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Section 2 
Pasadena Department of Transportation

The mission of the City of Pasadena Department of Transportation (PDOT)  is to achieve the safe, efficient, and convenient 
movement of people and goods throughout Pasadena. This mission balances land use and transportation to create a 
livable community in which cars are not necessary to travel within the city. PDOT consists of five distinct divisions: 
Administration, Traffic Operations/Engineering, Parking Services, Complete Streets, and Public Transit. Each division 
houses many programs and initiatives that support safe mobility for the well-being of Pasadena residents, visitors and 
businesses.  

PDOT leadership has recently realized that, as is the case with many public agencies, the general public is not familiar 
with the various programs, initiatives, and daily responsibilities handled by the department.  PDOT also realizes that 
the community would like to better understand progress in the department.  In the past, PDOT has attempted to 
communicate with constituents about PDOT’s programs and has the desire to achieve greater participation and response.  
For the most part, PDOT is doing an excellent job managing traffic, public transit, parking, and complete streets. The 
community, however, is generally unaware of these activities until something goes wrong. When a problem arises, such 
as a prolonged signal light, lack of parking, or even the enforcement of parking tickets, the community is suddenly 
motivated to communicate with PDOT, but is not quite clear on the best method to connect with the department.  
PDOT has a deep desire to communicate with and educate the general public, but the lack of a public communications 
program within PDOT is evident.   PDOT generally wants to improve people’s lives by providing a safe and efficient 
transportation experience for all of those who live in, work in, or visit Pasadena, and a robust communications 
strategy would help support this vision.

Introduction
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For these reasons, PDOT acknowledges the need for an 
outward-facing communications strategy, one that would 
provide a unified brand messaging framework for the 
department’s programs and initiatives.  Allegra Consulting, 
Inc., a Pasadena based communications firm, was hired 
by PDOT to develop this  communications strategy, which 
will include key messaging, brand management, and 
overall direction. 

The Allegra Team has divided the communications strategy 
into 6 phases, beginning with Research and Foundation.  
This first phase consists of conducting key stakeholder 
interviews, understanding brand architecture, developing 
a touch point matrix, refining positioning, and developing 
strategic messaging points. 

The Importance of a Brand Identity 
and what it can do for PDOT

Developing a strong brand identity and key messaging 
statement is an extremely important factor in 
communications success.  Effective branding will 
build PDOT’s reputation as a transportation leader, 
make the department stand out from competitors, 
and protect the department’s values while attracting 
funding for planned projects. A brand is more than 
just a logo or visual element, but rather a cohesive 
concept that communicates business personality and 
shapes customer perceptions.  PDOT’s brand should 
project the expectations and promises they extend to 
their customers. These expectations include quality 
of customer service, reliability, and trustworthiness. 
Creating a strong brand identity supports trust and 
loyalty not only from users, but also from those who 
do business with PDOT, including grant funders.   
 
A strong brand identity will also help PDOT’s 
audience differentiate the department from other 
transportation agencies. Utilizing a brand strategy 
well can also positively influence community support 
of new projects.   A professionally developed brand 
and unified messaging platform conveys stability, 
commitment, and pride. 

Introduction
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Section 3 
Pasadena Department of Transportation

PDOT Programs | Brand Architecture

The following information graphic shows the various departments and initiatives within PDOT.

PDOT 
Administration Division

STAFF: 

Norman Baculinao 

Joaquin Siques

Alberto Felix

(626) 744.8723

•Adaptive Traffic Signal Control
•Systematic Pedestrian Safety 

Analysis
•Connected Corridor Management
•Travel Time Annual Report Card

Parking

STAFF:

Jon Hamblen

(626)744.7463

•Parking Enforcement 
•Parking Citations 

•Parking Meter Operation
•Parking Permit Sales

•City-Owned Parking Facilities 

Complete Streets

STAFF:

Mike Bagheri

Richard Dilluvio

Arim Kheirmand

Conrad Viana 

Juliana Iturrizaga 

(626) 744.7464

Transit 

STAFF:

Valerie Gibson

Sebastian Hernandez

Britt Card

(626) 744.4055

•Pasadena Transit Bus Service
•Dial-A-Ride

•Rebranding Efforts
•Short Range Transit Plan 
•Dial-A-Ride transition of 

membership
cards onto the Metro 
Senior/Disabled TAP

•Transition from paper transfers to 
the TAP card

 Traffic Operations

•

e Streets

AFF:

Bagheri

Dilluvio

eirmand

d Viana

turrizaga

44.7464

•Complete Streets
•Form Based Street Design 

Guidelines
•Bicycle Transportation Action 

Plan
•Cordova Street Road Diet and 

Bike Lane Improvements
•Union Cycle Track

•Regional Bike Share Program
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The City of Pasadena is experiencing exciting growth in a number of areas.  With the changes in housing and the 
fluctuations of a diverse population, PDOT must find innovate ways to keep traffic flowing and people safe while 
walking and biking around the City.   In 2021, our City is expected to have 165,423 residents, and Pasadena’s draw as a 
destination keeps a constant influx of 2 million visitors moving throughout the City annually.  PDOT aims to serve these 
needs through a range of transportation services. 

The City of  Pasadena currently has a population of approximately 159,052, provides over 100,000 jobs within its 
boundaries, and is visited by millions annually.  Pasadena is located in the diverse San Gabriel Valley about 10 miles 
northeast of downtown Los Angeles, and encompasses a total of 23 square miles.  Pasadena is a popular destination, and 
has an economy known for thriving employment centers, diverse arts and entertainment, commercial activity, academic 
research, recreational facilities, and medical centers. Pasadena, a model city, is becoming even more community centric, 
and a place where people are comfortable with walking and biking rather than driving.

Source; Pasadena Convention and Visitor Bureau, Nielsen Pop Facts

Pasadena
Aggregated Demographics 

6
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The Following is a snapshot of aggregated demographics for the City of Pasadena. 

Source:  Nielsen Pop Facts Demographics, Report Run Date June 9, 2016.  
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Demographics 
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Source:  Nielsen Pop Facts Demographics, Report Run Date June 9, 2016.  
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Mode of Transportation

Source:  Nielsen Pop Facts Demographics, Report Run Date June 9, 2016.  



Section 4 
Pasadena Department of Transportation

10

P A S A D E N A

Travel Mode by Zip Code 

Source:  Nielsen Pop Facts Demographics, Report Run Date June 9, 2016.  
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Travel Mode by Zip Code

Source:  Nielsen Pop Facts Demographics, Report Run Date June 9, 2016.  



12
1212

Allegra Consulting, Inc. conducted stakeholder interviews with twenty key stakeholders between June 
1st and June 9th, 2016.

