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1 ABSTRACT

The use of public transit systems is still in itfancy in Gauteng, South Africa. Commuters stiéifpr using
private motor vehicles. However the introductiontbé first efficient high speed train in Africa (@h
Gautrain) during the 2010 world cup was thoughthitange perceptions of the public on transit systérhe
Gautrain was also thought to enhance Johannesbuagsinart city. Social media has proved to be ugefu
proving user information, which can be use to impobservices. The study is an exploratory studyichvh
analyses how commuters feel on the effectivenesiseoGautrain by analysing posts on social mediaree
and after completion of construction of the Gautraystem. Emerging findings reflect that althoubh t
Gautrain has positively changed the publics’ peiioapon public transit systems, the Gautrain sysstith
needs to be improved for the South African puldiernbrace fully public transit systems.

2 INTRODUCTION

Social media is an interactive community built aternet and mobile platform technology (referrecaso
Web 2.0). It is a technological platform that allopeople to write, share, evaluate, and discus®ibthat
creates User Generated Content (UGC) (Zhang andgWwafl4). The use of social media for
communication, amongst people has become almogtiitiiis the world over. Social media has influenced
how people relate, communicate, and voice theiniops the world over with Africa being a major payn
the social media revolution. The cultural revolataf social media is the first of the 21st cent(ibyBose,
2011) and it is described as a crucial pillar & tiew Information Age (Castells, 2011).Content gateel on
social media plays a key role in service deliv@gljtics, urban planning, and business. Therefibiie,only
natural that it has also extended to the transpector (Tzure et al., 2014). The public and ingtns,
organisations and companies can harness sociaaniddanwhile, the public would voice their conceons
quality of service being offered, whereas orgarmsatcan employ social media as a marketing stysded

a way of engaging with citizens.

Initially social media was applied for mundane ocamication between friends and colleagues, of late
government officials are starting to view socialdmeposts critically as a way to enhance their isesv
(Picazo-Vela et al., 2014). Social media has ewbblassive generation of information online, whicasw
impossible before from conventional research methétbwever, a critical challenge is deciding if the
information can be usable for policymaking and Ifeting decision-making (Kavanaugh et al., 2012).
Although information on the citizen’s perception mublic services is vast on social media a majatlehge

is identifying data mining techniques which can ethfacilitates in making sense of all the noisetlom
perception of the citizens on public services. imfation on social media can be used by government
officials to improve service delivery, getting igbts on the public’s perception and mood with rdgar
public service as well as a marketing strategy (Zand Wang, 2014). These perceptions and moodsiwoul
be very cumbersome and difficult to collect if centional research methods such as surveys are used.
Moreover, traditional methods are incapable of jahog material in real time as social media (Mergel
2013). In addition, unlike traditional research hoets the costs associated with collecting inforomafrom
social media are relatively minimal. Moreover, sbamedia has an almost global outreach, which is
impossible to obtain from conventional methods.e@ithis potential, perhaps one can say that useasl
media can enable government officials and city péas to collect information that can be used to ita
smart cities.

The use of the social media also has several aglyasitsuch enhancing free public participation dkasge
allowing feedback to public officials on the puldiperception on service delivery. Appropriate agsocial
media can also potentially improve the level andlityi of collaboration between government and eitiz
(Picazo-Vela et al., 2014). It has been arguedth®atise of social media tends to elicit more hbaed non-
coerced opinions from the public as compared terotbsearch methods. Posting concerns on sociaghmed
may also lead to prompt reactions in providing gohs. Lastly, it can also promote transparency.
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Governments and public officials have recognisaiiiedonedia’'s potential and have made bold attetoge
present on social media platforms. In the US Thesidlent instructed government officials to harrtbgs
potential of social media in the following statern@viergel, 2013).

“Harness new technologies to put information abtiir operations and decisions online and readily
available to the public” (Obama, 2009).

In the US, each government department has a dedisatial media director. There are various reafmns
governments presence on social media namely (tggeptation of the agency (2) engaging with citizen
and (3) networking with the public (Mergel, 201B}kewise, the South African government has embraced
the use of social and has produced a policy guwddts use (Government Communications, 2011). The
South African guidelines acknowledge the potemtiadocial media use as well as its pitfalls.

South Africa has seen a significant rise in saciadia use by the public in the past 3 years. Ir820vitter
users grew by 125% while Facebook grew by 83%, lwlaiee huge increases (Table 1), particularly for
Twitter (Blue Magnet, 2013). In total South Afritead 31.2 million users’ that is 57% of the populati
This percentage could supply potentially valuabferimation to government officials and urban plasren
the public’s perception on service delivery.

