benefits of the project

Recognition of
Name/ Logo/
Colours

Percentage who immediately
select the correct name for the
BRTS from a list in the postoutreach survey

Post-outreach Survey shows
82% of those who have used Rainbow BRT
identify the name correctly
70% of all respondents in the city identified
the name correctly

Articles in Media
and their gist

Facebook



Number of articles and
programs on BRT

No. of Negative articles = 284



Number of positive/negative
articles and programs during
the month



Number of Likes

2000+ likes, as of Feb 2016



Number of comments

Numerous Comments indicating proactive
interaction

No. of Positive /Neutral articles = 233
Trend of reportage shows an increase in
positive and neutral articles and reduction in
negative articles from Feb 2014 – Oct 2014

4.1 stars (out of 5) is the average rating
from 57 reviews on Facebook
Website/ Blogs

2



Number of hits



Number of positive/negative
comments

14000 visitors and 33000 views of the site
developed for outreach

Grievance Forms

Number of
complaints/suggestions/questions

112 Complaints, 56 Suggestions and 43
Queries have been listed using the
Facebook and website platforms which cater
to the Rainbow system as a whole (including
Pune corridors)

Mode Shift

Number of Motor Vehicle drivers
who started using BRT

6% mode shift as per surveys
12% increase in ridership as per PMPML
data

Rating evaluated on a scale of 1 to 5 and deduced on a scale of 100
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Commuter Rating – Commuter feedback is the single most critical parameter which indicates
acceptability of the BRT service and also indicates the areas of improvement. The results of the
survey post launch of BRTS indicates tremendous improvement in the service which now also
has a brand identity and offers more value for money as compared to the erstwhile regular
bus service, both of which are run by PMPML. This improvement is primarily attributed to the
following attributes, some of which are a direct result of the promotions & outreach program.

Figure 38: Commuter Centric BRT Service Rating Parameters & Overall Rating

Surveys were conducted prior to and after launch of BRT service at various locations on the
BRT corridors wherein passengers rated the different service parameters on a scale of 1 to 5
(ranging from Poor to Excellent). The overall rating was then converted to a scale of 100 and
the scores deduced for pre and post period for each corridor.
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Hits and Misses of Launch Campaign
The implementation of the promotions and outreach
campaign and the processes entailed are a learning in
itself as it deals with a number of political and institutional
dynamics and requires ownership from all the key
stakeholders. Being the first instance that a promotional
and outreach mechanism is being developed for a public
transport service, there are always bound to be
reservations and bottlenecks in implementing advertising
campaigns; especially when roles of infrastructure
creation and operations of services are divided
responsibilities between institutions.
However, the launch of the first BRT corridor helped
ascertain the possible constraints and plan in advance for
the launch of the next corridor. However, gaps have
remained in the subsequent campaign implementation
phase as the public expectations of a better service were
met with the first corridor launch which also incidentally
carries many times more the number of passengers than
the second corridor caters to. As a result the planned bus
services on the second corridor were also limited.
The launch campaign as implemented had its share of hits and misses which are briefly
analysed below.
Hits
 Free/Trial Rides period (just before launch) enabled creating a positive atmosphere around
the project
 Press coverage in several papers in the period running up to launch, inclusive of launch.
Very few negative articles, which primarily relate to implementation delays and costs but
not to the BRT concept.
 Campaign included radio, press advertisements, hoardings.
 Good response to online media.
Misses
× Campaign Implementation Period was Very Short with a maximum of two weeks allotted
for the radio campaign.
× Though discussed extensively, passenger assistance back-up plan was not implemented;
no help desks outside or inside stations to help passengers transitioning from the regular
service to BRT resulting in chaos at high volume stations. However, security staff &
conductors provided assistance in the initial period post launch.
× Information about route changes were not publicized in advance of the launch.
× Videos created had limited viewers as they were promoted only through online platforms.
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Media Reportage Trends
Newspaper articles were monitored over the initial period of the contract, that is, up to October
2014 while the BRT system was launched only 1 year later and therefore this was a lacuna
which wasn’t addressed in the project scope. While there was a substantial increase in negative
articles in July 2014, the general trend observed thereafter was a decline in negative articles
and increase in the number of positive or neutral informative reportage. This period
overlapped with the election phase in the State of Maharashtra.
The peak of negative articles in July 2014 related primarily to the delay in the launch of the
BRTS, lack of communication to the public about the prospective launch or progress of project,
and issues raised with regard to safety. Media orientation was done in July 2014, a
spokesperson was appointed and information provided to the press on a regular basis.
Subsequently, the trend of reportage showed an increase in positive and neutral articles and
reduction in negative articles. In December 2014, representatives of the media were also taken
on a tour to Ahmedabad to observe the functioning of Janmarg BRTS and this further helped
eliminate negative concepts surrounding the project.
Monthly trend of Positive/Negative/Neutral articles
February 2014 to October 2014
100
91

