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Systematic, well-designed research provides the most effec-
tive approach to the solution of many problems facing high-
way administrators and engineers. Often, highway problems
are of local interest and can best be studied by highway
departments individually or in cooperation with their state
universities and others. However, the accelerating growth of
highway transportation develops increasingly complex prob-
lems of wide interest to highway authorities. These problems
are best studied through a coordinated program of coopera-
tive research.

In recognition of these needs, the highway administrators of
the American Association of State Highway and Transporta-
tion Officials initiated in 1962 an objective national
highway research program employing modern scientific tech-
niques. This program is supported on a continuing basis by
funds from participating member states of the Association
and it receives the full cooperation and support of the Federal
Highway Administration, United States Department of
Transportation.

The Transportation Research Board of the National Re-
search Council was requested by the Association to admin-
ister the research program because of the Board’s recognized
objectivity and understanding of modern research practices.
The Board is uniquely suited for this purpose as: it maintains
an extensive committee structure from which authorities on
any highway transportation subject may be drawn; it pos-
sesses avenues of communications and cooperation with
federal, state, and local governmental agencies, universities,
and industry; its relationship to its parent organization, the
National Academy of Sciences, a private, nonprofit institu-
tion, is an insurance of objectivity; it maintains a full-time
research correlation staff of specialists in highway transpor-
tation matters to bring the findings of research directly to
those who are in a position to use them.

The program is developed on the basis of research needs
identified by chief administrators of the highway and trans-
portation departments and by committees of AASHTO.
Lacit year, specific arcas ol 1escaich ueeds o ve inciuded in
the program are proposed to the Academy and the Board by
the American Association of State Highway and Transporta-
tion Officials. Research projects to fulfill these needs are
dcfined by the Board, and qualified research agencies are
selected from those that have submitted proposals. Adminis-
tration and surveillance of research contracts are the respon-
sibilities of the Academy and its Transportation Research
Board.

The needs for highway research are many, and the National
Cooperative Highway Research Program can make signifi-
cant contributions to the solution of highway transportation
problems of mutual concern to many responsible groups. The
program, however, is intended to complement rather than to
substitute for or duplicate other highway research programs.
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This report will be of special interest to transportation planners, transit marketers,
and managers concerned with providing public transportation service. Such per-
sons will obtain an understanding of how a market analysis approach can be used
to plan short-range public transportation services.

Public transportation traditionally has been provided by fixed-route service
financially supported through revenues from passengers. Reduced patronage, re-
sulting primarily from increased use of the automobile plus higher operating costs,
has caused growing deficits. Public concern about energy, environment, auto-
dependency, congestion, and quality of urban living in general has obliged govern-
ments to underwrite these deficits in most urban areas. The rising amounts of
required public monies plus the successful operation of a wide range of services
directed at more specialized market segments have posed questions concerning
how much financial support is appropriate, what services are required, and how
these services should be provided.

NCHRP Project 8-16 was initiated in order to develop a method to provide
public officials with the desired information and direction for local public transpor-
tation actions. The initial 12-month period of the project was spent conducting an
in-depth analysis of present procedures and practices of the urban mass transit
industry. Included in this effort were research team visits to 18 urban areas within
the United States. From this research process, a descriptive, comprehensive,
planning model was developed depicting the necessary information and procedural
steps required for the application of market opportunity analysis to the planning
of short-range public transportation. As depicted in the model, the application of
market opportunity analysis requires both direction from policy decision areas and
data from an engineering data base. This report presents full explanation of the
model, its application, and its potential value. When applied, the market segments
are identified, the transportation needs are determined, a transportation system is
developed to meet the needs, and the system is tested. In this report, the model
was tested in a neighborhood of Jacksonville, Florida.