Section 5 
One-on-One Key Stakeholder Interview Summary 

• Better understand PDOT’s five divisions, programs, capabilities, and image. 

• Provide a snapshot view of the external and internal stakeholder perception of PDOT.

• Identify brand personality, character traits and department strengths.

• Establish a reasonable concept for the noble purpose and ambition of PDOT. 

• Determine commonalities for brand architecture and alignment.

The purpose of the interviews was to:

12
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The number of stakeholder interviews conducted was 
not intended to be all-inclusive.  These interviews are 
a qualitative data-gathering tool intended to facilitate 
the creation of a unified messaging framework. 

Section 5
Pasadena Department of Transportation

1-on-1 Interview Summary 
 The information gained in these interviews is being 
used to identify common themes and develop 
positioning statements as a springboard to a unified 
messaging framework.

Key Stakeholders engaged in this process include, 
but are not limited to the following:

This framework should encapsulate the programs and 
initiatives when reaching out to the broader public. 
Internal stakeholders are those considered employees 
within the PDOT, and external stakeholders are 
residents/constituents of Pasadena with a direct 
connection to PDOT, such as a member of the 
Transportation Advisory Board. External stakeholders 
are interested in improving mobility around the City 
and provide important insights on how the PDOT is 
viewed from the outside.

Two styles of interviews were conducted, including in-
person interviews and individual phone interviews.  
The interview style was determined by several factors 
including the location of the stakeholder and their 
schedule availability. 

Interview questions were developed to gather 
information on PDOT’s capabilities, customer service, 
public image, brand personality, purpose, ambition, 
and to better understand how PDOT would like to be 
perceived by the general public.

•Transportation Advisory Commission

•Complete Streets Coalition

•Pasadena Playhouse District

•Old Pasadena District 

•Pasadena Traffic Operations 

•Pasadena Parking Division

•Pasadena Complete Streets Division

•Pasadena Transit Division 

•Regional Transit Organizations (LADOT and MTA)(Themed Outreach Flyer)
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Stakeholder 
Interviews 
The following section provides a summary, reflecting 
common statements. 

We established that all of the stakeholders we interviewed 
either live or work in Pasadena. Of the 20 people interviewed, 
12 reside in the City while 10 work for the City of Pasadena. 
The average number of years working for the PDOT is 8.35, 
and average length of residence in Pasadena is 10.125 years. 
All of the stakeholders interviewed were passionate about 
providing valuable feedback throughout the interview 
process, and have a sincere desire to provide safe transit 
options for people. 

Capabilities

The internal and external stakeholders interviewed are well 
qualified for their assigned role within PDOT. Most of the 
internal stakeholders have been working in public or private 
transportation for more than 10 years and bring a wealth of 
knowledge and experience to the Department.  The external 
stakeholders are residents of Pasadena and work to provide 
oversight while contributing broad-base knowledge on 
transportation initiatives, regional developments and local 
insight. 
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Stakeholder 
Interviews 

Section 5
Pasadena Department of Transportation

Stakeholders emphasized the need to highlight options such 
as walking, biking, riding on Pasadena Transit, and utilizing 
Metro to travel regionally.

When asked what are they trying to achieve, the 
stakeholders seemed to be on the same page, citing 
safe, reliable transit options for residents, businesses and 
visitors.  In many conversations, the topic of transitioning 
motorists from their private vehicles to public 
transportation was central. Stakeholders emphasized 
the need to highlight options such as walking, biking, 
riding on Pasadena Transit, and utilizing Metro to travel 
regionally. PDOT is focused on creating a livable city 
where a car is not a required form of transportation.  
The Department is realistic and understands that 
transitioning people from cars to public transit will take 
time.  

Another theme emphasized was that the strengths 
of PDOT begin with its leadership. Almost all of the 
interviewees (internal and external) stated that the 
Transportation Director brings a clear vision to the 
department, supported by a high level of integrity, 
professionalism, and an innovative mindset. This 
standard of excellence is also found in division 
managers and their respective staff.  PDOT staff have a 
reputation for being a talented, knowledgeable, smart 
group of people with a deep level of commitment to 
PDOT’s mission.  The culture within PDOT emphasizes 
caring about Pasadena citizens and providing first-rate 
customer service regardless of the situation. Additional 
strengths within the Department are  honesty, going 
beyond the call of duty, remaining open-minded, 
progressivism, and being conscious of the impact of 
decisions on other projects or programs.  As compared 
to other cities, PDOT is considered to be very responsive 
to the community and has the ability to attract and 
retain highly qualified staff.   PDOT leadership and staff 
is known for bringing new and innovative pilot projects 
in the area of transportation.

Interviewees provided some examples of weaknesses 
within PDOT:  

Recent turnover within the department, you lose a 
lot of experience

Age gap between leadership and newer staff 
members

Length of time it takes to get projects completed

Projects take forever! Time constraints, they can’t 
move fast enough

Time delay and inability to communicate with the 
general public

Divisions can get siloed at times

Mid- to lower- level staff is not in the communication 
loop at times

Specific to parking, customer service is a challenge. 
Getting staff to understand that they still need to be 
pleasant when interacting with the general public

Some of the City Council Members may not 
understand transportation topic and implications

The inability to say no, which then leads to resources 
being spread too thin

Lack of funding. It’s very competitive and the most 
recent grant efforts haven’t been as successful

Gap between vision and political will/community 
awareness
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Pasadena Department of Transportation

PDOT should have clarity of purpose, but don’t communicate 
why people should change

PDOT needs to be better at tooting its own horn

PDOT has a lot going on – they haven’t done well getting the 
message out to the community

Many times the message comes across desperate and reactive

Lack of support from other Pasadena Departments

Some people want traffic to move faster and some people 
want traffic to move slower

PDOT has many projects and staff is spread very thin.  They’re 
always chasing things

Getting the political will to further the PDOT’s agenda

The need for more transparency and engagement with the 
commission

Don’t have parking meters that accept credit cards in Old 
Town Pasadena

18 months behind on the launch of bike share. Other cities 
have bike share (Subject to Metro’s funding schedule) 

Parking enforcement is an issue in Pasadena.  A website is up 
called www.pasadenaparkingsucks.com 

Yelp.com reviewers are unhappy about Pasadena parking 
enforcement

PDOT should work to change the mindset of our car-
dominated society 

Too dependent on having to work with Public Works

Not enough staff

Zoning codes impact PDOT being able to move forward

Pasadena DOT is special and unique because 
many cities do not have their own freestanding  
transportation department.  At one point, PDOT 
was a division under Pasadena Public Works, 
but now functions on its own.  Pasadena DOT 
has a track record of being innovative, from the 
scrambles in the Old Town intersections to the 
parking meters and realtime bus tracking.  This 
innovation is driven with the mindset of moving 
people safely around the community. Being a 
smaller department allows for ground-breaking 
enhancements on many levels within public 
transportation. Several interviewees commented 
that the staff is not what you would consider the 
typical 8-5 government employees. Staff has a 
dedicated approach, focusing on getting the job 
done, while providing excellent customer service. 
Having experienced transportation leadership 
and knowledgeable staff at the helm gives 
the department an edge on many issues. The 
Department also stays up-to-date on the national 
and state conversations around transportation, 
which supports informed decision making.  