90
80
70
60

Negative

50

Neutral

40
30

25
19

20
10
0

9
4
3

2

37
29
17
12
3

41
21

8

12

Feb 14 Mar 14 Apr 14 May 14 Jun 14

Positive
16
14

Jul 14

31
23
10

22
9
3

26
19
11

Aug 14 Sept 14 Oct 14

Figure 39: Monthly Trend of Reportage from February to October 2014

Following the launch of the BRT System with the first corridor (Sangvi-Kiwale) in September
2015 and second corridor (Nashik Phata-Wakad) in November 2015 the media outlook on the
project witnessed a paradigm shift. The new system having received recognition from
commuters and with the understanding that the system will take a sustained period to deliver
optimum performance, media has abstained from critical assessment of issues in operations
and infrastructure. This can therefore be seen as a positive development; especially since there
is commitment towards expansion of BRTS in both Pune and Pimpri Chinchwad.
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Response on Facebook and Website
Both Facebook and Website were the two primary online platforms which were explored to
reach out to citizens of Pune and Pimpri Chinchwad while also attempting to catch both
national and international attention on the Rainbow BRT system. Primary hindrances to
initiating these two platforms in the early stages of the promotions & outreach project were:






Lack of clarity on ownership of the online platforms
Lack of clarity on decisions towards the existing defunct platforms
Unknown protocols for approval and uploading of information
Limited inter-agency coordination
Unclear time periods for completion of infrastructure and launch

Since an official website creation process with a commuter centric focus was already initiated
by the Transit Authority (PMPML), the project team created a temporary website (hosted on
WordPress) a few months in advance of the launch. The primary objective of the same was to
not only serve as a repository of materials created for promotions and outreach but also use
the platform for communicating with commuters till the time the official website was to be
launched. The Facebook page was launched on August 25th 2015, a week in advance of the
official launch date for first BRT corridor in Pune region. By using the platform to showcase the
corridors to be launched through photos, 3d images, and by sharing of route information and
planned changes, the Rainbow BRT Facebook page received instantaneous recognition. Pune
region has increasingly become tech savvy, and therefore this page helped bridge disconnect
that commuters and citizens in general had with the city public transportation system and the
key project stakeholders.
Below are some of the user based insights from the two communication platforms.

Figure 40: Summary of Facebook Page & Website Insights

PCMC BRTS Promotions & Outreach Program: Final Report, March 2016

65 | Page

Pimpri Chinchwad Municipal Corporation

IBI Group | CEE

Figure 41: Snapshots of Comments from
Facebook Users Supporting the Rainbow
BRT System

Long periods in the post launch phases witnessed limited activity. While only a few of the
followers are BRT users, a high percentage of them fall under potential users or long term
sustainable transport advocates. Therefore proactive feedback management supported by
actions aligned with every complaint, query or suggestion is imperative to ensure sustained
support for Rainbow BRT system.
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As explained in the commuter feedback management section earlier;
Complaints, Queries & Suggestions posted by followers of the
Rainbow Facebook page and Website over the period of 4 months
since launch have been collated, analysed and summarized below.
While a majority of the feedback are in the form of complaints received
on related to operations on the Pune and Pimpri Chinchwad corridors,
the followers have also provided suggestions for improvement.
Figure 42: Analysis of Feedback
from Facebook & Website

