
Mobility  
In the West Midlands

Chris Lane, Head of Transport Innovation



Agenda

▪ Swift Smart Ticketing

▪ Mobility as a Service

▪ Changing behaviours

▪ Use case: mobility credits



Connecting our places
Supporting Inclusive 

Growth
Healthy Streets and Spaces

Creating Resilient 
Networks 

and Communities

Delivering a Green 
Revolution





• Over 1m Swift card holders with almost 250k regular users
• More than 52m journeys per annum and growing (pre-

Covid)
• Wide range of ticket types offered including Pay-as-you-go, 

carnets and season tickets
• Auto-top-up, online retail solutions and over 1,000 

newsagents to buy top-ups
• Targeting ticketing solutions including discounting and 

improved retailing part of the package of improvements 
that led to patronage growth in the West Midlands

• Data from Swift used to improve ticketing and wider 
network solution.

Swift: the largest and most comprehensive 
smart ticketing scheme in the UK outside of London



Swift Go 

1 day, 

3 day and 

1 week capping 
across bus and tram.



The TfWM App bringing together, 

journey planning, ticketing finding 

and purchasing, real time 

information, account management 

and information on other modes as 

our first step towards Mobility as a 

Service.



Tokenised Automatic 
Number Plate 
Recognition (ANPR) 
allowing Swift customers 
to instantly pay for car 
parking by merely driving 
in and out.



Swift Parking across all of 
the Coventry and Dudley 
Local Authority car parks –

A real game changer that 
helps us deliver behaviour 
change.



Swift Payment for third parties 

and the integration into the 

Cycling App meaning a 

customer can hire a bike using 

their Swift credits.



Swift integrated into the 
Birmingham Clean Air Zone so 
that customers are provided 
with £2000 of Swift credits when 
they scrap their car.



The reduction of 
fares by 6% in July 
to encourage people 
back onto the 
network.



A revolutionary approach 

to ticketing through our 

Bus Service Improvement 

Plan which is supported 

by strong collaboration 

and partnership with our 

private bus operators.



Introduction

Mobility as a Service



Can Mobility as a Service be better 
than owning your own car?

Mobility as a 
Service

All your public and private 
transport on one app.



MaaS

Bus

Tram
Train

Car hire

Taxi

Appetite in the West 
Midlands is for a 

change in transport 
and a shift from 

private car.

Whim



What did we learn

▪ People liked and used the app

▪ We saw some transfer from private car

▪ The app did not reach enough people to make a 
significant difference

▪ Some of the transport modes availability and reliability did 
not live up to the promise of the app

“We still believed MaaS had a significant part to 
play but needed more than just an app – a whole 
transport package.”



However:
An app alone is not going to be enough

Customer 
Behaviour

MaaS 
App

Transport 
Service 
Offer

A. Customers who’s behaviour is already as desired e.g. regular 

transport users. IN THE BAG

B. Customers who can be influenced directly by the presence of an 

integrated app.  Their blockers were not transport; may just not 

have been aware of opportunities. LOW HANGING FRUIT

C. Customers who depend on local transport and are influenced by 

the app to use transport more. HARD TO SHIFT

D. Customers who depend on local transport and are maybe 

infrequent users who and have changed their behaviour as a 

result of a trusted app. REQUIRE THE COMPLETE OFFER

A
D

C

B



MaaS – WM Vision, Aim, Objectives

Aim of WM MaaS

The aim of WM MaaS is to develop a
one-stop front-end interface where
customers can plan, book and pay for
their journeys across multiple transport
modes, while also developing an
integrated back-office and combining
the two elements into a data-led tool to
influence behaviour.

WMCA Vision – “Building a better connected, more 

prosperous, fairer, greener and healthier region.”

FTZ Purpose – “To enable and empower sustainable travel 
choice.”

WM MaaS Vision – “MaaS will support the delivery of the 
best possible experience for users travelling around the West 
Midlands and develop the tools needed to use data to encourage 
people to travel more sustainably”.