Header 
Pasadena Department of Transportation

17

Section 5
Pasadena Department of Transportation

Pasadena DOT is different than other cities because they 
retain a high level of expertise among staff, and the staff is 
aware of transportation problems that need to be resolved.  
Several interviewees stated that Pasadena as a city  is looked 
at for its leadership role in sustainability, livability, activity and 
transportation. Pasadena is often compared to cities such as 
Santa Monica because of the light rail, and the pedestrian and 
biking community. Both Pasadena and Santa Monica have the 
latest in transportation technologies.  
Interviewees said that PDOT is far more 
advanced than cities such as Burbank 
and Glendale, but behind Los Angeles 
in the area of technology.  PDOT has a 
better customer service response than 
Los Angeles DOT.  Los Angeles DOT has 
vast resources, unlike PDOT.   Other 
agencies and cities such as San Gabriel 
look to Pasadena and say, “What did 
Pasadena do? Maybe we should do 
that.”   

When asked the question “How do we 
get people out of their cars, walking 
and biking?” interviewees responded 
that PDOT must reprioritize the 
pedestrian experience. This includes 
creating a walking culture where the 
sense of discovery extends to every 
age.  Not only should walking be safe 
for pedestrians, it should also be interesting. Interviewees 
also emphasized that public education and major culture 
shifts needs to be at the forefront of PDOT’s vision.  Cars are 
central to the rules governing how PDOT builds and operates 
transportation, and many interviewees stressed the need to 
break these rules, putting  pedestrians and cyclists first when it 
comes to improvements and infrastructure. According to many 
interviewees, our society is too car-centric and PDOT must 
continue to work to change behavior across all fronts.  This 
includes thinking about multi-modal design and engineering, 
and fostering awareness in our residents and visitors.  Pasadena 
is becoming more well-known as a walkable/bikeable city, and 
continued development on these fronts would bring great 
benefits. 

Customer Service

Regarding technology and how PDOT can make 
better use of technology in transportation, the 
interviewees felt strongly that PDOT is on the 
cutting-edge, but still has room to consider new 
options. Current progressive projects include a 
cutting-edge traffic management center, and 
new Pasadena Transit realtime travel tablets, 
which were installed during the interview period.  

These realtime tablets allow for transit 
riders to engage with a tablet at bus 
stops and see exactly when their bus 
will arrive. Video cameras were recently 
installed on Pasadena Transit as well, to 
help with safety and resolving conflict 
issues.  The video cameras are not live 
feed, but they do provide PDOT with a 
visual history of what’s happening on 
the buses. There are other technologies 
under negotiation such as a “Green 
Driver” web-based app that lets drivers 
know when red lights are about to 
change.  This technology would be 
applicable to BMW and other German 
automobiles providing cues to maintain 
flow.  PDOT is also in the process of 
creating a realtime travel system on 
all main corridors which is invisible to 
motorists using live traffic data.  PDOT is 
using an adaptive traffic control system 

and the state’s performance/evaluation and 
management system.  PDOT recently contracted 
for IMPES – a performance measuring system 
that allows the Department to see realtime 
information from Bluetooth and Wifi on traveler’s 
smartphones. The data captured this way allows 
the department to make informed decisions. 
PDOT also looks at travel times both historic and 
current to automate a report card system.  PDOT is 
working on implementing a peer-to-peer shared 
parking platform this fall, and looking at a license 
plate recognition system. 
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Pasadena Department of Transportation

The parking division utilizes an effective Citizen Service Center, a  website/app on which residents can file complaints 
about a parking issue in their neighborhood, a prolonged stop light, a bus incident, or any negative issue around 
transportation.  PDOT can manage how efficiently the issue/complaint is tracked and resolved. 

When asked what barriers and opportunities PDOT 
sees for providing an integrated transportation 
system, respondents said that people are resistant 
to change when it makes them feel uncomfortable.  
It can be a challenge to enhance a different mode of 
transportation, or change a business model without 
business owners worrying about driving customers 
away. Funding, Public Works, and getting information 
out to the public seem to be consistent barriers to 
creating an integrated PDOT.  The City has many 
parking resources, but many are privately owned.  
PDOT is concerned that if the City launches a public 
parking app, it won’t show spaces in the many private 
parking lots throughout the city.   This garage parking 
app needs to be well thought out, and implemented 
strategically.

Other barriers are as follows: 

•A lack of understanding of what PDOT does and what 
they’re trying to accomplish

•City politics can get in the way of progress

•Educating the general public and helping them to 
embrace a new and better process

•For this day and age, the City’s (PDOT) website is 
outdated

•The City does not celebrate its accomplishments 
like other cities.  An example would be, if other cities 
put in a bike lane, there’s a ribbon cutting ceremony/
video on their home page

•Older people don’t appreciate the needs of the 
younger demographic (millennials)

•Lack of a shared technology platform that would 
allow staff to interact with other divisions and 
access needed information

Other Technologies that interviewees suggested 
are: 

Parking App

Better Social Media (PDOT currently has a passive 
Twitter account)

Website is too static (just revamped and not very 
good)

Parking Technology to show drivers when lots are full 
or where there are available spots (space-available 
markers)

A way to count pedestrians and cyclists.  There seems 
to be no hard data

A system to measure pedestrian comfort while 
walking on sidewalks

Technology to measure the noise levels (Arroyo Pkwy. 
is noisy. Noise can affect how long someone is willing 
to stand or wait in an area.)

Technology that would allow PDOT to better 
understand how the interface of the street is working 
for everybody

Improvements for ZipCars – PDOT has contracted 
with ZipCar, however the reserve spaces have not 
been painted and other drivers park in these spaces



Opportunities:

More people are visiting the city

Pasadena is a friendly city

Younger generation is choosing different modes of transportation

More seniors are using Dial-A-Ride

People are moving into the central districts

We can educate the people on what we are doing for them 

People can sometimes see that their tax dollars are being put to good use

More people are walking 

People move to Pasadena for mobility, don’t want to drive in the LA traffic

Pasadena is multi-cultural, multi-economic 
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We asked the interviewees if traffic has improved or worsened here in Pasadena as compared to other 
similar cities. 