Majority of the complaints
received point to inadequacies
in operations of the BRT
System which include ITMS
functioning, driver behaviour,
door malfunctioning, signal
operations etc. While some of
these
issues
are
being
addressed through the course
of time, many others require
institutional decisions.
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School and College Outreach Review
School and college outreach sessions were done in 2014, well before the Launch which
eventually took place in September 2015. As a result, Follow-up sessions were held with some
schools prior to the actual
launch in September 2015
when they were taken for
corridor

visits

to

experience the system.

15 Schools
7 Colleges
10 Community Events

2300

260 Faculty /

Students

Parents

The detailed sessions with
school and college students proved to be beneficial as supported by the feedback summarized
below:
1. Students have understood the BRT as a sustainable transportation mode and its features


BRT as a mode of sustainable transportation



BRT as a mode which reduces congestion on the roads: Almost 98% of school
students and 96% of college students felt that the BRT will reduce congestion on
the roads



BRT as a high density transit mode of transportation: 95% of school students
93% of college students felt the BRT can carry more number of people than other
modes



Passenger information system: More than 83% of school students and 80% of
college students felt that PIS would be useful to plan journeys



Rainbow BRT addresses needs of different groups: 92% of school students and
92 % of college students felt that the BRT is designed keeping in mind the needs
of children, women, professionals and the disabled



BRT beneficial to the city: More than 90% of school students and 95% of college
students felt the BRT will benefit the city

2. NMT related orientation or ideas that are counter-intuitive (such as the impact of flyovers)
may need to be explored more effectively since these are possibly strongly embedded
The sessions were well-appreciated by the students. The elements students liked the most in
the sessions were:


Discussion about air quality of Pimpri Chinchwad and its effects on citizens



Group activity on urban transportation (data analysis, plotting graphs and interpretation)



Power point presentation on sustainable transportation and BRT and BRT video

Suggested changes in the module: More focus/activities to help students weigh pros and
cons of different modes of transports, and their impacts on road congestion and health of a
city; activities connecting individual decision making to collective impacts; follow on projects
on assessing streets and various short term and long term solutions for reducing congestion
on roads and pollution (flyover versus BRT/cycling/walking).
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Summarizing Feedback from School & College Sessions

91% of the students were satisfied with the
session and activities conducted by the outreach
team.

FEEDBACK FROM SCHOOL SESSIONS

Majority of the students approved of ‘Rainbow’
as the name given to Pune-Pimpri Chinchwad
BRTS

92% of college students liked ‘Rainbow’ as the unique
name of the Pune-Pimpri Chinchwad BRTS

89% of the students were satisfied with the detailed
technical session on BRTS and Sustainable Transport
conducted by the outreach team.
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FEEDBACK FROM COLLEGE SESSIONS

College Students echoed the pro sustainable
transport sentiments and felt BRTS will be beneficial
to the city as a whole

School Students were supportive of sustainable
transport initiatives and agreed with BRTS being
an ideal solution to deal with congestion woes

Pimpri Chinchwad Municipal Corporation
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School & College Students were also asked to assess the level of importance of various
attributes that make a BRT system. The interpretation of the students is presented below:

Figure 43: Rating of Features of BRTS by School Students

Interestingly neither NMT improvements nor branding & identity for the system found as
much favour as all the other parameters, where in bus and station comfort and security
followed by real time information of routes were the top features.