Four companion reports are concerned with the application of a market-
oriented public transportation planning approach. These constitute a group of
reports that bear the main title ‘*“Market Opportunity Analysis for Short-Range
Public Transportation Planning,”” and are subtitled as follows: NCHRP Report
208, “‘Procedures for Evaluating Alternative Service Concepts’’; NCHRP Report
209, ‘‘Transportation Services for the Transportation Disadvantaged’’; NCHRP
Report 210, ‘*Economic, Energy, and Environmental Impacts’’; and NCHRP
Report 211, “*Goals and Policy Development, Institutional Constraints, and Alter-
native Organizational Arrangements.”” Obviously, all elements of the compre-
hensive planning model could not be addressed in one report. Thus, each report
is aimed at one specific segment of the overall model. Together, the reports
provide comprehensive guidelines for public transportation officials covering
the three primary activities described in the model—policy, marketing, and
engineering.
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SUMMARY

MARKET OPPORTUNITY ANALYSIS
FOR SHORT-RANGE PUBLIC
TRANSPORTATION PLANNING

METHOD AND DEMONSTRATION

This report is a part of NCHRP Project 8-16, ‘‘Guidelines for Public Trans-
portation Levels of Service and Evaluation,’” which is directed toward the devel-
opment of a marketing orientation for short-range transportation planning activi-
ties in small- to medium-sized urban areas (50,000 to 500,000 population range).
The purpose of this report is to relate the methodology and demonstration of a
market opportunity analysis for short-range urban public transportation planning.

The findings and methodology set forth herein represent information and
experience gained from (1) the many site visits to urban areas by the research team
members, (2) a review of past research literature concerning urban transportation
marketing studies, and (3) the field data and analysis gained from the test city—
Jacksonville, Florida.

The development of methodology and application of a market opportunity
analysis (MOA) for proper identification of viable urban public transportation
market segments has been an arduous task. The use of marketing terminology in
public transportation has become widespread in recent years, and terms such as
“‘target markets’’ or ‘‘market segments’’ often are used even though these group-
ings usually are constructed through definition rather than good marketing re-
search. As used in this report, the term ‘‘market segments’ refers to groups of
potential buyers with similar responsiveness to a marketing appeal. Segmentation
is a strategy for selecting and appealing to market targets. And market analysis is
an analytical process for finding additional opportunities in markets for a product,
a good, or a service. While the MOA process is known to the private business
world, its application to public transportation can be termed social science applied
research.

This report describes the research steps followed in the experimental applica-
tion of an MOA process to locate and evaluate public transportation opportunities.
Although the MOA process is relatively new and in this application uses sophis-
ticated quantitative techniques, an attempt has been made to simplify the process
to facilitate future MOA replications. The report describes the conceptual steps of
the MOA process and attempts to provide an understanding of the quantitative
analysis techniques including example data tables. Finally, the report describes
the actual segmentation analysis attributes study and concept tests used in the test
city and reports the results of these studies.

Because of the extensive nature of this project in both size and scope, five
separate and complete reports have been generated over the major areas of the
project model. These are:

1. ““Market Opportunity Analysis for Short-Range Public Transportation
Planning—Procedures for Evaluating Alternative Service Concepts,”
NCHRP Report 208, October 1979.



2. “*Market Opportunity Analysis for Short-Range Public Transportation
Planning—Transportation Services for the Transportation Disadvan-
taged,”” NCHRP Report 209, October 1979.

3. *‘Market Opportunity Analysis for Short-Range Public Transportation
Planning—Economic, Energy, and Environmental Impacts,”” NCHRP Re-
port 210, October 1979

4. **‘Market Opportunity Analysis for Short-Range Public Transportation
Planning—Goals and Policy Development, Institutional Constraints, and
Alternative Organizational Arrangements,”” NCHRP Report 211, October
1979.

5. ““Market Opportunity Analysis for Short-Range Public Transportation
Planning—Method and Demonstration,”” NCHRP Report 212, September
1981.

A full picture of the results of the project research requires all five reports. How
they complement each other is shown in the diagram below. Within this report, an
attempt is made to outline a series of marketing research studies that can be used
to answer transportation planning questions.

Policy Marketing Engineering
NCHRP Rpt. 211 NCHRP_Rpt. 209 NCHRP_Rpt. 208
Short-Range Transportation Transportation Services for the Procedures for Local
Goals and Policy Development Transportation Disadvantaged Selection and Cost Evaluation
for Urban Communities of Alternative Public Trans-
Institutional Issues.Facing NCHRP Rpt. 212 portation Service Concepts
Public Transportation O RE. 2ig

A Market Opportunity Analysis
Approach to Short-Range
Public Transportation Planning
Methodology and Demonstration
of a Market Opportunity Analvysis
tfor Short-Range Public
Transportation Planning

Organization of a Public
Transportation Market-Oriented
Approach

NCHRP Rpt. 210

Economic, Energy, and Environ-
mental Impacts of Public
Transportation

The first stage of the marketing segmentation study of the MOA process
demonstrated that the potential public transportation market was small in relation
to the total population. Initially it was felt by the researchers that various segments
couid be identified and then used for further analysis. Unfortunately, little interest
for typical public transportation attributes was identified. The population was very
auto-oriented; over 60 percent of present nonusers of transit were so committed
to the private automobile that they had to be removed trom further consideration.
However, 40 percent expressed some interest in at least ‘‘trying’’ an alternative.
Their market segments were grouped into a transportation leaner group.

