I. Presentation of the case

Transport for London is the local government body in charge of the transport system in
Greater London. Its role is to implement Mayor of London’s transport strategy and to manage
transport services across London. (tfl.gov.uk). It manages the entirety of the road network,
355 miles of railways across London, hundreds of bus lines and other transport services such
as the Overground and London Tramlink.

Its current strategy is focused on enhancing the capacity and reliability of the system by
expanding the tube, rail and bus network, improving accessibility, encouraging cycling by
building infrastructures and improving air quality by reducing carbon emissions. Despite the
last objective, it seems that improving the sustainability of the entire system is not a priority.
Indeed, the intention to make the network more environmentally-friendly comes sixth in the
Mayor’s strategy and only focuses on reducing carbon emissions (TfL Business Plan, 2014).
As London’s population is expected to grow from 8.4m to 10m by 2030 (2012-based
Subnational Population Projections for England, 2014), the pressure on the means of transport
will increase dramatically, so will the threats to environmental issues such as air quality and
waste management (OECD, 2000). Efforts towards a better sustainability of the transport
system are therefore essential, but not given the attention they require. To this end, the
following memorandum makes strategic recommendations to reorient the Mayor Transport

Strategy towards a more holistic sustainable approach.


http://tfl.gov.uk

II. Memorandum (1091 words)

To: Boris Johnson

Mayor of London and Chairman of Transport for London
From: Claire Dardignac

MSc Social and Public Communication

London School of Economics and Political Science
Date: 22/09/2015

Subject:  Strategies for increasing sustainability at Transport for London

Dear Mr Johnson,

First of all, I wish to congratulate you on making Transport for London one the most
accessible networks in the world. I am pleased to count myself as a personal user of Transport
for London. The recent focus of the Mayor of London strategy for transport on sustainability
has come to my attention, as demonstrated by the objective to tackle pollution by introducing
a fleet of hybrid buses. However, efforts must be endeavoured to achieve a greater
sustainability on the entire network. Indeed, London is expected to grow to 10 million people
by 2030, and accompanying this change is a priority. To this end, and as part of my
assignment with the London School of Economics, I wish to offer my strategic advice on
making London transport system more socially, economically and environmentally
sustainable.

At the present moment, the focus of Transport for London’s sustainable strategy is to
expand the network and improve air quality. The achievements in this domain are substantial.
However, TfL strategy should also concentrate on saving energy, managing the firm’s
exposure to energy shortage and enhance its brand. For this purpose, I have issued three
strategic recommendations, grounded in leading social psychology and consumer psychology
literature. They are (1) to improve energy efficiency at underground stations, (2) transform
disused underground tunnels in socio-economic spaces, (3) redesign TfL journey planner to

include sustainable features.



Recommendation number 1: improve the energy efficiency of the London
underground stations

As the 2014 report from the Finance and Policy Committee shows, the cost of energy
purchase for TfL is expected to rise dramatically. It demonstrates that improving the energy
efficiency of existing and new tube stations is not only a matter of sustainability, but could
also enable TfL to save on substantial energy costs. This can be achieved through two
streams: reducing current energy use by improving existing infrastructures and investing in
electricity production technologies. One innovation that has particularly caught our attention
is kinetic pads which produce energy from footsteps, such as the tiles produced by the

company Pavegen (http://pavegen.com/technology). We recommend to test this innovation in

Waterloo underground station over a period of six months to evaluate costs to benefits ratio.
In order to ensure the best return on investment in terms of image, communication to

inform users that TfL is endeavouring a sustainable transition must be set through appropriate

channels. Once the tiles are installed, it is essential to foster interactivity by signalling them

and inviting the user to walk on them.

Recommendation 2: transform disused portions of the underground rail network into
social and economic spaces

As you may be aware, a few projects to reuse derelict underground tunnels and stations
have emerged, such as project Underline from the design firm Gensler. The idea is to
transform abandoned portions of the tube network into alternative routes for pedestrians and
cyclers, and eventually social and economic spaces. Given the media and public attention
these projects have gained, our recommendation is to launch a London-wide consultation of
the public about the use that these abandoned stations may be put to. Not only will a project
of this scope show TfL’s investment in the city’s future, hence improving its corporate image,
it will also involve the users by creating a public sphere where individuals can debate on
equal grounds. Recent studies on consumer expectations demonstrate that involvement of the
user is key to foster acceptance of the project and social change. Ways to limit TfL’s financial
input in this project have been adequately examined. The two best options appear to rely on
sponsorship and naming rights, as well as involving local businesses by giving them the

opportunity to rent spaces underground.


http://pavegen.com/technology

Recommendation 3: change the design of TfL’s journey planner (app and website) to
include green features and structure the community of users

As of today, the functionalities of TfL journey planner (website and smartphone
application) are very limited. As well as including the starting point and destination of the
journey, time and date, the choice of the mode of transport, it only presents 3 options for the
type of route: “the fastest route”, “route with fewest changes”, “routes with least walking”.
The idea is to expand these basic functions to include “routes with the least carbon
emissions”. In addition, each result should include the amount of carbon emission and
personal energy spent by the user in kilocalories. This would gently remind the users that
walking or cycling more is a step towards a more healthy and sustainable lifestyle.