Social Media platform Users
Facebook 9 600 000
Mxit 7 400 000
Twitter 5 500 000
You Tube 4700 000
Linked in 2 700 000
Pint Interest 930 000
Google Plus 460 000
Total 30 830 000

Table 1: Top social media sites South Africa

From Table 1, it is clear that Facebook, Mxit andtlier have the largest following and the total toemof
users on social media is 57% of South Africa‘sltptgpulation of 54 000 000. Therefore, social median
opportunity, which should be tapped by organisatiand the public. Federicks and Foth (2013) nai¢ th
social media platforms has brought about a sigmificshift towards more participatory qualities &s i
encourages ordinary users to foster their knowledgkhelp collective intelligence to be fosteréds bften
argued that the conventional public participatdianping process is often hierarchical and top-deviich
hampers public participation. Conversely social imddllows a more a communicative structure that is
based on dialogue, relationships and peer-to-pedwank interaction (Federicks and Foth 2013).
Nevertheless, there has to be caution becausedhisnunicative flow may be compromised. Therefore,
social media should be seen as complimenting theectional face-to-face public participation ratkiean
usurping it.

2.1 Study Area

The Gautrain is located in the Gauteng provinc8alfth Africa (Figure 1). Gauteng is the smallest/jprce

in South Africa yet it is the economic hub of theuotry and the fastest growing province. The Gautra
project spans through three metropolitan areasauntéhg namely Johannesburg, Pretoria, and East. Rand
These three municipalities form a city region, whig the economic heartland of South Africa.
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Fig. 1: Location of Gauteng Province, South Africa.

2.1.1 The Gautrain project

Gautrain is Africa’s first world-class, modern rapail and bus service (Figure 2).
R _ .

TR

Fig. 2: Gautrain. Source (GMA 2013).

Gautrain is more than just a train. It is one ofesal strategically integrated Gauteng Provincial&nment
projects to meet future transport demands antietbbecause of economic and population growth (@Giwtr
Management Agency (GMA), 2010a). It is also reféne as a mega-engineering project. It is a sththes

art rapid rail connection between Johannesburgd®# business capital) and Pretoria (Donaldson\emd

De Merwe 2011). Gauteng, the country’s economic durbently experiences traffic congestion on itgana
routes, especially between Pretoria and Johanrgsibbe current transport facilities and servicetwben
these two cities are mainly road based. Accordingie Gautrain was supposed to ease this traffic
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congestion, in an attempt to create a smart cigedban mixed land uses and development corriddrs. T
Gautrain project is also meant to promote rejuvenatf central Johannesburg and Pretoria (GMA, 20.10
Construction of the Gautrain is informed by spapl@nning embedded in two parallel strategies wee
initiated by the Gauteng Provincial Government rignibe Gauteng Spatial Development Framework
(GSDF) 2000 and the Gauteng Spatial Developmetiativies (SDI's). Consequently, it is envisage that
Gautrain will promote, mobility and accessibilityedirection of urban growth, contained urban growth
resource based economic development and rurala@weint beyond the urban edge.

The Gautrain has two routes the South-North and\®&ast routes (Figure 3).

Hatffeld
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Genttm'urr.

H[dmnd‘
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— nans,
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Fig. 3: Gautrain Routes Source (GMA 2013)

The North South route begins at Johannesburg Ratlo in central Johannesburg to, Sandton andaet
and Hatfield in the north cutting across Johannesland Pretoria metropolitan municipalities. Thest¥e
East route will take passengers from Sandton $tatia Marlboro, to Rhodesfield Station in Kemptark.
From there it connects to a station built withie thirport terminal complex at OR Tambo Internationa
Airport (GMA, 2010b).

2.2 Study methods

The study is exploratory as it seeks to determioe the GMA uses social media and how commuters
perceive the Gautrain system through use of soc@lia. Three key informant interviews were condiicte
with key personnel in the GMA to ascertain how @A employs social media. Secondary data in thenfor
of media reports from February 2011 to Septembéd 2Qere also gathered. These reports were armhlyse
thematically broadly into positive and negativediegck on the Gautrain, focusing mainly on the GMA’s
official Facebook page and the GMA official Twittesindle.