The second stage of the MOA process, an attribute study, tried to determine
what level-of-service attributes might attract these transportation leaners to try a
transportation alternative. Here again, the rcsults were discouraging to public
transportation planners. The required levels of service were very high, creating an
extensive cost problem if they were to be provided. Also, it must be stated that
planners were working with very limited tools and with a limited experience base.
Designing public transportation systems through the use of market attribute
preference is new, and much more experimentation is necessary. Nonetheless,
transit planning researchers, using the attribute preference data, did develop an
extensive expansion of the traditional transit ‘‘grid’’ system. To further test the
usability of attribute data, th hoy
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and managers in the test city. From the same data, practitioners developed a much
less expensive (with a much lower level-of-service) loop system for the test area.
Thus, when replicating such studies it can be expected that transit professionals,
examining the attribute preference data from a marketing research study, will
often make startlingly different recommendations. Further exposure will help
develop the necessary skills.

The third stage of the MOA process, the concept test of the two recommended
systems (grid versus loops), also provided unexpected results. Stages 1 and 2 of
the MOA process sought to find groups (and their preference attributes) for some
form of public transportation service. It was anticipated that transit planners could
use this information to design new, innovative, and nontraditional transit services
to be concept tested. Instead, planners recommended only variations of existing
traditional fixed-route, fixed-schedule transit services. Given present levels of
transit ridership, it was plausible to assume that variations of the existing service
would not possess great potential. Thus, one has to conclude that in this test,
planners were unable to use the marketing research data to design a public transit
system competitive with the private automobile. Both systems tested failed to
achieve a satisfactory level of acceptability to warrant further consideration unless
much greater deficit per rider were to be accepted. Given that the geographic area
tested contained the highest concentration transportation ‘‘leaners,”” it could be
stated that there presently is no new potential market for expanded traditional
public transit services. However, it is quite premature to suggest -there is no
market for all public transportation services because one concept test did not lead
to success. In many consumer markets it is rare that only a single product concept
test is used; several are often employed before management feels a new offering
may be worth producing. In addition, the urban environment is constantly chang-
ing, and so may the market for traditional public transportation. At present,
however, as evidenced by the data gained in the segmentation study, it was
determined that although transportation ‘‘leaners’’ were willing to try some form
of public transportation, they were quite satisfied with their present mode.

A final finding concerns the cost of acquiring such marketing research data.
The entire MOA process conducted in Jacksonville, Fla., utilized approximately
$100,000. If the entire process were replicated in another test city, the cost could
be expected to decrease appreciably. Given the research methodology, costs
could be 50 to 60 percent of the initial effort. This cost must be balanced against
the information benefits received. That is, can management make better decisions
based on this information and is the information worth the cost?

In the case of Jacksonville, benefits from the segmentation study indicated on
a geographical basis where potential areas for expanded services existed and
where there was little or no potential for expanded services. This provided
management with consumer information data that could be used to counteract
individual citizen group insistence on new or expanded services. Thus, the seg-
mentation data can be an instrument that allows rationale for the known deliveries
of existing services as well as information on where to provide additional services.

The second study (i.e., the attributes study) allows the transportation
planners to analyze attributes of existing systems and attributes that new systems
should have. The most notable one in the Jacksonville area was the clear prefer-
ence for minibuses as opposed to the standard size vehicle. Such information can
be invaluable in new equipment selection.

Finally, the third study of the MOA process, the concept test procedure, as
used in this example, enables transportation planners avoid the introduction of
costly new services that have little or no chance of success. In other applications,
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the concept test can provide valuable information for those services which are
marginal or which are about to be offered based on the results of the concept test.
Such services either can be tested further or can be introduced into a test market
area with a much higher probability of successful adoption.