Moreover, users should be asked to set up a virtual identity linked to their Oyster and credit
card. This will enable TfL to collect data on their travels and use their journey history to
improve services. A feedback to the user such as “Congratulations for on your low emissions
this week!” can be provided, including a comparison with the amount of carbon that would
have been released had they made the journey by car. The app also requires to become a space
open for discussion, where specific forums can inform users on how to best achieve
sustainability in every day transport.

This recommendation is fairly simple to implement and involve minimal costs. In order to
avoid an overload of information that would be counterproductive, the user must be able to

disable the notifications and set up their frequency.

We are confident that these recommendations will give substance to the Mayor of London
strategy for Transport for London, such as support economic development and population
growth while reducing transport’s contribution to climate change, as well as help TfL meet its
target of delivering £16bn of savings by 2021. By meeting these objectives, T{L has the
opportunity of becoming a leading sustainable transport system and set an example for other
networks, enhancing London’s reputation as a pioneer city. I have no doubt that TfL is ready
to take on this challenge.

I look forward to hearing back from you.

Sincerely,

Claire Dardignac

MSc Social and Public Communication



I1I. Social psychology justifications

The second part of this essay will examine the recommendations made to Transport for
London in the light of social psychology and consumer psychology theory.

The report Brundtland (1987) defines sustainable development as “development that meets
the needs of the present without compromising the ability of future generations to meet their
own needs.” Murphy (2005) notes the emergence of sustainable marketing, defined by Fuller
(1999) as “(1) customer needs are met, (2) organisational goals are attained, and (3) the
process is compatible with ecosystems.”, as a strategy more and more companies engage in.
Drawing from these seminal works, a strategy for TfL was designed to meet the criteria for
sustainable marketing. First, the customer needs are met by enhancing the transport system
ability to sustain itself by implementing energy-production technologies. Secondly, the
organisational goals are attained by limiting TfL’s financial input and recommending energy-
saving to help the Mayor of London deliver the pledged £16bn of savings by 2021 (Business
Plan, 2014). Thirdly, the proposed strategy is compatible with ecosystems as it recommends
energy-saving and raising awareness on carbon emissions per travel. The idea is also to
address the social pillar of sustainable development by creating a sense of community around
a new project to reuse underground stations and through forums on the application (World
Summit Outcome, 2005). Finally, the proposals follow Magee’s recommendation to find a
way between top-down approaches (framework and policies) and bottom-up approaches
(local initiatives, limited and uncoordinated projects); in other terms, it is about working on
both global and local levels. The idea is to get inspired by global frameworks while creating a
sense of local community around new socio-economic spaces.

Each of these recommendations will now be justified by the relevant social psychology and

consumer psychology theories.

Recommendation 1: improve the energy-efficiency of the London underground
stations

Making underground stations self-sustainable in terms of energy is justified on the
economic, environmental and social level.

Firstly, TfL is London’s single largest consumer of electricity and among the top users in
the UK. It has an annual requirement for the supply of over 1500 Gigawatt-hours (GWhs) of

electricity and is expected to pay £336m to its supplier CCS as part of a 3-year contract (2014



to 2017), a cost which is expected to rise (TfL energy purchasing 2017-2020, 2014). In these
conditions, energy-saving must become a priority. The possibility of energy shortages
depending on geopolitical situation of UK’s energy providers as the network grows is also to
be taken into account, as it constitutes a major exposure. By acting proactively and
developing new technologies to prevent these risks, TfL will appear as a strong and forward-
thinking corporation.

Secondly, the specific technology of kinetic pads was chosen for its interactive potential,
unlike solar panels or other energy producing technologies. It would provide an embodied
experience that would enhance user’s feeling to be involved in energy production and a
sustainable way of life (Minton et al, 2012). This will allow them to express their social
identity as environmentally-friendly individuals (Tajfel, 1989) through the use of TfL
services. Indeed, having a sustainable lifestyle has become increasingly valued and signalled
by consumers. According to signalling theory, inherited from evolutionary psychology, human
beings signal their social status and category, their belonging to a group in order to gain
access to resources (Bliege Bird & Smith, 2005). Following this theory, many brands have
been relying on green marketing, which encompasses all the communications and advertising
techniques which promote a sustainable lifestyle more than a product in itself. The product is
then used by the consumer to signal, or advertise, a particular social identity. By providing an
embodied experience and enabling its users to create energy on a daily basis, TfL will give the
opportunity to users to signal a sustainable and environmental-friendly lifestyle. This will
trigger positive emotions and thus improve their experience of the service provided by TfL

(Gilovich, 2015).