Semantic analysis was also carried out to idemttigt commuters most post about the Gautrain usiiitet
analysis software namely https://www.tweetarchiemin and http://www.twitonomy.com/ as well as
http://hellopeter.com/. This semantic analysis s@®pared with monthly Gautrain reports on sociatlia
by the GMA. Analysis on twitonomy.com allows arg$y from August 2012 to March 2014 whereas
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analysis on tweetarchivist.com focuses on curratd March 2014) as it does not allow historicalgsis.
Meanwhile hellopeter.com is a South African soaidia platform where the public post complaints and
compliments on service provision. Analysis on hm#iter.com ranges from June 2010 to March 2014,
covering the entire time Gautrain has been in djgera

The study also utilised observation as a reseaathod. The study period is 2010 to 2014 whicinaddies
to when the Gautrain system started operating.

3 SOCIAL MEDIA USE AT GAUTRAIN

The key informant interviews revealed that the Ganotmanagement Agency has a strong presence and
utilisation of social media with a dedicated semmat on harnessing social media (Pers Communitaties

part of its mandate, the social media secretaatiigys the public’'s perception on the Gautrainraparts to

the management for action to be taken. Changiritudds and behaviour required the use of integrated
social media tactics in support of GMA's communaatstrategy. The GMA’s social media programme is
integrated with its integrated communication andrketing strategy (Pers Communication). Under this
strategy, the GMA seeks to position and portrayGlaetrain as a smart transport alternative, efiicisafe,
reliable, secure, predictable, and comfortablesitaaystem. Moreover, the GMA sought to use saciedlia
aggressively to quell negative perceptions arodmed Gautrain, as money spent on the project would be
better allocated to the poorest of the poor anédrogbcial ills facing South Africa as a developaayntry.

The GMA also seeks to leverage social media, &s \there relevant stakeholders converge without the
traditional boundaries that segment content conssiiaued content creators. This creates an oppoyttorit
social media users to collaborate in the produabiocontent and in the process become brand adz®tait
Gautrain.

By listening and participating in social media cersations, Gautrain has the opportunity to buildhewtic,
two-way relationships with social media users -Hiding mainstream media users and social medidapin
leaders - who require content to be instantly awdd, mobile and shared in social networks. In t&mdithis
shows that the GMA views social media informatisrazcritical tool in improving its brand name.dtdlso
important to note that the GMA is proactive asegan using social media even before the constructio
phase in an attempt to change the public perceptonthe Gautrain. Accordingly, social media féaiés
increased and novel public participation in thenplag process (Fredericks and Foth 2013). Consdiguen
social media is a conduit of dealing with the lieditpublic participation process that currently exis

Presence on social media peeked in activity dutiegFIFA 2010 world cup, as there were concernsitabo
readiness of the system before the world cup (Bemmmunication). After the world cup, the GMA

employed its social media presence to glean infoomdrom commuters on issues such as delays,sfault
complaints and queries as well as routine day-to-@zerations. Consequently, the GMA utilises social
media as a monitoring and evaluation tool. Furtleeenan opportunity exists to extend online relatops

to real life relationships to reinforce authenticiransparency, and accountability.

As part of the strategy to gain advantage, usirggatoedia the GMA employs a brand-marketing agency
that produces reports on the GMA activities on a@oeiedia. This approach seeks to bolster the Galstra
positive image as a smart public transit systentalt be argued that this strategy has reaped fasits
evidenced by the trains being filled to over cafyaduring the week. Perhaps attitude are startingheinge

as people begin to switch from commuting in privedes and opt for the Gautrain. Moreover, the et
ride system of the Gautrain appears to be charagtitgdes as the parking bays are often filledapacity
during peak hours. This could perhaps mean thatugers want to be associated with the Gautraindoran
However, one cannot purely ascribe growing humioérsommuters on the Gautrain on the social media
marketing strategy. This is despite the Gautra&imdp often cited as expensive and only for the ieidd
upper class. Other factors that explain why numlreommuters are increasing include the recently
introduced e-tolls in Gauteng, which can be a deté¢rfor using private vehicles as well as the medeel
price increases.

3.1 Commuters use of social media

Commuters play a critical role in judging whethke tGautrain is a safer, reliable, dependable, amatts
transit system. The publics sentiments on the @ewuts produced as monthly reports which glean ipubl
posts on social media (Facebook, Twitter etc )@ Gautrain. In these reports, the public’'s peroaps
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classified as positive and negative. In these tepitrwas observed that sentiment on the Gautsaimostly
positive. A scan of the reports indicates that alr80% mentions on social media where positivélavh
only 20% where negative. Negative mentions relatstiy to time delays, faults and cost of using the
system. The majority of positive mentions could mélaat the public is now embracing public transport
However, it was noted that content on social matiareases during the weekend. Consequently, it is
suggested that Gautrain should conduct more rdséaumnderstand its commuters and possibly redrtice p
fares on weekends as well as introducing the Gaubas service to encourage more use of the system
during weekends.

