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Goals and Philosophy

Intercity Transit staff receive clear, 
timely, and engaging content 
so everyone feels empowered with 
information across the organization.

Customers receive timely and relevant 
information so they can use services with 
confidence. 

Community members and stakeholders receive 
clear and consistent updates on programs, 
services, and projects to understand the positive 
impact Intercity Transit makes within Thurston 
County and beyond. 



Who We Are
Nick Demerice

Chief Communications and 
Marketing Officer

Nicky Upson
Senior Communications and 

Marketing Coordinator

Ally McPherson
Communications and 

Marketing Coordinator

Tunisia Price
Communications and 

Marketing Coordinator

Lyndzie Parker
Communications and 

Marketing Representative



Focus Groups
• Advertised via email, text, press 

release, and website.
• Over 130 individuals volunteered for 

30 spots.
• Conducted over Zoom October 2 – 6, 

2023.
• Three groups of people living in 

Thurston County:
• Current riders
• Potential riders
• Unlikely to ride



Key Findings
• Almost everyone, whether riders, potential riders, or non-riders, view IT and its services 

positively. Additional information only reinforced their positive perception of IT.
• Perceptions of safety is a key differentiator between current and potential riders.
• People are interested in alternatives to driving, but some want to take transit for leisure 

and not necessity.
• Regardless of rider category, accessibility, safety, new locations, and expanded service 

were all identified as desired areas of improvement.
• There are very few real “non-riders,” or people who will never use IT services.



Persona Development
Fictional characters created to represent a specific segment of a target 
audience or user base.











Brand
The overall perception of a product, service, company, or individual in the 
minds of consumers.





• Personality: (Primary) Sincerity- authentic, down-to-earth, and caring. 
(Secondary) Competence- efficient, reliable, and capable.

• Voice: Professional, friendly, humble, straightforward, and approachable. 
Voice is adjusted based on target audience.

• Target: Build trust by sharing meaningful stories about the impact on the 
individual and the entire community, behind-the-scenes glimpses of our 
brand and demonstrating our commitment to transparency.

Brand Elements



Brand Messaging Pillars

Providing 
equitable access.

Always putting 
the customer 

first.

Safe and 
dependable 

transportation.

Quality and 
creativity.



Providing Equitable Access
Impact: We provide equitable access to our services. By removing 
barriers, we ensure everyone has equal access to opportunities and 
services.

Story examples: Connecting people to their community.
Examples include going:
• To the doctor.
• To the grocery store.
• To school.
• To visit friends and attend community events.
• To entertainment.
• To work.

Primary audiences: Thurston County, local community 
members, riders.



Always Putting the Customer First
Impact: Our customers are our top priority. Each is special, with 
unique reasons to ride. Our services meet customers’ needs. We 
listen, learn, and grow alongside our customers, offering safe, 
friendly, accessible, and convenient services.

Story examples:
• Road Trip – customer and community input shaped our priorities 

moving forward.
• Customer comment module.
• Improving website.
• Enhancing bus stops.
• Digital signage.
• Via implementation.

Primary audiences: Customers; prospective customers; 
community members and leaders.



Safe And Dependable Transportation
Impact: Count on us for safe and reliable transportation that 
connects you to what matters most. We ensure your journey is safe 
and worry-free, even in challenging conditions. 

Story examples:
• On-time performance.
• Low crime statistics. 
• Covid pivot – advanced reservation. 
• Ice storm 2022 performance.

Primary audiences: Community members, customers, 
potential customers. 



Quality And Creativity
Impact: We deliver the highest level of service in quality. We 
explore ways to better serve our customers and enhance our 
community impact. 

Story examples:
• Covid pivot. 
• Financial performance.
• Recognition.
• Unique programs i.e. Walk N Roll and Village Vans.
• Roadeo.

Primary audiences: Customers, prospective customers, 
community members and, Board members and leaders. 





Outreach and Event Calendar



Internal Communication

Goal: Intercity 
Transit staff receive 
clear, timely, and 
engaging content 
so everyone feels 
empowered with 
information across 
the organization.





Questions?
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