•With the drought and potential brownouts, it doesn’t make 
sense to add more people. There isn’t enough parking to 
manage the new incoming people

•Travel time and vehicular traffic conditions are better 

•Pedestrian environment is getting better

•Bike infrastructure could be better 

•There’s a morning and evening rush, but it’s normal

•Much better, there’s a transit infrastructure that works

•Mobility options are available, flexible, and good

•Pent-up demand for a good biking infrastructure 

•Improved because of the Gold Line Stations

Responses were: 

•Overall, it’s much better

•We aim to increase mobility in a safe manner

•Better, more options are available today

•Relatively low level of traffic congestion 

•Accessibility is high

•PDOT has the luxury of working with Metro, 
they’re a huge asset for the department

•You can live in Pasadena without a car and get 
around easily

•The new construction/developments attract 
more and more people to come here
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What the brand does, services that delight customers, performance standards

Brand Traits (Persona)

• Move people and goods safely and efficiently through the city

• Enhance and balance safety and mobility

• Safe public transportation choices for residents, visitors, and businesses

• Consistently deliver a safe street system that’s useful for everyone

• Guide the community through public transportation changes

• Responsive customer service 

• High quality public transportation services 

• Ensure access to all parts of the city, for ALL people in the city

 Convenient transportation, less stress
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Personality

Brand personality is a set of human characteristics that are attributed to a brand name. A brand personality is something 
to which the consumer can relate, and an effective brand will increase its brand equity by having a consistent set of 
traits. This is the added value that a brand provides, aside from its functional benefits.  The following is the way the PDOT 
is currently delivering brand personality, capabilities, style, tone and human traits.

Creative

Big Picture Thinkers

Adaptable, Conscientious – staff wants to make a 
difference in the lives of people

Dedicated, Committed

Togetherness as a team

Nuts and bolts infrastructure, keeps a low profile

The guys in the back room 

Beige, not a big personality like Metro 

Best kept secret, hidden gem

Frame of the City, hidden infrastructure

Bipolar (Traffic/Parking)

Moves Slow, Passive 

Understaffed

Need to be more strategic

Parking is all about the revenue and heartless

Under the radar 

Provides superior public transit services, but invisible

Innovative

Excellence, Safety 1st, Friendly, Caring to the community

Caring and Helpful – Customer Service

Progressive, Cutting Edge

Experimental, Pioneering 

Consistent, Professional

Community-Focused

Thorough, Responsive

Likes new ideas

Technically sound, follows best practices

At the forefront; mobility and dedication

Smooth Operations

Aggressive Parking Operations

World Class City

Productive
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Internal Culture and Values

Core Beliefs, What the brand will never compromise on

•Safety 
•Policy is set by council
•Getting around the city without a car
•Access
•Customer Service
•Striving for Innovation
•New ways of doing things
•Pedestrian Safety
•Being proactive
•Anticipating problems
•Public Ethics
•Integrity
•Professionalism

Shared Values and Community 

Ideas that both the customer and brand agree are important 

•Build and support the infrastructure that keeps our City thriving
•Transportation that supports residents so they don’t have to drive
•PDOT can influence and impact all mobility experiences – walkers, drivers, visitors
•It’s about the total transportation experience 
•Feeling comfortable being mobile
•Customers are not unhappy, but they would like to know more of the reasons for what the Department does with 
resources
•Residents are not included in the decision making process
•In general, residents are satisfied with PDOT services
•People (including the mayor) want to ride their bikes on the streets, but don’t feel safe
•Seniors like the Dial-A-Ride system
•Locals think highly of the new Pasadena Transit rebrand and new buses
•Convenient mobility options
•Seamless and safe 
•Being connected to different cities
•Providing mobility options for people who can’t afford a car
•Working on a bike infrastructure and making it safer for pedestrians 



Section 6
Pasadena Department of Transportation

23

Aspirational Self Image

What using the brand tells others, how customers want to be seen when using the brand

•Getting people somewhere in a reasonable amount of time
•Transportation lets people enjoy their lives here in Pasadena
•Parking – making sure parking is available to everyone 
•Riders are safe while walking, biking, or using Pasadena Transit
•Making the transportation experience better for the person using the street
•If traffic doesn’t grab someone’s attention, does not occupy a portion of their day, it’s a good thing
•Improve life so people can focus on whatever they want to do
•Providing the general public with access and transportation choices, safely
•Livability with respect to the things we normally take for granted
•Citizens don’t notice the services until something goes wrong
•Some citizens are negative when having a bad day or receiving a parking ticket
•We actually make it possible to get around without a car
•General public feels that PDOT is responsive and does great work in signalization and how they analyze safety
•PDOT is state-of-the-art is certain ways
•PDOT hasn’t been successful finding competitive fund services like grants, etc

Noble Purpose

Larger goal or cause brand aspires to serve, ambition, future of the department

•To be a Model City
•Active steps and realistic goals to get there
•Increase mobility 
•Complete Streets
•Adapt and Evolve 
•More emphasis on bikes and pedestrians
•Make the City a safer place to get around
•Creating better access to destinations in a safe and comfortable fashion
•To make Pasadena greener
•More seamless, less compartmentalized
•Excellent customer service and innovation
•Modern technology 
•Minimize the number of vehicles moving back and forth
•Connectivity working in all types of modes
•To be like Seattle or Portland in ten years
•When you think of walkability, you think “Pasadena”!
•Improving the quality of life
•Assure that the City is livable for our residents
•Traveling door to door should be faster and more efficient than driving a car
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Capabilities

What the brand does, services that delight customers, performance standards

•Move people and goods safely and efficiently through the city
•Enhance and balance safety and mobility
•Safe public transportation choices for residents, visitors, and businesses
•Consistently deliver a safe street system that’s useful for everyone
•Guide the community through public transportation changes
•Responsive customer service 
•High quality public transportation services 
•Ensure access to all parts of the city, for ALL people in the city
•Convenient transportation, less stress

Personality

The way the brand delivers its capabilities, style and tone, human traits

•Under the radar 
•Provides superior public transit services, but invisible
•Innovative
•Excellence, Safety 1st, Friendly, Caring to the community
•Caring and Helpful – Customer Service
•Progressive, Cutting Edge
•Experimental, Pioneering 
•Consistent, Professional
•Community-Focused
•Thorough, Responsive
•Likes new ideas
•Technically sound, follows best practices
•At the forefront; mobility and dedication
•Smooth Operations
•Aggressive Parking Operations
•World Class City 
•Productive
•Creative

•Big Picture Thinkers
•Adaptable, Conscientious – staff wants to make a 
difference in the lives of people
•Dedicated, Committed
•Togetherness as a team
•Nuts and bolts infrastructure, keeps a low profile
•The guys in the back room 
•Beige, not a big personality like Metro 
•Best kept secret, hidden gem
•Frame of the City, hidden infrastructure
•Bipolar (Traffic/Parking)
•Moves Slow, Passive 
•Understaffed
•Need to be more strategic
•Parking is all about the revenue and heartless
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New technologies have radically changed how consumers engage with brands.  Consumers often connect 
with brands via multiple touch points such as websites, mobile apps, ads, social networks, printed media, 
signage and various face-to-face services.  People hold public agencies and organizations to high expectations 
to deliver experiences that are consistent on all platforms, and to complicate it further, consumers are more 
demanding than ever and expect to be able to choose freely when and how they interact with products and 
services.  As we move forward, it’s critical for PDOT’s  brand experience to be consistent when consumers are 
engaged. 

