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TfL Website Development Research

Background

A The TfL website is set to be re-launched in 20183.
DY it i, Extensive work has already been undertaken by the TfL
s e 2 Online team and We Are Experience to review existing
- p S customerresearch and stakeholder needs.

=

a A Specific gaps in knowledge have been identified during

= the review and customer research is required to explore
B customer website needs, particularly in response to some

specific areas.
A Qualitative research* conducted by 2CV in July 2012:

With Londoners (skewed to a more tech savwy
— e audience):

VA A A pre-task capturing customer day to day internet use

A Six, one and a half hour groups (split by medium and
heavy users of the TfL website)

A A post task asking customers to explore the website
and travel tools in more detail in real-life and reflect
on what else it could do better

W ith overseas visitors to London:

/N St A Intercepts in central London to explore the
perspective of tourists

4 * More detail on methodology and sample is provided in the appendix Transport for London e
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Detailed research objectives

r

A What developments/improvements customers would like from the TfL website

A How Londoners use social media platforms to find and share content, and the
implications for TfL website

i Eg the types of content accessed/posted; purely social versus more functional
usage; iffhow they share organisational/service information

A The implications for TfL of customer trade-offs between convenience and control
around personal data, including:

i What T f Lcastomers expect of TfL in regard to accessing services using third-
party sign-in, eg via Facebook, Google, Twitter

i The benefits and appetite for a more integrated online offering of TfL services,
with a single log-in, and if so what services should be included

A The impact of the TfL strategy to leave app development to others i including what
communications will be required about this if TfL continues with this strategy

A Opportunities for the new website to communicate what TfL stands for
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Headlines from the research (Londoners)

A The research confirmed that while TfL website is broadly meeting c ust o ntere s
functional needs at present (Journey Planning and Live Travel Updates), there are
opportunities to optimise the experience across a number of domains. These can be
considered across the TfL Reputation Architecture:

VWWhat TiL

What TfL Stands For: design should be optimised to put customers at the heart of
~E the website and remove the need to navigate around information that is not relevant
or inhibits use

R Experience: customers would welcome a more intuitive and personalised website
¥ Experience . . .. . . .

1 that improves their digital interactions with TfL

S

e Value: customers currently find fare information to be hard to access i which reflects
L Y= ] poorly on value perceptions. The website redesign presents an opportunity for TfL to
optimise its delivery to customer needs

@}Pmmm Progress & Innovation: the website can be both a host for news and source of
—mevaten) innovation itself (promoting apps, new digital style/services)

O .. Trust: there are two areas TfL needs to consider when developing its website to
ensure (and enhance) trust i reliable information and safe transactions

7 Transport for Landon e
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Headlines from the research (overseas visitors to London)

ATour heeds vady fromthose of Londoner s o
A Pre-visit i trying to plan functional and leisure/entertainment needs simultaneously
i Tendto use sites that align to this mind set: Lonely Planet, Visit London
i Also seek advice from friends/family i a desire for personal reassurance and tips
A In London they want personal support to meet their needs and tend to get this in several ways:
i Personalised advice i from Tube staff and staff at other locations (eg hotels etc)

i Location based information on-the-go eg Google maps and its integrated transport
information (Tube/train stations on the map)

i Everyone also picks up a Tube map

A Most have not visited the TfL website and once on the site tourists are unsure what to
do - it is not particularly accessible for tourists

A There is opportunity to develop the site to better meet t o u r heeds gnéluding a
dedicated section/guide on making the most of London transport (for tourists) and also
to promote the site more to this audience (on other sites, on the Tube map etc)
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© Transport

What TfL
Stands For

f or

TfL Website Development Research

L o nhdsofineddsiverse p u

A Customers believe TfL has a strong set of values that Londoners can buy into

A TfLis the one-stop-shop for travel in London and cares about the heritage and future of the city
A TfLis proactive and transparent in communicating to Londoners and cares about its reputation

‘__________________»

10 NB Description

i
1
1
N 4

Al
- .
s Experience

(Y3

A Customers experience
consistency day to day and
across all areas of delivery

«-->

A Customers believe that they are
getting what they pay for:
A Either services live up to

