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O1.

Strategy Approach




Waikato Transport - Strategic Masterbrand on a Page

Opportunity

Create a movement system that helps our people, communities, and region thrive by making the Waikato feel more confident,
connected and curious.

Audience

All people and communities of the Waikato

Brand Positioning

Waikato Transport exists to show people they can do more when they use public transport.

Alt: More is possible when you use public transport

Te Ao Maori

Movement is a living force: it creates connection, purpose and possibility.

Brand Impactlidea

Our Movement Powers Potential

Personality and
Tone of Voice

Inspiring. Empowering. Bold. Passionate. Confident. Authentically Waikato.
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Naming Approach




Naming Territories we Considered

Our Movement Powers Potential

Rational and Descriptive
Names that either directly
reference our service and what
it does for the Waikato. Names
that are easy to abbreviate

Leverage Our Place
Names that speak to the
strategic idea of powering
potential for movement across
the Waikato Region.

Unique and created
Made up name that reference
key benefits or relative
experiences of what we do.
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Option Waikato Transport
WT or WKT

Rationale

-> Follows international convention

-> Leads with Waikato — acknowledging the Rohe (region), its
whenua, whakapapa and reference the awa as the foundation
of identity and movement.
Transport keeps it open to more modes than just buses or
shuttles on the road currently
Acronyms are easy to say and remember

Web Narrative Test
www.waikatotransport.nz

www.waikatotransport.co.nz Waikato Transport has confirmed changes to several bus routes in
WWW.WE.govL.nz the region after positive feedback from recent a recent consultation
www.waikatotransport.govt.nz L L

Council to check govt domains process. WT says the updates will improve reliability and better

connect growing communities.
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Option 2 Transport for Waikato
TfW

Rationale

-> Follows international convention

-> States that the organisation is 100% dedicated to the
Waikato region only

=> Transport keeps it open to more modes than just buses or
shuttles on the road currently

=> Acronyms are easy to say and remember

Web Narrative Test

www.transportwaikato.nz ) . .
www.transportwaikato.co.nz Transport for Waikato has confirmed changes to several bus routes in

WWW.WE.govL.nz the region after positive feedback from recent a recent consultation
www.waikatotransport.govt.nz Lo R
Council to check govt domains process. TfW says the updates will improve reliability and better

connect growing communities.

©Special




Shortlisted Names

Waikato Transport

Transport for Waikato

Acronyms
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Visual ldentity
Immersion




Visual Identity

Creating an identity that works

The visual identity will be designed from the ground up, informed by
on-the-ground wayfinding research and system recommendations.

Its role is practical: to build trust and recognition, simplify the user experience,
and unify the network under one clear identity. Our intention is for the identity
to reflect the Waikato region, support WRC's Passenger Experience Roadmap,
and ensure the identity system is adaptable for future growth.

Every element will be designed to strengthen clarity, confidence and
long-term network performance.
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Wayfinding Snapshot Observations

The network isn’t clearly
organised

Information hierarchy is
inconsistent across stops, maps
and vehicles. It's not always
obvious how routes relate to each
other or how the system fits
together.

The network lacks
a clear identity

Branding varies between hubs,
stops and buses. This reduces
recognition and makes the
network feel fragmented rather
than unified.

Information at stops is
incomplete

Direction of travel is not
consistently clear. Users often
need to double-check which side
of the road or which service to
catch.

Route variations add
unnecessary complexity

Multiple branches and exceptions
increase cognitive load.
Passengers must interpret
variations before they can be
confident they’re on the right
service.



Key Wayfinding Recommendations

Five key recommendations are proposed to better meet user expectations of a bus network, to optimise usability and functionality.

Information Hierarchy

Redefine the information hierarchy based on a typical transport network model so
information can be suitably categorised and expressed to users.

Nomenclature,
Terminology

Remove all sub-brand naming, and look to utilise sector standard conventions for service
types and routes. Names should be highly functional and ideally provide some context to
users as to what they are / do.

Visibility

Dial up brand presence across all network touchpoints.
Visibility and consistency builds trust in the network.

Usable Information

Ensure information is readily available, context rich at all network touchpoints. Consistently
applied across physcial and digital experiences.

Routes

| N N N N

Review routes inline with the implementation of the nominated system principles and
strategy. look to reduce complexity, variants, and exceptions to routes to improve how
they are communicated and comprehended by users.
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System Principles Recommendations

Drawing on insights from best-in-class bus network information systemes, it is recommended these principles be considered:

Use clear, concise language, Avoid unnecessary jargon or overly technical terms,
Information should be easily scannable at a glance.

C > Clarity & Simplicity

Apply consistent branding across all physical and digital touchpoints, Consistent naming
and numbering for routes, stops, and hubs, Align digital and physical information so users
experience the same system throughout their journey.

C ) Consistency

Signage should be readable from a distance and under different lighting conditions.
Use high-contrast colours and legible type, Prioritise key information (e.g., route number,
destination) over secondary details.

( ) Legibility & Visibility

Organise information so the most important guidance is immediately visible, Use a

Predictable Hierarchy structured hierarchy, Reinforce this hierarchy consistently across all touchpoints.

Support wayfinding with clear directional cues, maps, and route information, Include
landmarks, hub layouts, and multimodal connections where relevant, Minimise
decision-making complexity at stops and interchanges.