Touch Points are built on the notion that every touchpoint – or interaction between the customer and the brand 
- has certain built-in properties that makes it more or less suitable  for different interactions.   Furthermore, 
customers desire to see a consistent brand identity, messaging and experience when they engage with PDOT’s 
brand.  

It’s not about traditional or digital media.  It’s ALL about the experience.

Brand Touch Points



Pasadena Department of Transportation

26

Section 7
Pasadena Department of Transportation

26

Consistency is everything, and having too many logos, colors, graphic elements and messaging displayed across 
different platforms (web, social media, printed collateral, etc.) may hinder the message and make it more difficult for 
PDOT to gain traction with promoting mobility programs.   As we reviewed PDOT’s existing collateral materials our 
branding and design team noticed that PDOT is using an official seal and the recognizable Pasadena rose logo.  There 
seems to be very little uniformity for each marketing piece as provided by PDOT.  Our team noticed that there are 
a variety of materials with mixed messages, graphics, imagery and stock art.  PDOT can benefit from a consistent 
branding and design overhaul, where the messaging, key graphics and relatable imagery are cohesive and drive 
the consumer to a desired platform and or point.  The following thumbnail images are media currently being used 
and distributed by PDOT.  Our branding objective will be to provide an organized marketing and communications 
program.  

Company Website

Company Website

Online Reviews

Tv & Radio

Print Ads

Email

Social Media

Community 
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Printing & Media
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Brand positioning statements function as a concise version of an organization’s mission.  Positioning statements are 
simple, memorable concepts, tailored to your target market.  They should provide an unmistakable and clear picture 
of your brand that sets it apart from competitors.  More importantly, the positioning statement should be credible and 
support the expectation that you can deliver on your brand’s promise. Great positioning statements for the PDOT will 
allow PDOT to evaluate whether marketing decisions are consistent with the PDOT brand going forward. Positioning is 
the brand’s DNA.  It is private language that acts as a decision-making filter for PDOT public communications.  

Positioning Statements 
and Target Market

28

1. Target Market

2. Brand

3. Point of Differentiation (POD)

4. Frame of Reference (FOR)

5. Reason to Believe (RTB)

Phase One Target Market has been broken into categories based on how the public  utilizes transportation to travel to 
and from work. 
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Pasadena Target Market (Workers Age 16+ by Transportation)

Drivers (Drive Alone) 71.79% (National Average: 76.4%, Los Angeles County Average: 73.1%)
Car Poolers 8.60% (National Average 9.7%, Los Angeles County Average: 9.7%)
Use Public Transportation  6.23%  (National Average 5.0%, Los Angeles County Average: 6.9%)
Walked  4.52%  (Los Angeles County Average: 2.7%)
Bicycled  1.72%  (National Average .06%, Los Angeles County Average:1.0%)

1. Drivers (Drive Alone)

2. Car Poolers 

3. Public Transportation

4. Walked

5. Bicycled

The following target audiences will be the focus of the communications plan and strategy.  The communication plan will 
provide further detail on how to reach the target audience, and the types of media used to communicate . 

Hispanic Community
Pasadena’s population is 32.2% Latino, of which 25.88% speaks Spanish at home. By marketing and communicating 
with this diverse population in their language, PDOT could significantly increase ridership on Pasadena Transit, Metro, 
and the new arrival Bike Share, as well as encourage carpooling.  This demographic will continue to grow in Southern 
California, and PDOT must ensure that all public transit marketing efforts are inclusive of this demographic.    
 

Commuters Driving Alone
Pasadena is a car-centric city. 71.79% (51,134) of workers age 16+ “drive alone” as their transportation choice, versus 
the 8.60% (6,609) commuters who carpool to and from work. While Pasadena is below the national average of 76.4%, 
and LA County’s average of 73.1, an effective marketing program can continue to drive this number down.  An effective 
marketing program would be one that promotes what a “drive alone” commuter can do with their “extra time or resources” 
once they convert to become a carpooler, public transit rider, cyclist, or walker.  By sharing the benefits of public transit 
options as compared to wasting time in heavy traffic, PDOT could help shift the “driving alone” demographic to better 
methods of commuting.  This change in behavior will take time, but as modes of transit improve, individuals will get on 
board.  

Pasadena City, LA County and LA City Employees
Many residents work and commute to the City of Pasadena, Los Angeles County, and the City of Los Angeles. These 
residents/employees account for 25.74% of Pasadena’s households 16+ by class of worker.  By offering an incentive 
or discount for these employees to ride Pasadena Transit (and Metro if possible), PDOT would reduce the number of 
commuters driving alone and convert them into public transit users. 
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Pasadena Middle and High School Students 
Students, particularly those too young to drive, have the potential to use transit for recreation as
well as commuting.  Currently, middle and high school students account for 8.15% of Pasadena’s population. This 
demographic is our future and will be part of how we move constituents around our City. Marketing pedestrian safety 
and the benefits of a pedestrian-oriented City, such as the betterment of our environment, will encourage this group to 
consider walking and using public transit. 

College Students
Pasadena City College has approximately 26,057 students enrolled annually, of which nearly 95% live in or near Pasadena.  
What a captive audience with whom to share the many public transit options!   

Low income families
While Pasadena’s population is middle income to affluent, about 13.56% of the population live below poverty level.  
While low income families use transit heavily, they do not do so universally. There is likely room to increase public transit 
use even among groups considered public transit dependent. 

Seniors
While Pasadena currently has a relatively young population, with a median age of 40, there is a large segment of the 
population that is aging. The age group between 45 to 64 years is about 26.02% of the population, and in coming years 
this market segment will look to alternative means of traveling around the city and transportation in general.    