Overall, the question of market research data cost is one that has been faced
by many individuals. Initially, the cost of gathering such data appears high because
techniques, questionnaires, and other procedures have not been tested fully. Over
time, inefficiencies are discarded, and costs are reduced. The introduction of
market research practices to the newspaper industry is a case in point. In-depth
marketing research information on readers’ habits, interests in types of stories,
and so forth, once was considered to be too expensive to gather. Now almost all
major newspapers use sophisticated marketing research techniques on a day-to-
day basis to direct the complete contents of their newspapers. It would not be
surprising if that same phenomenon were to take place in the public transportation
planning process. Only time and further experimentation will determine whether

the benefits from such consumer information outweigh the cost of its collection.

CHAPTER ONE

INTRODUCTION AND RESEARCH APPROACH

BACKGROUND

Provision of public transportation services within the
United States has become an increasingly complex and com-
plicated problem for transportation officials. Within the past
several years, the expectations and the demands placed on
transportation officials for the delivery of public transporta-
tion services have increased dramatically. The broadened
role that transportation is expected to play in reducing
energy requirements, congestion, and pollution with urban
areas has burdened traditional transportation pianning even
further. A dramatic shift has occurred in the focus, emphasis,
and scope of activities for state transportation officials.

Single purpose funding for highways at both the state and
federal levels with the interstate trust fund was, in retro-
spect, relatively straightforward with respect to purpose,
goals, and objectives. There was clearly a facilities orienta-
tion for a homogeneous public which desired, encouraged,
and [inancially supported the extensive highway system that
was built within this country. The need for transportation
was and, in a sense, could be considered ubiquitous—all
people desired the single attribute of a paved highway for
their travel purposes. Other system attributes, such as type
of vehicle, speed, level of comfort, and other amenities,
could all be provided at the option or desire of the individual.

With the expanded role of transportation today, decision-
makers are vested with the responsibility not only of building
and maintaining the vast highway network, but additionally
of providing public transportation services. The provision of
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providing a national highway network. The need for public
transportation is not' ubiquitous. Different people, accus-
tomed to the varying levels of service and system attributes
of the personal automobile, desire various levels of service
and alternatives to the public transportation system. Thus,
the job of providing the single system that attempts to meet
all these varying needs is exceedingly difficult. Clearly, the
facilities orientation growing out of the highway area is less
than adequate to meet the heterogeneous demands of public
transportation. It should be stressed at this point that there
is a societal need for public transportation as well as an
individual need. In order to conserve energy, to reduce pol-
lution, and to reduce congestion in urban areas, the total
transportation system must be used more effectively and
efficiently.

State and local public transportation officials now face the
major problem of adequate identification of different market
groups which both need and desire public transportation.
American business has gonc from an cra of production or
product orientation to an era of consumer or satisfaction of
demand emphasis; transportation must take the same step if
the goals and objectives set forth are to be accomplished.
State and local public transportation officials must rethink
the attitude that all that is necessary is to provide the product
and somehow it will be used. Careful consideration must be
given to the services, needs, and system attributes necessary
to attract individuals to use more efficient, effective trans-
portation systems. This consideration also must extend to
ways of providing the desired systems effectively and effi-

i
ciently.



It is well documented that little market analysis and re-
search is used in the provision of public transportation
services. Thus, transportation decision-makers have little
concrete information on which to base service decisions and
alternatives with respect to probable utilization by various
heterogeneous groups in the urban marketplace.

Unfortunately, a major constraint is the lack of accurate
cost data for providing that level of service needed to attract
potential users to more effective, efficient transportation sys-
tems. Additionally, the challenge of a public transportation
service level continues beyond the initial decision of a ser-
vice alternative. Also needed are day-to-day management
strategies and procedures for effectively changing a service
alternative either through deletion, improvement, or exten-
sion as consumer desires shift and change. This decision
framework is one in which the transportation decision-maker
has little experience or empirical data. Unlike fire and police
protection, which are community services that have been
established for many years, there is not much general con-
sensus of what is an ‘‘adequate level of service’ for public
transit.

State and local transportation officials need considerably
more information concerning the desire of local urban area
populations for the extent, types, and service alternatives for
their public transportation systems. In addition, these
decision-makers need better marketing research data and
knowledge of how such data can be used in making local
transportation decisions. Finally, accurate cost data and in-
formation must be made available to them so that efficient,
effective public transportation alternatives can be selected.

