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A. Introduction

Al Objectives

The measure objectives are:
(P) High level / longer term:
To stimulate people to use public transport and to promote RiCeser
(Q) Strategic level:

To increase the level of the information about PT (acoiisgiand up-grade) in order
to promote public transport and to rationalize and improve tkessibility of the
service.

(R) Measure level:

(1).To reach at least 30% of the citizens of the served arda twe PT service
information, that consist in communication objects (maps and timetainli@smation
at bus stops and glass showcases (equipping the existingoiretalling them in
every town district)

(2). To reach about the 80% of the student registered for the sabaoinyprogress, with
targeted information about PT service. Particular attensogivien to 13 years old
kids.

A2 Description

This measure consisted mainly of dissemination activitiesrder to promote the PT service in
Brescia, i.e. the distribution of redesigned information productdindeavith public transport
(timetables and maps) and the implementation and renewdhsd ghowcases and improve web
resources. The information campaigns were addressed toditiaeas who already use the LPT but
also to the potential users, paying attention to improving the infanmaccessibility and quality.

A good dissemination of information is fundamental in order to bigipens to approach LPT: as a
matter of fact, potential users could be discouraged antrdied from either a lack or a scarce
readability of the provided information about LPT services. Tiesans that the attention in improving
information in order to make it clear and easy to find and torstate is crucial to spread the PT
culture among citizens.

Also a constant and well-timed information upgrade is usualtyesated in order to assure a high
level of quality and efficiency of the service. As we know, #asy access to upgraded and clear
information reduces the distances between citizens and PTeservic

Mainly for the considerations reported above, this meastiveduled 3 main activities concerning the
rationalization and the improvement of the PT information accesgigiality, namely:

New timetable layout distributed through booklet, leaflets amdbpagestranslated into
several languages (English, French and Rusgigig). 1) and realization of targeted info
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packs. A particular attention was given to the informationcerning the school bus service
addressed to young PT users (13 years old) (Fig. 2).
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Fig. 1: Leaflets translated in several languages (EnglishnEneand Russian).
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Fig. 2: Targeted information campaign to young PT users

Installation of new glass showcases in every town distridt requalification of some bus
stops through the installation of new bus shelters foreseesug splecific spaces for the
information about LPT, such as posters and maps (Fig. 3 and 4);
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Fig. 3 LPT information poster (common to all the showcases or busrselt

Fig. 4: Poster dedicated to each single bus stop reporting details &@stop, ticket resellers
and “where are you”

Re-design of the information on board of the buses.
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The activity of distributing the information pack (indicatar4 “N of leaflets and booklets
distributed/total”) slightly increased going from 81,2% in sum2@09 to 97% in summer 2011,
probably thanks to the Civitas contribution, which stimulateith bhe production and the distribution
activities.

As regards the indicator n.5, which expressed the number of newasesninstalled, the results were
more positive beyond expectation, as thanks to Civitas (whephesented a strong driver) an
agreement with an advisory agency was signed, thereforeithieer of new installed glass showcases
was higher than the originally planned one (in 2009 the number of stesiicatalled was 3 out of 14
planned showcases, while in 2011 they were 35 out of 14).

Indicators n. 6 “N of customer questionnaire filled in/ N of customuestionnaires distributed”
registered a stable trend because the company in charge imisterimg the questionnaires had to
reach a minimum number of interviewees.

The trend registered for the indicator n.7 “Number of targetgftbte and booklets/Total student of 13
years old” showed that when targeted info packs were developed, their tiorulgas successful. For
the same reason, the distribution of the standard timetabkdooklets respect to the population
(indicator n.8), which was characterized by an up and down treachesl to increase probably thanks
to a more widespread and capillary distribution.





























