Bicyclists
There is a growing number of bicycle riders in Pasadena – both individuals who bike for recreation and those who bike 
to commute.   Bike advocates and users are natural allies for public transportation.  PDOT should seek to continue to 
make the system as bike friendly as possible and to work with advocacy groups to garner positive public relations.
   

Recreational Travelers (Tourist and Visitors)
Pasadena is a regional, national and international destination.  Many people visit Pasadena during the year for a variety 
of events and recreational activities. While actively marketing to this sporadic, widely distributed audience would be cost 
prohibitive, we can reach this audience through nontraditional media and targeted links.  The Pasadena Convention and 
Visitor’s Bureau states that over 2 million visitors travel in and out of Pasadena annually, and by marketing pedestrian 
safety efforts and public transit options, PDOT could move more visitors from their vehicles. 
  

Section 8
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Positioning Statements
Pedestrians can feel safe while walking in Pasadena because PDOT has been actively working to identify high collision 
locations and implement additional pedestrian safety treatments.  

While walking around Pasadena, pedestrians can feel confident knowing that PDOT uses  high performance measurement 
tools to identify collision locations based on roadway characteristics.   

Residents and visitors traveling through Pasadena during large-scale events or unplanned incidents can rely on PDOT to 
navigate them through the city with certainty.  By collaborating with Cal Trans, Metro and neighboring agencies, and with 
the use of a Connected Corridor Management System, PDOT can manage cross-jurisdictional operations and multi-modal 
traffic. 

People come to Pasadena to experience world class shopping, dining, and culture. Visitors are able to easily identify parking 
locations in one of the many city-owned garages, monitored street parking or private parking lots. Local businesses thrive 
because PDOT provides convenient, safe, and monitored parking for patrons. 

People who drive their cars in Pasadena are able to move around the city with ease and less traffic congestion than in 
comparable cities, because the Pasadena Department of Transportation monitors and adjusts traffic signals according 
to real time traffic demand. 

The driving experience in Pasadena is considerably better than in other cities because the Pasadena Department of 
Transportation monitors and adjusts the traffic signal timing at the 330 signalized intersections in the City of Pasadena 
through a state-of-the-art Traffic Management System.
 
Motorists can expect an easy drive when shopping, dining, or commuting because PDOT utilizes an Adaptive Traffic 
Signal Control System that automatically adjusts the signal timing for upcoming signal cycles, based on realtime traffic 
demands. 

Local Pasadena businesses expect PDOT to monitor and enforce metered parking, which assists with making parking spaces 
available for patrons. Businesses work closely with the PDOT parking division when they have a planned move or large 
delivery. 

Residents can rest assured knowing that vehicles with a visible PDOT parking permit (or decal) belong in their community.  
PDOT and residents work together to keep communities safe by notifying PDOT Parking Enforcement when an 
unidentified vehicle is parked in their neighborhoods. A parked vehicle without a parking permit can mean danger.

Through the Complete Streets initiative, PDOT believes that streets should reflect neighborhood character and 
accommodate all users such as pedestrians, bicyclists, transit riders, skateboarders, and scooters. PDOT’s experienced 
staff have a big picture view of how to bring a Complete Streets vision to life.

Section 8
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Through Complete Streets, PDOT has developed Form-Based Design 
Guidelines intended to help the City design a framework for guiding 
future street investments. This framework focuses on safely moving 
pedestrians, cyclists, transit riders and vehicles, while managing 
parking and rethinking public spaces for the betterment of our 
community.  

Whether you use your bike for utilitarian trips, fitness, or recreation, 
know that you can ride safely through a network of bikeways 
planned by PDOT through their Bicycle Transportation Action Plan. 
PDOT’s knowledgeable staff will educate, engage, enforce and 
evaluate strategies to increase bicyclist safety by educating both 
bicyclists and motorists.     

People who take Metro while traveling to and from Pasadena can take 
advantage of the Pasadena Bike Share program, designed for point-
to-point short trips using a shared fleet of bicycles. These bicycles 
are strategically located at docking stations in a well-defined area. 
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Pasadena Department of Transportation

Motorists who visit and work in Pasadena can park their zero-emission vehicles (ZEV) in one of 38 Level 2 electric vehicle 
charging stations in the PDOT public parking facilities.  PDOT has carefully planned the locations of these charging 
stations, placing them close to light rail stations and employment centers.

Commuters, students, and visitors can ride the newly branded Pasadena Transit, while viewing realtime arrival information 
and reaching their destination safely. 

PDOT has prioritized seniors and the disabled by ensuring that their highly used Dial-A-Ride service provides transportation 
access to and from local senior centers, community centers, and senior and disabled living facilities. 

Dial-A-Ride and Pasadena Transit are highly utilized and visible to the general public, due to PDOT promotion of these 
services, as well as the high demand for accessible transportation.    

Overall…
Pasadena Department of Transportation aims to achieve the safe and convenient use of multi-modal transportation, and 
to create an environment where people can travel throughout the city, door to door, and throughout the region with or 
without the use of an automobile.   

Pasadena Department of Transportation has knowledgeable and caring staff, whose mission is to always put safety first 
when designing or developing a mobility project.  
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Brand messaging refers to the underlying value proposition conveyed and language used in future content. It’s what 
makes consumers relate to PDOT’s brand by inspiring them, persuading them, motivating them, making them want to 
use PDOT’s programs and ultimately changing their behavior.  The following proposed Messaging Frameworks were 
derived from internal and external stakeholder research, demographic research and brand positioning. 
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Unified Messaging Framework #1 

Brand/Message: 

Theme:  

Moving People to Places, Connectivity 

Connectivity working in all types of modes

Storyline and Viewpoint:  PDOT moves people and goods safely and efficiently through the City on all modes 
of transportation.

Through Complete Streets, PDOT has developed Form-Based Design Guidelines intended 
to help the City design a framework for guiding future street investments. This framework 
focuses on safely moving pedestrians, cyclists, transit riders, vehicles, while managing 
parking and rethinking public spaces for the betterment of our community.  

PDOT has prioritized seniors and the disabled by ensuring that their highly used Dial-A-
Ride service provides transportation access to and from local senior centers, community 
centers, and senior and disabled living facilities. 

 Motorists can expect an easy drive when shopping, dining, or commuting because PDOT 
utilizes an Adaptive Traffic Signal Control System that automatically adjusts the signal 
timing for upcoming signal cycles, based on realtime traffic demands. 

Differentiator 1   

Differentiator 2   

Differentiator 3   

Solutions 1 

Solutions 2 

Solutions 3

Smarter Transportation Staff and Technology

All processes points to safety, first

Multi-modal thinking and choices are at the forefront of PDOT 

Traffic Operations: Moving people to places with smarter technologies 

Parking Division:  Moving people to places with an economic development and customer service mindset.