Recommendation 2: transform disused portions of the underground rail network into
social and economic spaces

The objective of this recommendation is two-fold: create social and economic spaces to
enhance brand and launch a London-wide debate to involve users in the project.

The idea is to involve users in a project of great magnitude, which has a potential to
federate and enhance TfL’s values. It would enable T{L to improve its corporate image and
expand its brand narrative by centring it around sustainable and social development. Indeed,
by using Goffman’s theory of impression management (1958), TfL can enhance its ‘self-
presentation’, that is to say the image it gives to the public, and therefore positively influence

the attitude of users towards the company. Although it was primarily designed for human



face-to-face interactions, Goffman’s concept of self-presentation can be applied to corporate
image (Hooghiemstra, 2000). This can be achieved via appropriate communication on the
company’s intention to make its activity more sustainable and invest in London’s future by
creating these socio-economic spaces. Indeed, the selected strategy choses to enhance
corporate responsibility, a notion increasingly valued by consumers (Fuller, 1999). It means
including the environment and communities as stakeholders by reducing the firm’s ecological
footprint and involving users in the transition. Associated with appropriate advertising, these
measure are likely to create a sense of community around TfL and improve its corporate
image (Murphy, 2005).

In addition, communicating proactively - before the installation of a new technology and
the creation of socio economic spaces - can help inform the users that TfL is endeavouring a
sustainable transition. It will change the social representations (Moscovici, 1961) of transport
as being the cause of pollution and urban discomfort: implementing this technology can also
present TfL as being innovative, sustainable and most of all concerned with its users well-
being, which is one of its business core values (Business Plan, 2014)

A last expected outcome is to involve the users in the project by launching a public
consultation. Indeed, findings by Minton at al (2012) show that in the transportation industry,
users want to feel involved before committing to using sustainable transit. By setting up a
public sphere in the Habermasian sense, TfL will collect precious information on its users
behaviour and expectations as well as ensuring their participation in the production

(Bendapudi & Leone, 2003).

Recommendation number 3: change the design of TfL’s journey planner (app and
website) to include green features and structure the community of users

This recommendation is likely to have three well-documented effects on the psychology of
users. Indeed, the use of data such the level of carbon emission and kilocalories spent on a
journey can incite them to use a transportation mode that will best suit them from a health and
environmentally-friendly perspective.

First, by implementing new features which inform users on the sustainability of their
journey, the application and website can provide new affordances that will enable the users to
transform their decision-making. Affordances are defined by Gibson (1986) as a relation
between an object or an environment and an organism, that affords the opportunity for that

organism to perform an action. The concept is mostly used for physical space, but it has



proven its utility for online research as well (Kaun & Stiernstedt, 2014). In this case,
modifying the affordances - or potentialities - of the journey planner will most likely conduct
the users to adopt a more sustainable mode of transportation.

In addition, the aim of the feedback on their daily, weekly or monthly carbon emissions,
associated with a comparison of the carbon emissions had they made the journey by car, is to
nudge them into using more sustainable transportation mode. Indeed, the use of positive
reinforcement acts as an incentive and can influence consumers decisions (Wesley Shulz,
2007). By using the theme of sustainable development and its demonstrated impact on
consumer behaviour, TfL has the opportunity to frame a desired outcome and a sustainable
choice as social norms (Magee at al, 2012).

Lastly, the forums, as open spaces for discussion and exchanging views on sustainable
transport, can provide a means for social influence and boost compliance to the framed social
norms (Cialdini & Goldstein, 2004). The human need for social inclusion will conduct users
to follow the prescribed behaviour and norms. In order to limit non-desired outcomes that
could impair its activity, TfL should always keep a hand on communications in the forum by

issuing official advice based on international regulations and guidelines.

Conclusion

The present essay presented three recommendations to reorient Transport for London
strategy towards a holistic sustainable end. They included (1) improve energy efficiency at
underground stations, (2) transform disused underground tunnels in socio-economic spaces,
(3) redesign TfL journey planner to include sustainable features. These recommendations,
designed to comply with the key principles of sustainable marketing, were justified in the

light of consumer psychology theory.
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