2 Value]L

«—=-p

Y
EY "
- = Progress &
- “~ |nnovation
—

A Customers and users believe
that TfL is continuously working
to improve their journeys in

A Customers are kept up to date their cost/fare-value London. Investment in
both on and off system, and A Or customers are aware of improvements is key. TfLis
feel supported when things go investment in improving their seen to deliver innovation as
wrong future journeys well as progress
A Staff act as positive A Confidence in ticketing/fare
representatives of the TfL system (Oyster accuracy and
organisation and its values fair fare increases)
i i I
1 1 1
v v v
A Cognitive trust is gained through performance on above drivers living up to expectations: reliable
Trust experiences, value for money and investing in improvements and innovations
AAffective trust is gained through o6beliefd in

-

7

of Oi

wh a

deal 8 perf ormance on each reTlpnhptirtauiLdnlﬁr'l’]eV
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© TiLO6s website performance a

Mixed/unclear
What TfL A Core focus is customer centric - journey planner and travel updates
Stands For A But beyond this not clear who the website is for
A Lots of complicated steps and corporate information hints at business/corporate focussed
- T :

1 | | :
I 1 X /7 y 1
I h";»‘ ‘ . Progress &
I s . 4 — - rog
| __'n.’. Experience 2 Value P A Innovation
| L 8 =
|
: Mixed/inconsistent Poor Good
I A Meeting core functional A Lack of transparency around A Clear communication of
I needs i journey planning and | __ fares in journey planning —p progress and innovation -
I status updates A Customers can feel welcomed by customers
I A But requires effort for more caught out A Delivery of Progress &
I complex tasks A Fear over security of financial Innovation:
I A Egfinding maps, logins details/transaction A Apps should be more
1 A Mobile internet less advanced A Notgiving reassurance prominently promoted
| A Desire for customer-centric cues A Site should feel modern
I and personalised experience
| i i I
\ 4 v v v

Poor

A Lack of consistency

A Little quirks in information are detrimental to cognitive trust (eg unreliability of service updates)

A Desire for single point of contact: fear over using 3' party login (expect TfL to behave more like a
bank) fear over use of information for other purposes

11 Transport for Londaon e
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&f .| What TfL Stands For: primary needs

Stands For . - : .
are satisfied on the home page Submoses [
Station of stop =l

A Customers want TfL6és focus to be on i mp :c.n':-_.-mqva:;;wjo
should reflect this: Mora aptions (&) £ @l
[ Plan jouney |

A Customers mostly visit the site to adC o = =oLny

information needs (Journey Planning and Travel Updates ) Tubs * 8uz * All maps

Service updates # 1850

Mow Later This weakend

Good serd

A The website is currently perceived to be designed to
meet these needs as it gives emphasis to travel
planning and live information

U Ataglancei TfL Stands For helping customers get
around London

This core site emphasis should remain at the heart of development:

a strong focus should remain on ctume informatios 0

12 Transport for Landon e
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wer| BE€yond this however, 110
Stands For .
IS for
A When customers focus on the non-core areas of site design, they feel less supported and this raises
concerns about What TfL Stands For:
A Tabs are not intuitive to customers i unclear who these were designed for
A Information is often complex and hard to navigate when clicked through
A TfLis not clear in communicating with customers
Accessibility » Help & Contact » Sitemap M e _
e Transport for London Search: Search| = = — e <
= ==
E Li'.rﬁ:;:.rel Tickats: Corporate e 5
61t doesnodt rmiatklear whatrihise Unsure why road Focus on corporate And click through
who this is for i they would click through users haye their and business is at menus are seen to
need to just focus on toi Journey own dedicated tab odds with the hint at a lack of
what we need and do Planning? Maps? when other mode demands of custome.r focus due to
it well & |nformation users donbo tcu?stomers:me&my complexity of
journey information

The site could be more effecti vevisidn. Tdreugbinfermatiart i

organisation and proactively encouraging customers to get the most from their travel

13 Transport for London e
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G@Whmm} More intuitive information architecture and
=20 navigation would be welcomed

