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We foster clear 

conversations about 

transit, leading to 
confident decisions.

Our Mission:
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▪ Network design and redesign

▪ Implementation support

▪ Service policy and branding

▪ Public-facing maps and information

▪ Other service planning issues

About Us

4

Houston Dublin Dallas Indianapolis Madison Miami

We don’t just design networks. We 
tell fact-based stories about how a 
specific network will improve 
people’s lives, and why everyone 
should care. 
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We want people to see …

▪ Robust and creative maps

▪ Data viewer for online exploration  →

▪ Analysis that reveals choices and impacts

Higher frequency    higher productivity

Route-by-route data from 24 US cities
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We want people to see ….

▪ We always draw frequency.

▪ We always provide explanations that 

help people see geometry.

Our reports make sense even if you only 
look at the headings and pictures.
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Study Process: A 
Conversation
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The Project is a Conversation

Our process builds on 
the interaction 

between the technical 
work and community 
conversations.

Existing Conditions 
Analysis, Conceptual 

Alternatives

Network Design
(2-3 scenarios)

Network Refinement

Do we have the 
network right?

Technical Work Reports
Community 
Discussion

Draft 
Plan

What should our 
priorities be?

Choices 
Report

Final
Plan
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Maps will arouse controversy

▪ We need to be ready for the map to be controversial

▪ We can blunt this controversy by doing two phases

▪ First, go to the public with two maps, not one
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How should a transit agency allocate its 
resources?

▪ Fictional urban area

▪ Dots = residents and jobs

▪ You have 18 buses
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Ridership Goal “Maximum Ridership”

Performance Measure: Productivity
Ridership relative to cost.

▪ Think like a business, choosing which 
markets you will enter.  

▪ The straight lines offer density, short 
walks, and an efficient transit path, so you 
focus service there.

▪ Because all 18 buses are focused on few 
lines, they are frequent.
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Coverage Goal “Some service for everyone”

Performance Measure: Coverage
% of population and jobs near some service.

▪ Think like a government service. Try to 
serve everyone, even those in low 
density areas that are more expensive-
to-serve.

▪ The result is more routes covering 
everyone, but less frequency, more 
complexity, and lower ridership.
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Both goals are important, 
… but they lead in opposite directions!

Ridership Goal

▪ “Think like a business.”  

▪ Low subsidy, high farebox return.

▪ Support dense and walkable 
development.

▪ Maximize access to opportunities.

Coverage Goal

▪ “Access for all”

▪ Support low-density development.

▪ Lifeline access for everyone, no matter 
where they live.

▪ Service to every city or electoral district.
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We want people to learn ….

Planning game workshops with stakeholders.
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We want to collaborate…

Greensboro NC, Core Design Workshop
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Planning for Access
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We plan for access…
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Visualizing the “wall around your life”

Where can I go in 
45 minutes?

Example from 
Dublin Network 
Redesign, 2019
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Existing network
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Proposed network
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Jane can get to 25% more jobs*

Red = Area lost.

Blue = Area gained.
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* Jobs and school used as 
proxy for all destinations.

Citywide Access

The average Dubliner 

can get to 

20% more destinations 

in 30 minutes.
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Access is 3 Things that People Care About

▪ How well the city functions in linking people to opportunity  

▪ How likely each person is to find transit useful

▪ How free each person is
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Access to Opportunities = Freedom
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Access for Priority 
Groups

▪ Access findings are 

easily sliced by:

• Race

• Income

• Existing riders 

• Member city.
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Where we are in the process?
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▪ We are learning from the existing transit service and the 
transit market.

▪ We are starting to talk to the public and learn from their 

needs and experiences.

Where are we in the process?

31

We are here



32
Title / Date (edit master page)

Existing 
Route 

Network
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Not only where but also when…



34
Title / Date (edit master page)

Residential 
& 

Employment 
Density 
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Work and 

School 

Travel 

Flows 
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Community Engagement Approach
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Engagement Methods & Activities
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Outreach Efforts

▪ Presentations and Survey Outreach:

▪ Civic and Government Meetings

City and community council meetings, school boards, 
and sustainability commissions

▪ Community Organizations and Events

Senior centers, civic groups, career/health fairs

▪ Transit Hubs and Stops

▪ Media and Communications:

▪ Digital and Traditional Media

Digital campaigns, social  media, press release, radio ad

▪ Partner Communications

Coordination with city PIOs and local organizations

▪ Print Materials

Flyers at community centers and libraries
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▪ s

Take the project survey using the 
following QR code or the link 
below:

Community Survey

https://www.surveymonkey.com/r/SunLineCOA1 

https://www.surveymonkey.com/r/SunLineCOA1
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Survey Communications Materials
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Survey Communications Materials
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▪ s

THANK YOU!

Questions, comments and 
feedback can be provided to:

manuel@jarrettwalker.com

mailto:manuel@jarrettwalker.com
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