RESEARCH OBJECTIVES AND APPROACH

The initial objective of this research work was to deter-
mine the state of the art of marketing research and assess the
utilization of marketing techniques and public transportation
decision-making by local officials. The research also sought
to ascertain the degree of cohesiveness among similar com-
munities in utilizing marketing research and techniques in
working public transportation decisions. The goal of this re-
search was to identify one community for further testing of
market research techniques and their application to public
transportation decision-making. These objectives were to be
carried out through a series of field visits whereby local
information procedures and cost data on how to accomplish
the goals and objectives set forth for public transportation
within that community were gathered from the five following
groups:

Public transportation providers.

Private transportation providers.

Social service agencies.

Elected public officials dealing with public transpor-
tation.

5. Local planning officials vested with the responsibility
of planning public transportation.
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From these field visists and resulting case studies, the
research team developed a theoretical model of how short-
range public transportation decisions could be made that
would provide for the accomplishment of local goals and
objectives of public transportation, incorporate appropriate
marketing research data, and select the most appropriate,
cost-effective system alternative.

Figure 1 shows a basic descriptive model of the market-
oriented short-range public transportation planning process
recommended by the research team. This model illustrates
the flow of activities necessary to ensure that market seg-
ments, mobility needs, and services desired are considered in
the identification, evaluation, and design of public transpor-
tation service alternatives. The model is organized into two
basic areas—those decisions which would be considered to
be policy decisions and those decisions which would be con-
sidered to be planning decisions. Policy decisions are those
decisions which ensure involvement of local elected and ap-
pointed officials throughout the planning process. Planning
decisions are the technical activities that must take place in
order to develop public transportation improvement recom-
mendations that will meet the needs of identifying market
segments and will be financially and technically feasible to
implement. The planning decisions have been categorized
according to the professional discipline involved (i.e., mark-
eting research, public transportation service design, and
transportation engineering data base).

POLICY ACTIVITIES

A close relationship must be maintained with local elected
and appointed officials for the development of a short-range
public transportation plan. Political support for recommen-
dations is necessary if the recommendations are to be imple-
mented within the 1- to 5-year time period of the plan. Policy
activities are those activities that ensure involvement of local
elected officials, appointed transportation officials, and in-
fluential citizens of the community throughout the planning
process. Four policy activities are shown in Figure 1.

As with any planning model, identification of local trans-
portation goals and objectives is necessary in order to pro-
vide general guidance for all of the planning activities. Local
goals and objectives are particularly important, however, in
the market-oriented planning model. First, local goals and
objectives help in the second policy activity (identification of
the demographic or geographic area to be studied). Second,
local goals and objectives can help expedite the evaluation of
alternative transportation services by local decision-makers.

Local goals and objectives should help preselect the popu-
lation groups to be studied. Market research activities may
involve door-to-door interviews that can be prohibitively
expensive and time consuming for use in short-range plan-
ning. This cost can be reduced significantly by reducing the
size of the population to be sampled. The local goals and
objectives should be specific enough to identify those popu-
lation groups in the urban area which should receive priority
in the development of transportation services. In one urban
area, high income commuters from certain suburbs might be
identified as a priority population group to receive improved
transportation service because of local emphasis on air pollu-
tion abatement and energy conservation. Also, low-income
and high unemployment neighborhoods might be a priority
because of serious problems residents have reaching places
of employment. By identifying a population group to receive
first priority, the market research process can be less expen-
sive and can require less time. As the market-oriented plan-
ning process is repeated over time, many population groups
within an urban area eventually will be surveyed, and a data
base will be established that can be easily updated.

Local goals and objectives are necessary for evaluation of



ILL

Policy Activities

Marketing Activities

Engineering Activities

Identify Tocal
Transportation Goals

Service Design

Nata Base

Urban Area and
Population Analysis

Select Modes to Satisfy At-
tribute Preferences (gross|

Description and Amalysis
of Alternative Tramsit

and Objectives Wi feasibility comparison d Mod
and evaluation of modes) -
r _@
Identify Demographic Select a Population
and/or Ceographic $i Group for Segmentation o 1
Area to be Studied Study !
Design Alternative Transit Comparison of the Ability
Systems to Serve Specific of Alternative Transit
Market Sepments ¢ Modes to Satisfy Selected
’ | Travel Patterns
Fvaluation of Service ‘
(based upon goals and Describe Market |
objectives) Segments | 4
I Cost-Breakpoint Analysis
| i of Alternative Transit
‘_‘ : ’ | Modes by Travel Patterns
b |
Identify Attribute I
Preference Structure |
of Selected Segments
Policy Decisions Eren : Transit Operating Guidellnes
1 " and Standards
I
v |
Do Nothing Predict Market Segment f— wm = = == — -
Response to Transit
Systems +
Institutional Considera-