< ) Intuitive Navigation

Information must be accessible to all users, including people with disabilities, Consider
colour-blind friendly palettes, audible announcements, and multilingual support.

| N N N N N

( > Accessibility
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System Principles Recommendations

Drawing on insights from best-in-class bus network information systemes, it is recommended these principles be considered:

Real-Time & Accurate
Information

Provide up-to-date service information, delays, and disruptions, Synchronize digital
systems (apps, websites) with physical signage where possible, Ensure ETAs and
timetable data are reliable and easy to interpret.

< > Scalability & FlexibilitD

The system should accommodate future network growth or route changes, Design
modular sighage and templates that can be easily updated, Ensure digital systems can
integrate new services or technologies.

Redundancy &
Reducing Friction

Provide multiple ways for users to access the same information (signs, apps,
announcements), Avoid gaps in information that can confuse users, Ensure critical
wayfinding cues are repeated at key decision points.

Brand Alignment

Signage and information presentation should reflect the network’s brand identity, Reinforce
trust and confidence through professional, cocherent design.

( ) Route Simplicity

)
)
)

Minimise route complexity, exceptions, and variants. Ideally, routes are consistent: the
boarding and alighting points are the same, path of travel does nct change, and schedules
are consistent within defined time periods (e.g., peak, off-peak, and weekend).
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Examples of assets that will form parts of the visual brand identity

1007: PURE
NEW ZEALAND

~— LANDER

Symbol/ , Pattern | +
logomark | Language | YPoSraphy » Imagery
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Brand Next Steps

Developing the Brand Identity System

We are now progressing into concept development of what the new network
brand identity will look and feel like.

This phase will translate the strategy, an endorsed name and wayfinding
insights into a practical visual brand identity system that works across
vehicles, stops, signage, digital platforms and communications.

Concepts will be tested with users to validate clarity and ease of use before
finalisation. All elements will be assessed for usability and cost-effective
implementation to ensure a durable, future-ready brand identity.

Special looks forward to presenting the developed concepts and
demonstrating how the brand will work in practice across the network.
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Project Blueprint | Waikato Transport

Core purpose of the project
Articulate the why and what we stand for. Structured around six core phases ensuring both creative excellence and commercial clarity at every stage. And establishing a clear plan to implement.

SEP

Introduction
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. . VS 5. Asset
1. Start-Up 2. Discovery 3. Strategic Positioning 4. Brand Development Creation 6. Close-out
Management Session Uncover not only what Analyse the discovery Master Reference Name + Brand Line Tone of Voice (TOV) Establish the visual style Implementation Plan
Discuss proposed approach passengers need, but what phase to strategically Documents Presentation of 6-8 Develop the brand tone of for communications and Scoping and build of a
with WRC. Prepare service they should think, feel, and position the brand. Create Build: Transport Mode. potential names with voice that can flex across examples of how this simple activity framework
deli I d believe when abrand positioning and = P . rationale and top-line audiences while reinforcing brand will be applied on toimpl it the brand
EIE e Audience Breakdown, checks. Allowance for ne a consistent feeling © Implement the brand.
rogramme. encountering the brand. value proposition 5 s . 8. different assets/ » .
progi Journey Mapping. additional round. Generation - Requiring collaboration
document with insights ; . collateral. quiring
of the supporting brand line . . with the Special
- q Research and recommendations. ) on hame selection. Design Identity  Special .
Kick-off Session : o Brand Architecture Development of the full inalisati production team and wider
4hr session with lead team Review material /insights. Clear articulation of the \dentity . brand based on th Brand Finalisation parties.
and Special working group Explore parallel brands. Brand Strategy o lentity Immersion rand system based on the Allowance for 2 rounds of
g Deep dive into the public Workshop proposed organisation of Development of system preferred design territory refinement. - Planning of the marketing
a gt X ) each transport mode. principles, with the strategy with key brand assets; activity to ensure the new
On-site Inmersion [kl glelit S5 liole Presentation of findings and and name in mind, to inform system logo, colours, s g - strategy is executed
. up to 3 strategic territories. - the visual identity and . Guidelines & Delivery "
4hr tour to experience the o Benchmarking i oat typography, iconography, against.
Waikato T ¢ Network 11x Interviews > application tests. photography approach, Consolidation of all
aikato fransport Networ e Brand Si Visual mood boards of up to i approved strategy, ToV, - Agreement of
(WTN). Stakeholder insights and rand Strategy " motion approach, sonic pp 8y, ToV, gl
. e i 8 brands (inand out of . " brand assets and workstreams. Alignment of
needs/wants. Finalisation of the Manifesto approach. To come to life on . Alig
category) to workshop. PP F isation of
& Brand on a Page. And how - 8-10 agreed application touch-points. Approx scolpe. ormallsa‘no'n of
this applies to our (print, digital, layout 80-100 pages and up to 50 estimate(s) and timings.
6x Focus Groups audiences. Namlﬂgl Identity Brief framework, motion, fleet/ assets. 1 hour induction Implementation of the
To further understand the A succinct summary. merch, wayfinding, brand over 1year
audience needs. partnership).
The tasks may not be linear and will bleed into each other Research Third Party
To stress-test the Asset creation - ideally
identity before launch. working locally.
Brand Strategy S Brand Identity
e Name Validation idati
Validation Council Validation
Council unel Council
Brand Strate Sy Brand Identit; Final Brand
g 2y Name Validation s Bty
Validation Mana Whenua Validation Validation
Mali Mana Whenua Mana Whenua
N
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