Figure 44: Rating of Features of BRTS by College Students

From the list of key technical parameters which make a BRT system, a rating of the level of
importance indicated similar preferences for route information and comfortable, secure
stations which are totally absent in the prevailing city public transport system.
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Areas that Remained Un-addressed
While the communication approach to this outreach project was comprehensive and covered
majority of the target groups which are directly or indirectly impacted by the BRTS project,
two audience segments remained unaddressed due to the following causes:




People with disabilities, considering that the infrastructure created is only partially disable
friendly and the municipal corporation has been focused on building the basic
infrastructure needs. However some amount of consideration has been given on the
Nashik Phata-Wakad Corridor design
Outreach to emergency service providers, since the notification regarding permitting
emergency vehicles in BRT lanes was issued in late July 2015 and informed in August 2015
closer to BRT launch

The following set of strategies are suggested to be implemented for the long term:
Audience

People with
disabilities

Strategy
 Initiate dialogue between organizations working with people
with disabilities, the PCMC and technical advisors
 Audit the infrastructure and communications with a view to
making them disabled friendly
 Implement the changes needed in discussion /conduct trials
with the user groups
 Thereafter publicize the improvements through the channels
of communication


Emergency Service
Providers




Communication about permission to emergency vehicles to
ply in BRT lanes when on emergency duty may be sent to
Ambulance providers and hospitals
Engagement with Traffic Police and Wardens to facilitate such
use, while preventing other motorized vehicles
Additional signage indicating BRT lanes are only for BRT
buses and emergency vehicles may also be considered

Further, promotions around NMT has remained limited as it is not supported by the state of
infrastructure. This may be taken up in the future as the PCMC addresses repair and creation
of new facilities to better access the BRT system. The strategy for NMT related communications
may include:





Promotion of NMT modes, focusing on the benefits of these modes and PCMC’s
commitment to encourage and facilitate them
Engagement in developing user-oriented street designs, such as through walkability audits
and place-making processes
Engaging schools and colleges, residents associations, NGOs and PCMC’s participatory
budgeting process through local area assessments/ projects
Responding to the suggestions and complaints already received by BRT users in relation
to footpaths, cycle tracks and crossings
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6.0 Recommendations for the
Future
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Suggestions for Future Promotions and Outreach
The Promotions and Outreach Work in the period running up to the Launch of the BRT project
was carried out taking into consideration the objectives and needs of the primary client and
the other stakeholders. Wherever deemed necessary, support was provided on elements which
were external to the scope of the project including post launch activities. At the time of closure
of this project outreach activities and promotional work have been conducted up to the launch
of two of the four BRT corridors. The Rainbow BRT system has now been established as a more
reliable public transport system with a new image and has also been accepted by the general
public though there are teething operational concerns. The future course of promotional
activities around the system and outreach around the remaining two corridors are dependent
on a number of factors.

Figure 45: Future Dependencies for Promotions & Outreach Strategies

Of these, assurance and confidence in the Rainbow BRT system which is supported by
increasing ridership and continued improvement in system performance will be the driving
factors for future promotional and outreach strategies. The suggested future course of action
may therefore include the following elements:
Capitalize on Achievements
The promotions campaign has been rather
muted so far considering that the BRT system
is new and the PCMC and PMPML have been
focused on getting the system off the ground
and

trouble-shooting

emergent

issues.

However, now with the experience of three
corridors in Pune region operational and a
largely positive reception to the system, the
focus of outreach and promotions may shift to:


Engagement

with

citizens

and

the

customer base to fine tune service plans
and operations to deliver a high quality
service


Highlighting the service benefits and
encourage mode shift through various media



Showcasing achievements through exhibits, photo albums, posters at public locations and
institutions
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Brand Continuity and Visibility
The first phase of BRT corridor launches sans branding on the BRT
vehicles, did little to help identify Rainbow BRT as a distinct service
even though there were a number of other new system features.
Bus being the single most visible element on the streets, Rainbow
buses with a distinct bus livery will benefit the overall branding
strategy by helping gain larger visibility across the city especially
since the operations is Hybrid (on & off the corridor). It is also
critical that the branding which has been adopted remain a
continuity across all media developed henceforth.
Continue Promotions
Promotions around the BRT service, both existing and
forthcoming

should

continue

at

various

avenues

throughout the year and not be limited to the period
around

launch.

