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Case Critique: Southeast Seattle In Motion  

Research:  

 The King County METRO Transit system implemented informal research through 

community outreach, informal networking, and targeted meetings with executives that 

have influenced the greater areas of Southeast Seattle. The team members for this project 

attended six block parties for National Night Out Against Crime in two of the 

neighborhoods. Numerous businesses were informed of the campaign that could 

potentially have an impact on this targeted area.  

The research mentioned nine responses about travel preferences “via e-mail” from 

residents of the Beacon Hill and Columbia City neighborhoods. The purpose of these 

emails was not made clear in the study. A survey of some sort could have been created 

and distributed to get the feedback from the residents of the Southeast Seattle areas. The 

conversations with the stakeholders and residents were used to delve deeper into the 

multiple languages that the residents of these neighborhoods speak in.  

Target audiences were specified with a couple of audiences that did not get 

mentioned after the preliminary research such as the schools and principals at five 

neighborhood schools. The research directly ties into the objectives by targeting 25 

businesses, targeting a diverse audience, translating the campaign program into five 

different languages and getting 1000 residents in Southeast Seattle to convert to public 

transportation and carpooling.  

Objectives and Strategies:  



The four objectives listed address the problems pretty directly. Each objective 

considers the problem of language diversity, businesses for community support, and 

obtaining a secure amount of people to participate in the campaign. The target audiences 

were found through the research on the residents in the neighborhoods as well as the 

business professionals. The 25 local organizations were narrowed down from the wide 

range of businesses that had previously been reached out to.  

Two of the four objectives are not measurable. Communicating to the diverse 

audience does not specify how many people that they are targeting as well as the tactics 

to execute the objective. The third objective of populations targeting is not complete. 

They do not explain how much participation they are aiming for from the populations in 

the Southeast Seattle area.  

Tactics:  

METRO and PRR used the internet primarily to communicate to the target 

audiences in the Beacon Hill, Mt. Baker, Columbia City, and Othello, the middle and 

upper classes. This was done through blogs in more than one of the neighborhoods and 

online newspapers. The conclusion was made that targeting their audience in a spot that 

is most visited was better than sending it through the mail. For people that do not use the 

internet as a source for news, PRR provided tables at the Columbus City Farmers Market 

to reach the prospects in a more personal setting.  

The lower class, immigrant, refugee, and LEP residents had a focus on their 

English speaking level. PRR utilized the language barrier well by keeping the letter that 

they received in the mail short and simple with few straightforward key messages. They 

could easily send back their response with the prepaid envelope and an option to get 



another informational letter sent that was translated into their specific language. 

Interpreters were sought out in the case of translating for the targeted audience in the 

lower English speaking areas.  

There was a variety of tactics that were used to target the different income levels 

that live in Southeast Seattle. The availability of options in the transportation system in 

the areas was made available to the different areas. Whether it was the lower income or 

upper to middle class residents, they targeted them individually. Each group was able to 

clearly find a route or option that was available. The tactics of the business 

communications were not discussed until the evaluation of the case section of the 

campaign. Businesses that surround the METRO area should have been targeted in a 

more direct manner. They seemed second hand to the targeting of the residents.  

Evaluation: 

The objectives were evaluated in numerical measurements. The objectives were 

all met above the targeted amount. Each objective resulted in a positive move forward. 

The most important piece of the campaign was to get people to travel in a carpool or on 

the public transportation offered by the Southeast Seattle area. Each audience that was a 

target audience was reached successfully and the groups were able to learn about the 

resources offered. It was hard to tell how successful the two objectives with no numerical 

values were. The numbers were large and people were reached through the direct mail 

and through other events. It was not clear how many people were in the population of the 

greater Southeast Seattle areas but it did seem that it was a positive number of people that 

know about the transportation options that METRO made available. The overarching goal 

was to raise awareness of the Southeast Seattle public transportation to the residents and 



businesses in the surround areas and that goal was exceeded. Resources were used wisely 

through the internet and through outreach events that did not seem too costly for the 

campaign and definitely fit into the budget.  

The campaign will have a short-term effect on the residents but hopefully after the 

campaign is over, it will change the attitudes of the people in the Southeast Seattle area to 

use the public transportation options on a more regular basis.  