A Customers call for a more modern look and feel
A Crisp information, clear sign-posting, lack of repetition/clunky information

A Use only customer language/organising principles - making it more intuitive/aligned with customer

needs
A Tryto avoid repetition in tasks: e R -
A Make the journey/navigation easy i
narrowing choices rather than complicating U
them B, prionitiza ke infarrmalion, intuive, esign in fine Wil cusiomer reeds and 18ngLans
. . . . Your TfL Oystaer, .
A Make sure all the information is available at Ptmnes | joumey | Maps  Ticketsana ViTERIe | 2SR

section)

once (eg not clicking back and forth to find

Information should reflect customer needs and be designed to help them get the most of their travel

14 Transport for Landon e
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& | For exampl eé

Stands For

“ Live trawvel Getting Tickats Road usars Corporate Business B
news around partrniers

eg. prioritise key information, intuitive, design in line with customer needs and language

YOUI’ Tﬂ_ | Oyster’ . | d
(|og _|n.and P an yOUl‘ Maps TleetS and VISItOI‘S tO He p an
personalised journey v London Contacts

section) ares

Live Updates/ rolling news  and links  to each mode (Underground, Buses, Roads etc )
Travel News -

Information should reflect customer needs and be designed to help them get the most of their travel

15 Transport for London e
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[@wm]The website should help
~=2 confidence in travel

T JUTTUWITIY U CTUD u?uumw U jrormn vunier mwm!!w 1K s .l ]
What TfL stands for: Tfava,,é f> locfr: 1o male ol
ity 000 :

.-/"

PN WIS Y WU W ey e —— -

he following areas (you can ;)se ideas fror-n oiher website services if you like): a3

What TfL stands for: — [ 57 peund Z{ cenbad/ ‘fi’" adl.
Qa (.G'tu'\o(] (%% (9&\ .
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TfL Website Development Research

- . .
> Experience: the core customer need when
Experience . . . . . ,
Visiting the site I s 0cCheEe
' What you are doing How it feels to use the | A Customers are mostly visiting for at a glance updates or
Mokt i planning so they can get on with their journeys:
Checking travel | In control and prepared
informat before | | e : ! A . . . .
il oreEa | Real time u;f_nmﬂtmﬂ A The TfL site is really very good at delivering to these needs:
Nothing to dislike :
e A Easy to access/on landing page
aite | Date, me "Device used  What you are doing | How .
i veee wtyosr | 1o scces e | A Intuitive to use
T el R e et R A Quick
- ’ PP ——— A Helps customers feel in control
& il @ g == O saaival ‘Brde . .
age am e A Visually engaging
: 312 De e 1' r:«;**.w:j
B e T by &VT0 g | | & . . . .
= g peplie, Cheding _jwuntp| A Apps and email alerts also enhancing current interaction
‘3 Hone SfSio- A Apps are well designed for use on the go (quick and
poes o b easy to use)
O R ie, brs, O™ A Keeps customers up to date proactively - pushed

information you can sign up for

Experience of site for main needs is mostly positive at the moment

17 Transport for London e
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-

D Beyond initial satisfaction with checking, the
# Experience .
v site can frustrate customers

A On the whole, the site requires effortful thinking and engagement from customers which can be
frustrating when they consider their task to be obvious and easy
Information overload/not prioritised/text heavy/

Does not seem q t deli . b q ¢
dorp Rl 1 oes not deliver visual/brand engagemen

(LR ||:.C| E}L;'l.&;. M- W [,-_d 58 - -'i ']I__-_ .|-_' L\.n LA FA ]
Icn;.w: AL ] D Pad Waat 1% N

Joumey Planner
dard Tuba map {FC 2aME Lasson 2013 Garwe 1]

Taumey Fancas hae 2nains & nombar of Incshnee

— e L
Fleage choose 2n ootion from the i Db, —wo\ N Disedard Tube mag 4LME b
From . =
< t Tube = P D= b
Londan o - 9‘ (g?\ -" - mysher ﬁ
— -

_ondon Brizge Eoroug- Hr'hSl. “’t‘"-"“ o TN N b out e
Linedun Bais A h

P v

6lt annoys me,,,b., ! otk | S TEack i whrlbe wrge pont Tube ma (701
shouldbe the experton =% 5)' ) _
0l just want a