The

recommended

communication

strategies are:


Screening of Films/Slides in theatres and events, at
institutions and work places



Promotional post launch campaign along existing
corridors to induce mode shift



Post launch campaigns on social media & radio with
frequent updates on services and positive impacts



Use of Media such as push SMS and email (databases
of which exist with PMPML and the municipal
corporations) for direct promotions



Design, Development & Sale of merchandize at various
public events

Information Design and Signage
Commuter centric information which includes signage requirements, maps etc. need to be
vetted and updated periodically. Also there is a need to ensure consistency of the information
across the various mediums being used for communication.


Comprehensive routes information and mobile application (may be static based on
planned schedules) may be prepared and disseminated



Help passengers understand the possibility of using trunk-feeder route combinations, its
benefits in comparison to direct routes to serve multiple destinations



Additional signage requirements based on feedback such as Bus route destinations and
numbers for display on the outer right side of the bus



Mechanism needed to communicate changes in route structure and service alerts - ITMS,
temporary signage at stations, print & online media, pamphlets etc.
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Communications in relation to People with Disabilities, Emergency Vehicles and NMT
As indicated in the previous section, these sectors have been addressed in a limited fashion or
remained unaddressed. The communications program in the future may revive these elements,
in discussion with the PCMC and other key stakeholders. The commitment of PCMC to creating
the required infrastructure for NMT and people with disabilities has to be in place before any
promotions work can take place around the same.
Feedback Management
A feedback mechanism though initiated requires a
more structured approach wherein the ownership
for seeking feedback and responding to them lies
with the public transport operator (PMPML), as the
primary customers are the commuters. Feedback
also need to be sought from various sources and
addressed in short time intervals to project
confidence in the system. The following aspects
need consideration while setting up a long term
proactive feedback mechanism.


Clear and visible information should be provided
on various media on how users may provide
feedback



Regular events (including audits by users)/
‘Pravasi

Divas’,

should

be

organized

in

decentralized fashion for obtaining feedback
from different user groups


Well-reasoned responses should be prepared to
queries

and

suggestions,

and

internal

management of actionable items/ complaints
should be set up


Feedback management, including of Face Book
and website may need to be strengthened,
especially where inter-agency coordination is
needed while the lead is taken by PMPML



Articles and website updates on how feedback
has been used for improvement on a regular
basis will help increase the commuter base
support

Institutional Mechanisms for Communications
It is important that PCMC and PMPML jointly create
a formal mechanism for continued outreach and
stakeholder engagement beyond the life of a
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Promotions & Outreach project undertaken by an external consultant. It further requires a
closer coordination with PMC and the Traffic Police, all of which have a significant role to play
in the successful running of a Bus Rapid Transit System in the Pune region. Such a mechanism
will be needed to:


Own & Plan the future communication strategy, and the repository of materials and assets
created through the POP consultancy



Continue the use and maintenance of assets such as the brand identity, website, social
media, signage system etc.



Deploy relevant elements of the communication strategy during the transition of the
systems and initiation of services in corridors that are launched in the future



Continued facilitation of elements such as Pravasi Divas, and documentation and review of
system evolution



Ensure that after this initial effort of brand development, there is a continuous cycle of
feedback from users and brand evolution is considered to align with the needs

It is suggested that a Communications Officer be appointed at the BRT Cell to coordinate
between PMPML, PCMC, PMC and Traffic Police to facilitate the communications related to
the BRTS infrastructure and operations which includes feedback management. Alternatively, a
long-term contracted arrangement with an external agency may be done by PMPML for
Rainbow BRTS communications and outreach and necessary inter-agency coordination.
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“An advanced city is not a
place where the poor move
about in cars, rather it’s
where even the rich use
public transportation” Delhi High Court
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