Complete Streets: Moving people to places with a  focus  on streets which reflect neighborhoods and 
accommodate all users; pedestrians, bicyclists, transit riders, skateboarders and scooters.

1 

2 

3

Solutions 4 Pasadena Transit:   Moving people to places by public transit safely, efficiently, and in real time. 

35

4
 People come to Pasadena to experience world class shopping, dining, and culture. Visi-
tors are able to easily identify parking locations in one of the many city-owned garages, 
monitored street parking or private parking lots. Local businesses thrive because PDOT 
provides convenient, safe, and monitored parking for patrons.
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Interview Guide

Envision Recruitment Flier

Not Selected Unified Messaging Framework 
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Pasadena DOT Stakeholder Interviews  
Interview Guide Internal Stakeholders Drafted 5-17-16 

INTRODUCTION 

Thank you for agreeing to meet. The Allegra consulting team has been hired by the Pasadena Department of 
Transportation (DOT) to help develop a Unified Messaging Framework for all the programs and initiatives that operate 
under the department. We are meeting one-on-one with DOT division managers and other key stakeholders to better 
understand DOT’s programs, capabilities, personality, internal culture, and internal and external image. The information 
we gather will be used to develop a brand strategy. The interview will take approximately 30 minutes. Do you have any 
questions before we begin?  

CAPABILITIES 

1. What is your current role at the DOT?  
2. What does your department do? What is it trying to achieve? [For Complete Streets, describe each program] 
3. Thinking about the DOT overall, how would you describe the role and purpose of the organization? 
4. What do you think are the major strengths and weaknesses of the Pasadena DOT? 
5. What makes the Pasadena DOT special and unique? 
6. What makes it different from how transportation services are provided in other cities? 
7. Can you share what you know about the programs under DOT, including Traffic Operations, Parking, Complete 

Streets and Transit? 
8. What can you tell me about DOT’s pedestrian safety programs? 
 

CUSTOMER SERVICE 
9. How is the DOT currently using technology and how could it make better use of technology in transportation? 
10. What barriers and opportunities do you see for providing an integrated Pasadena public transportation system? 
11. Do you think the quality of transportation is better or worse in Pasadena compared to similar cities? 

 
SHARED VALUES AND COMMUNITY 

12. What do you think is the most important function of the DOT? 
13. If I were to ask your customers what is the most important service the DOT offers, what do you think they would 

say? 
 
SELF IMAGE 

14. Which residents/customers are the heaviest users of your services? [get socio-economic profile] 
15. How do residents/customers feel when they use Pasadena DOT services?1   

 
BRAND PERSONALITY 

16. What words come to mind when you think of the Pasadena DOT? Good and bad. 
17. How would you describe the personality or character traits of the DOT?  

 
INTERNAL CUTLURE AND VALUES 

18. How would you describe the culture at the DOT? 
19. What traits are valued in employees? 
20. What will the Pasadena DOT never compromise on? 

 
NOBLE PURPOSE AND AMBITION 

21. How does the Pasadena DOT improve people’s lives? 
22. What do you see as the future of the DOT, particularly with the changes you see happening in society and how we 

travel? 
23. What would you like the Pasadena DOT to stand for in the future? 

 
                                                 
1 Give example if needed: When people shop at Whole Foods they feel healthy, when people give to the Red Cross they feel virtuous, 
when people use local transit they might feel more connected to their community or that they are being efficient/non-wasteful. 

Pasadena DOT Stakeholder Interviews  
Interview Guide External Stakeholders Drafted 5-17-16 

INTRODUCTION 

Thank you for agreeing to meet. The Allegra consulting team has been hired by the Pasadena Department of 
Transportation (DOT) to help develop a Unified Messaging Framework for all the programs and initiatives that operate 
under the department. We are meeting one-on-one with different stakeholders to better understand DOT’s programs, 
capabilities, and image. The information we gather will be used to develop a brand strategy. The interview will take 
approximately 30 minutes. Do you have any questions before we begin?  

1. Do you live, work or own a business in Pasadena? 
2. For how long? 

CAPABILITIES 
3. How would you describe the role and purpose of the Pasadena DOT? 
4. What do you think are the major strengths and weaknesses of the Pasadena DOT? 
5. What makes the Pasadena DOT special and unique? 
6. What makes it different from how transportation services are provided in other cities? 
7. Can you share what you know about the programs under DOT including Traffic, Parking, Complete Streets, and 

Transit? 
8. What can you tell me about DOT’s pedestrian safety programs? 
 

CUSTOMER SERVICE 
9. How is the DOT currently using technology and how could it make better use of technology in transportation? 
10. What barriers and opportunities do you see for an integrated Pasadena public transportation system? 
11. Do you think the quality of transportation is better or worse in Pasadena compared to similar cities? 

 
SHARED VALUES AND COMMUNITY 

12. What do you think is the most important function of the DOT? 
 
PUBLIC IMAGE 

13. Who are the heaviest users of Pasadena DOT services? [get socio-economic profile] 
14. How do you think residents and customers feel when they use those services?1   

 
BRAND PERSONALITY 

15. What words come to mind when you think of the Pasadena DOT? Good and bad. 
16. How would you describe the personality or character traits of the DOT?  

 
NOBLE PURPOSE AND AMBITION 

17. How does the Pasadena DOT improve people’s lives? 
18. What do you see as the future of the DOT, particularly with the changes you see happening in society and how we 

travel? 
19. What would you like the Pasadena DOT to stand for in the future? 

 
MEDIA AND COMMUNICATIONS 

20. How would you prefer to receive information from Pasadena DOT on new services, changes, programs, and 
initiatives? (e.g., fact sheets, news articles, city events, public meetings, website, email, social media, etc.) 

 
CLOSING 

21. Those are all the questions I have. Is there anything else you would like to add? Thank you for taking the time to 
speak with me. 

                                                 
1 Give example if needed: When people shop at Whole Foods they feel healthy, when people give to the Red Cross they feel virtuous, 
when people use local transit they might feel more connected to their community or that they are being efficient/non-wasteful. 

MEDIA AND COMMUNICATIONS 
24. When conducting outreach and getting the word out into the community, what have you seen work in the past? 

(e.g., fact sheets, news articles, city events, public meetings, website, email, social media, etc.) 
 
CLOSING 

25. Those are all the questions I have. Is there anything else you would like to add? Thank you for taking the time to 
speak with me. 
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Unified Messaging Framework #2 

Brand/Message: 

Theme:  

Getting you there, safely 

Consistently delivering a safe street system that’s useful 
for everyone and all modes of transportation

Storyline and Viewpoint:  Pasadena PDOT gets you to your destination safely on all modes of transportation. 