Tube map and

Londoni I know it knows ; )
| mean the underground ;ﬂ—o‘\ g o """ ' W-. v e abOUtS|X Steps throughthe WebSIte to
station buteach time | e o get there and you dondét know
have to selectit. If it tried 77 theoneyouwantiwhy is it so difficu
| &, Umpaock = A ’ ’ -
¥ '_-.J-u-c.,'

to auto-fill thatwould be Ul Crvet
bettero . ® am—

61l 6m trying to dwmpayemet hi ng qui ckly
moneyi and they want me to registeri you

dondét have to do that for oth
have to do it for TfL?6

3 had to we 3{'31*.'

he whes - 4
| IMW? ri\uﬂiﬂc, (oo
Customers want the site to be more predictive, have fewer steps

Y ]
UVIEe Y S Hne

AMian e \ (‘eh(\p

and deliver a less effortful experience for other tasks

18
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D There are some specific frustrations with
Xperience
Journey Planner

Does not give real choices Doesndt communicate pro

Chooss 1 roule Route Depart Arrive Duration Interchanges
Erame Depart derae Oursson Inbeethasges
' mm SE8 1 07:21 07:58  00:37 View details ==
| o oo o o0
e ees ’ Problemns are currently reported on this route 61t still lets you pl a
L m 88 : ] sometimes theyodre big
:ze sometimeslitleii t doesndt hel
pergy—y— deci de what to dobo
..... Fow-e - ek
EITEs
Have to click through for details
6l tos not really o
whenthey give you a list 07:19  08:08 00:49 S =P View details >
Oftﬁgniztg:tizwfulb;que 6l just want to know which |
what aboutanother wa which buseswithoutclicking through |
o f et ti r)]l therebd know the system well enough to make
9 9 deci sions from therebod

Customers want the site to be more predictive, have fewer steps

and deliver a less effortful experience for other tasks

19 Transport for Landon e
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EoN On the go, apps are delivering a better
# Experience . . .
experience than the mobile site

Mobile site

A Designed for mobile use Takes a long time to download
A Quick and easy to use A Have to click through to do anythin
y
A Personal to you (can save preferences) | (does not have information on main
A Push information to you (eg when there are . PECEE)
problems) i always on A Feels dated versus recent tech )
A Bl veEr i cairie , ) dev_elopments, and TfLOs
. _ 6They dondt website
A Organised/saved to folder require internet p L
so are qui ok eess intuitive than apps
A Can6t persona, se
61 loveiBuésGuoThe apps dre anfazilardertoaccess(lazyin 61 tend to use |
my favourite'app'l' I they make it so easy and tell bookmarking sites) ' Tt h. ereds t 00 m
check every journey me when there are problems information for the mobile
and ito6s so reéoalbdmobetter preparedo fand itds reall

Apps work to enhance the customer experience

the mobile site is not delivering to the same degree

20 Transport for London e
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-

S Different journeys and customers have different
Xperience
needs

Inner/Outer London
- Inner more engaged with TfL
(greater dependence on PT)

- More desire for change/update

to website
Commuter Leisure

- Morefocus on live travel news - Interested in looking for better
and getting the latest updates on ways to travel (cheaper, easier,
how their journey will be affected quicker and more interesting)

- Moreinterested in - Open mindset to other/future
personalisation so they can leisure ideas i want to be
prioritise their journey and habits inspired

Site design will need to support different customer needs

21 Transport for London e
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-

S The research confirmed a desire for a more
Xperience . .
- personalised experience

Customisable/ Remember me /
Single Log-in A
personal site whatl 6ve done

A Customersview TfL as a single A Customers (particularly younger In addition to the personalised
organisation and expect a single and more tech sawy) welcome main page customers call for the
login the idea of a personal home site to be more predictive
AMany are surprise dpabetfoPL n ot A Remember previous

currently A Ability to tailor to your needs journey searches

A For those who use multiple A Prioritise information and avoid A Rememberlocations
services it would be easier if overload (home, work)
these were more linked up A Selectkey functions for home A Remember preferences