MaaS Support other measures

Communications and Marketing

Data gathering, Insight, Monitoring and Evaluation

Existing
services

Additional
services

One service 
interface

Infrastructure
improvements

Experience
amplification

Incentives

Disincentives

YEAR ONE

YEAR TWO



Experience Amplification – Year TWO 

I want to be 
ENTERTAINED

I feel SAFE

I want to be 
PRODUCTIVE

I value my 
WELLBEING

I am in 
COMMAND

I want to 
SOCIALISE 

WITH OTHERS

I require a 
SERVICE

I want to 
reach my 

DESTINATION

ETA display
Food / drink on arrival

WiFi

Working tables

Adjustable seating

Power provision

Lighting adjustment

Cinema (IMAX 
experience)

Individual screen 
control and access

Know who I’m 
travelling with 

Travel buddy service

Control onboard 
ambiance (smell, lights 

etc)

Partitioned / zonal 
travel

Preference my pickup

Cost up front

Light my way to pick 
up

Time management 
service

Errand share

Learn a new skill 
(language)

I want to learn 

EXPERIENCE AMPLIFIERS



Create an excellent transport offer



Swift smart ticketing and 
payments

Customer services Data insight and analytics

New innovative services
Transport network 
infrastructure and 

services

Network management  
and disruptions

We can now test if MaaS helps us drive our 
policy objectives

Policy led  socio-
economic 
outcomes

Policy outcomes 
proven or changed 

with feedback



Introduction

Changing behaviours



Understanding our Population

Step 1 is to understand the 
population in more detail 
through SEGMENTATION

Step 2 involves the creation of 
PERSONA’S

Step 3 involves the creation of 
the MARKET RESEARCH 

ONLINE COMMUNITY, allowing 
ready access to these groups 
when defining new services 
and understanding views.

Lack of understanding in terms of WHY people travel 
and access mobility in the ways they do. Critical for 
targeting changes and interventions. 

Segmentation allows for division of the population in 
groups of similar economic status, attitudes to different 
mobility options, attitudes to change and technology 
etc. This activity has led to the identification of 8 
population groups. Persona’s allow us to get closer to 
understanding behaviours of individuals in each group.

Validated persona’s allow for the targeted 
communications, incentives and changes that resonate 
with the intended recipient more clearly. 



STEP 1 - Segmentation



STEP 2 - Persona’s

Persona development helps 
bring the segmentation to life. 

Exploration of existing pain 
points enables identification of 

new opportunities to do 
better.

Adele Ashok Robert Ruth Jasmine Tom Fiona

Femi Sharon Sophie Liam Lauren Margaret Mary



STEP 3 – On line community



STEP 3 – Online Community



Introduction

Use Case: Mobility Credits



The Coventry Mobility Credits Scheme

• £3,000 of mobility credits in exchange to cars that 
are non-compliant to Clean Air Zones

• Targeting areas with high-levels of air pollution and 
with adequate transport provision 

• Credits are issued in a pre-paid debit card, usable 
only on transport services

• Participants can pay for own travel and travel of 
other household members

• The incentive offered to participants is typically 
higher than the market value of the vehicles that 
qualify



Objectives

Demonstrate the 
design and application 

of a mobility credits 
scheme that can be 
adjusted to different 

local area needs

1
Understand 

motivations and 
barriers to adoption

2
Understand the impact 
of mobility credits on 
attitudes towards car 
ownership and travel 

behavior

3
Remove older, highly 

polluting vehicles from 
the road

4



Hire a car 
with Mobility 

Credits 

Use Mobility 
Credits to pay for 
your local bus or 

train journeys

Hire a bike 
with 

Mobility 
Credits

Pay for e-scooter 
rides with 

Mobility Credits 

Pay for a taxi trip with 
Mobility Credits 

Availability of Transport Services



Mode share (%)

Further M&E programme will use surveys and 
qualitative research with participants and non-
participants to investigate:

- The influence of mobility credits on travel 
behaviour, attitudes towards car ownership

- Any differences among different groups 
(socio-economic) 

75.0%

16.0%

8.6% 0.0%
0.4%

Percentage of credits spent (%)

Taxis/ride-hailing Buses & Trains Car club & car rental

Cycle hire Ferry

Source: Transaction data, March – October data




