
ST Social Media Overview
More than just 👍👍👍👍
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Strategic Goals for Social Media

Mission
Provide high-quality content that supports the Communications 
Department goals of building trust and connecting Sound Transit 
to its customers, stakeholders and the general public.



Meeting customers where 
they live
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Who are our riders? 
Annual on-board survey says
• 51% male
• 40% between 18-29 
• 24% between 30-39
• 51% overall Link riders 
• 77 % access info by phone



133K followers on social
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Twitter: @SoundTransit

84K followers – up 240% since 2016 
• Answer customer questions
• Engage during service disruptions
• Highlight agency progress & milestones
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Facebook: @SoundTransit

31K followers: up 67% since 2016
• Amplify agency/project progress
• Promote in-person outreach events
• Major service news and info 
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Targeted Facebook 
outreach
Reaching out by location
• Explain project news
• Educate changes to 

service 
• Promote opportunities for 

feedback
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Facebook Groups: East Link light rail 
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Instagram: @SoundTransit

6.7K followers: up 342% since 2016
• Promoting general Sound Transit awareness
• Highlighting service and construction progress
• Connecting with younger audiences
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Blog: The Platform

1,800 subscribers: 500K page views since 2017 launch 
• Answer common questions in depth
• Showcase construction progress
• Educate about service changes 
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Most popular stories

Fresh pics: Going 
underground in BellevueWhy doesn’t Link use 

turnstiles?



Thank you.

soundtransit.org
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