Analysis on hellopeter.com revealed interestingiltesvhere almost 75% of consumer’s mentions on the
Gautrain are negative with 25% being positive. Thig sharp contrast with the monthly GMA repo@se

can therefore assume that if social media contsquires filtering for useful information. On helkgtpr.com,

the Gautrain is listed as a company that hardlgaeds to queries. Consequently, more researclujisresl

to explain discrepancy in social media mentiongGawutrain reports and on hellopeter.com. A possible
explanation could be perhaps hellopeter.com isbizmwards complaints.

The twitonomy.com analysis also shows that theke Heeen 3200 tweets from July 30 2012 to March 30,
which also indicates a steady increase on postst afve Gautrain on twitter (Figure 4). Most of @Bautrain
comments on twitter increase significantly durihg festive season (December 15 to January 31).ighis
because it coincides with a period when Gautraankipg, and bus fares are drastically reduced efbes
most comments are positive. Consequently, it istbst retweeted comment (103) during December 15 to
31 January. Therefore, the GMA can use the podiigdback to attract more commuters through agigneess
marketing and perhaps reduce fares given that usmrsment positively on the Gautrain during fare
reduction promotions.

.
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Fig. 4: Gautrain http://www.twitonomy.com/ analy§iem August 2012 to March 2014

Besides positive feedback on Gautrain fare promstioseful information on trip disruptions becau$e o
faults due to stolen cables, load shedding thapéragd in March 2014 and other general delays ae th
second most common tweets about the Gautrain. IFigore 4 it is clear that during February 2014 and
March 2014 there was a peak in activity on twittecause of load shedding in South Africa that gisd
the Gautrain timetable. Such posts are useful & they inform connected commuters to make travel
changes. Analysis on tweet archivist for the saemogd also highlighted common key words such ad loa
shedding and power outage, which coincides witleakpn activity on twitonomy.com. Nevertheless, the
power outage was beyond the GMA’s control. Thislysg point out that social media is a valuabld tno
dissemination information relating to public trares it informs commuters who then make alterndtiaeel

3
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arrangements. Accordingly, social media use ha® dmyond the social realm to providing operational
information in real time.

From both the Gautrain monthly reports and semaantalysis of hellopeter.com. , it can be noticeat th
social media posts hardly focuses on how the Gautféects the spatial pattern of the city. Conssuly, a
further study is required to ascertain how the @authas had an impact on urban form and achietfiag
goals set in the GSDF and SDI of promoting a sroiyt One can therefore say social media can hardly
replace conventional scientific research methodsshauld be used in conjunction with other paraoipy
research methods. However, they can also form aoriignt component of research or a debate on hew th
Gautrain affects spatial form. Similarly, reliabjliof social media can also be questioned andénfied by
influential users. For example, analysis on hellepeom is mostly negative as it mainly focusesiegative
aspects, meanwhile one can conclude that analysisvibonomy.com, and tweet archivist is relatively
balanced, however influential users still can malafe it.

4 CONCLUSION

The use on public transit systems such as the &awtere supposed to change the public's attitadeurtds
use of public transport in South Africa. Lessorarié in this study include that perhaps attitudaseh
changed on use of public transit given that thet@auis normally filled to capacity during peakuns as
well as the parking facilities. Consequently, oaa conclude that the brand marketing strategy ®GMA

through social media platforms has been succedstwever, other factors have led to commuters ggiin

the Gautrain.

With regards commuters use of social media vargmesal media analysis yields different results. @ae
conclude that social media increases public ppeten and it is an invaluable tool in dissemingtin
important information in public transit systems. fdamportantly, social media use can also meareaszd
public participation in the planning process. Hoarsocial media does not replace the conventiaca-
to-face public participation rather it enhanceswtmle participation process. Social media has imsaeof
potential; however, it often contains lots of noibat prevents critical use. Consequently, thereeied to
instigate a more critical debate on social medidiqaarly on whether the Gautrain project is singpihe
spatial structure of Gauteng. Social media theeefoannot replace conventional scientific research;
however, it can be a useful platform to obtain usiefformation if structured properly.
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