A However, some would like to be pagei eg tube map, updates,
able to conduct transactions payments/journey history
without O0registeringo

0l expectiGbogledagro be | i ke
60l get so confused wi t hBRECli lyouoaydraganddrop
logins i | can barely remember and make it work for youbd
the i mportant onesé®o
e t'”,;']".,l'fh,u | A Many hope this will come with a ]
‘.wm—, pusying Chaige more friendly and proactive tone
from TfL

f A 1 r /
() ‘.'MTI'-IH" (""":("."J-""
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Social developments could be considered to

Improve customer experience
I nterested I n a more S oC

-
-

~ i
# Experience

r

A Many customers are
proactive in communication and responsive to customer feedback:

Ratings/suggestions to help
get the most from your travel

More dialogue with TfL and Comments and feedback 1
other customers with responses from TfL
R g e FiMyTransport oy (eg of apps/jcgiqe‘ys)

TiL Bakerica line
e Bus didn’t show up? — —
Customer Reviews
Undargrownd, Ovsrground: A Passsnger's History of th

Report your problen with a
33 M Pawm (N»fﬂ L

s Covte yowr e
The mvast hedalid favsur bfie rewew

o T and we will help you get it fixed.
Or see issUes Near you.

n e - u e

A But must not interfere with core needs i journey planning and live updates
A And must not expect everyone to contribute

Increased sociability from TfL and customers alike

Transport for London e
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S, | TiLcould increase the areas it covers to meet
Xperience
d customer needs

Reaching out beyond TfL

London 21 0OR1
Explore great destinations { tan Check out what fantastic 2F OR1
fihethe re looking for the coaas or (T afrason tickets there are when you

e National Rail

=== London

London during the Games

’ . ¥8 Gowae o P - — '..

For more leisure based occasions

24 Transport for Landon e
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[H,z ] Value: customers find it hard to access

iInformation about prices currently

A One of the core points of frustration with the website is the lack of transparency and easy
to access information about pricing

AThis aspect of the site iIs making TfL hard

aaaaaa

\ /' ot e Jor? L seePNoD ¢ Jery clouar. |

e '/" lf,f ~ §_ e r 4 CAJM e ‘HW‘
Hoes N U e /J,_Z c/{q(’cd Wf!../

7 P vy 20 ¢ ‘/(V’n € /C) TR0 /;A/ J’..‘ o 0 ‘-‘46 Ud“
-;/./. y e &/ € &2 e C / "'J C .j /2". Elw
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[J&M ] Value: a clear opportunity to provide deliver

greater transparency and price information

A One of the most consistently requested improvements was around fare information and
money saving

LS’A\;U Mon
&L "ruy V\wz
enile

Ronlel b Ao W .l Oy O T VRS

by il P [)na.o ﬁ/ . \
J ras. Ice  CoOmpearson

Hreo qod WCJ “ “J‘

, k. :
Cemp o 'j f&'f?/ eand” 1) ckel- P\.

Arallying call for more transparency and support with fares
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[X=m ] Value: delivered as a hygiene factor on other

- | L
: ~ap i .
- e orig e - -
N v - - 2 .
RES ) -
£1.g0v uK
- ol -
Rr-* -y \ L
f A R -
)

travel websites

dho ok«?j Qor or@ons |

BN —ﬂam oum
l.cou|+ ou&r i

.'?Sl\o\v%fu ea{::u:f:;u

3 omline
uk}'n.wm
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[xzm ] Value: what customers want
Value

A Delivery against value could be considered in one of two ways:

A Desire for value to be integrated into options on the immediate journey
i Travel by cheapest route
i Cost of tickets/best value ticket for them (eg Oyster/Travelcard)

A Longer term investments could be communicated in an engaging way

i Info-graphics
i However, there is a need for careful communication of this

information T at present TfL is not always seen to back up Al wer pol oo,

words with actions and this information needs to be investment because |
. . . . Victoria Station that | use

believable/credible and relevant to customer journeys if to everydaybo

be presented

Two core opportunities for improving Value perceptions through the website
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