Through Complete Streets, PDOT has developed Form-Based Design Guidelines intended 
to help the City design a framework for guiding future street investments. This framework 
focuses on safely moving pedestrians, cyclists, transit riders, and vehicles, while managing 
parking and rethinking public spaces for the betterment of our community.  

Pedestrians can feel safe while walking in Pasadena because PDOT has been actively 
working to identify high collision locations and implement additional pedestrian safety 
treatments.  

Residents can rest assured knowing that vehicles with a visible PDOT parking permit (or 
decal) belong in their community.  

1 

2 

3

Differentiator 1   

Differentiator 2   

Differentiator 3   

Solutions 1 

Solutions 2 

Solutions 3

Safety first within every program, initiative and approach

PDOT has high level experience and knowledgeable leadership and staff within all divisions.

PDOT utilizes cutting edge technologies through all divisions to improve the traffic safety and flow 
throughout Pasadena. 

Traffic Operations utilizes cutting edge technology to help people arrive at their Pasadena destination safely. 

Parking Division manages parking operations so visitors and residents can safely park in street spaces 
or City owned garages.

Complete Streets Division is in the process of developing Form-Based Guidelines designed to move people 
safely through Pasadena on all modes of transportation.

Solutions 4 Pasadena Transit safely transports seniors and the general public  to their desired location.  

36
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Unified Messaging Framework #3 

Brand/Message: 

Theme:  

Enhanced connectivity, safe travels

Enhance and balance safety, mobility and efficient 
connectivity

Storyline and Viewpoint:  Public transportation is accessible in Pasadena, from walking, biking, buses 
(Pasadena Transit) and walking distance to the nearest Metro station. 

 The driving experience in Pasadena is considerably better than in other cities because the 
Pasadena Department of Transportation monitors and adjusts the traffic signal timing at 
the 330 signalized intersections in the City of Pasadena through a state-of-the-art Traffic 
Management System. 

People come to Pasadena to experience world class shopping, dining, and culture. Visitors 
are able to easily identify parking locations in one of the many city-owned garages, 
monitored street parking or private parking lots. Local businesses thrive because PDOT 
provides convenient, safe, and monitored parking for patrons. 

1 

2 

Differentiator 1   

Differentiator 2   

Differentiator 3   

Solutions 1 

Solutions 2 

Solutions 3

PDOT is looked at for its leadership role in sustainability, livability, activity and transportation

PDOT moves people and goods safely and efficiently through the city on all modes of transportation

PDOT provides mobility options for ALL people

Parking Division and residents work together to keep neighborhoods safe through effective use of the park-
ing permit decal.

Complete Streets knowledgeable staff  will educate, engage, enforce and evaluate strategies to increase 
bicyclist safety by educating both bicyclists and motorists.      

Solutions 4 Pasadena Transit provides enhanced transit services to students, commuters and visitors. 

Whether you use your bike for utilitarian trips, fitness, or recreation, know that you 
can ride safely through a network of bikeways planned by PDOT through their Bicycle 
Transportation Action Plan. PDOT’s knowledgeable staff will educate, engage, enforce and 
evaluate strategies to increase bicyclist safety by educating both bicyclists and motorists.     

3 

Traffic Operations has a proven track record of being innovative when designing, developing and launching 
new projects. 
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Unified Messaging Framework #4

Brand/Message: 

Theme:  

Smart Solutions, Mobility Choices

Changing the mindset of Pasadena car centric consumer and encouraging 
our society to walk, bike and use public transit door to door 

Storyline and Viewpoint:  High level, experience and knowledgeable leadership and staff within all divisions 
are looked at for their leadership role in sustainability, livability, activity and transportation.

Residents and visitors traveling through Pasadena during large-scale events or unplanned 
incidents can rely on PDOT to navigate them through the city with certainty.  By collaborating 
with Cal Trans, Metro and neighboring agencies, and with the use of a Connected Corridor 
Management System, PDOT can manage cross-jurisdictional operations and multi-modal traffic. 

Motorists who visit and work in Pasadena can park their zero-emission vehicles (ZEV) in one of 38 
Level 2 electric vehicle charging stations in the PDOT public parking facilities.  PDOT has carefully 
planned the locations of these charging stations, placing them close to light rail stations and 
employment centers.

1 

2 

Differentiator 1   

Differentiator 2   

Differentiator 3   

Solutions 1 

Solutions 2 

Solutions 3

PDOT sees more people walking and biking around Pasadena

People move to Pasadena for mobility and ease of traffic 

Public transportation is accessible in Pasadena, from walking, biking, buses (Pasadena Transit) and walking 
distance to the nearest Metro station

Parking has responsive customer service that local businesses can rely on

Complete Streets has taken action to increase mobility choices for all modes of transportation

Solutions 4 Pasadena Transit launched a real time arrival time solution for riders

People who take Metro while traveling to and from Pasadena can take advantage of the Pasadena 
Bike Share program, designed for point-to-point short trips using a shared fleet of bicycles. These 
bicycles are strategically located at docking stations in a well-defined area. 

3 

Traffic Operations utilizes cutting edge technologies to improve the traffic safety and flow throughout 
Pasadena. 
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Unified Messaging Framework #5

Brand/Message: 

Theme:  

Balancing safety and innovation: Mobility Pasadena

Enhance and balance innovation, safety and mobility for everyone

Storyline and Viewpoint:  Proven track record of being innovative while thinking ‘safety first’ when designing, 
developing and launching new projects. 

Motorists can expect an easy drive when shopping, dining, or commuting because PDOT 
utilizes an Adaptive Traffic Signal Control System that automatically adjusts the signal timing for 
upcoming signal cycles, based on realtime traffic demands. 

Pedestrians can feel safe while walking in Pasadena because PDOT has been actively working to 
identify high collision locations and implement additional pedestrian safety treatments.  

1 

2 

Differentiator 1   

Differentiator 2   

Differentiator 3   

Solutions 1 

Solutions 2 

Solutions 3

PDOT makes it possible to get around without a car

PDOT makes the City a safer place to get around

Traveling door to door is faster and more efficient than driving a car

Parking in Pasadena is much better than the westside of Los Angeles 

Complete Streets is making it possible to ride safely through a network of bikeways

Solutions 4 Pasadena Transit keeps safety first by installing video cameras inside of all buses

PDOT has prioritized seniors and the disabled by ensuring that their highly used Dial-A-Ride 
service provides transportation access to and from local senior centers, community centers, and 
senior and disabled living facilities. 

3 

Traffic Operations has a proven track record of being innovative while thinking safety first
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