tions:
a. regulatory problems
. organizational problens

Integrate System Design
with other Transportation

h
¢. funding alternatives hErvines
d. other
Implementation,
Control, and 4 -
Monitor Analyze FEnvironmental Analyze Capital and Unit Costs
4 and Community Impact Operating Costs

Longitudinal Analysis
of System Performance
and Market Change

Figure 1. NCHRP Project §-16 mode!—a market opportunity analysis to short-range public transportation planning.



alternative transportation services. With short-range im-
provements it is necessary for local decision-makers to ap-
prove, disapprove, or recommend changes to a planned im-
provement in a relatively short period of time. There is no
time for opinions to be formed after years of public forums
and debate. Serious involvement by local decision-makers in
the development of specific goals and objectives (with ample
opportunity for public involvement) will help to reduce the
time necessary for approval of recommended short-range
projects. General goals and objectives developed to mini-
mize local debate and to avoid serious involvement of local
decision-makers will not shorten the time period necessary to
approve projects. The same ‘‘hot’’ issues that would have
taken time to resolve during the goals and objectives process
then will take time during the alternatives evaluation stage.

Policy activities also include evaluation of proposed public
transportation services based on institutional considerations
(i.e., regulatory problems, organizational problems, and
funding alternatives). All transportation alternatives may
potentially have institutional issues that need to be ad-
dressed. These issues should be made explicit early in the
design process and should be assessed continually through-
out the process. Political support is necessary to deal with
these issues. Frequently, legislative action is required before
an alternative may be implemented.

MARKET ANALYSIS ACTIVITIES

Market analysis activities are those activities which iden-
tify public transportation market segments and their service
attribute requirements for input into service design. Estima-
tion of market alternative service designs (necessary in the
evaluation of alternatives) is also one of the market research
activities. The six market research activities are shown in
Figure 2.

The geographic and demographic characteristics must be
determined before a population group can be selected for a
segmentation study. For example, if high income commuters
are identified in the goals and objectives phase as a priority
population group to receive improved public transportation
service, it is necessary to be able to identify residential con-
centrations of individuals in this population group.

Local goals and objectives identifying population groups
to be given priority in the development of transportation
services are used in conjunction with the urban area and
population analysis to focus the segmentation study on sub-
groups of the urban area’s population. By focusing the seg-
mentation study on only a few population groups, the market
research process can be less expensive and can require less
time.

Properly identified, a market segment is composed of
those people within the urban area who are both able and
willing in a designated future time period to decide to use a
specific type of public transportation service. Description of
market segments therefore involves determining those char-
acteristics which affect both the ability and the willingness of
individuals within the selected population groups to use pub-
lic transportation services. These characteristics must then
be used to identify and to describe different segments within
the selected population groups according to the specific type
of public transportation services they would be able and
willing to use.
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Identifying the attribute preference structure of selected
segments involves identifying the service design attributes of
the public transportation services that the different popula-
tion segments are able and willing to use. A description of
alternative public transportation modes and their respective
attributes from the transportation engineering data base ac-
tivity is needed as an input into this activity in order to assure
that the desired attributes can be provided by alternative
modes. For example, many attribute studies have shown
‘‘convenience’’ to be important to potential consumers. Un-
fortunately, ‘‘convenience’” has not been defined and is left
to individual interpretation. Convenience could mean door-
to-door pickup, instantaneous availability, driver assistance
with packages, or routing along desired shopping corridors.
These attributes can be provided by alternative transporta-
tion modes, but they cannot all be provided by the same
alternative transportation mode or service design. There is
no use in determining the importance of convenience to a
potential consumer if that term is not identified specifically
enough to be useful in designing the service.

Once the market segments and their attribute preferences
have been identified, certain public transportation service



design activities and policy activities concerning evaluation
must take place before the marketing activities are con-
tinued. The transportation service design activities inciude
selection and design of alternative public transportation ser-
vices to meet the attribute preferences of the market seg-
ments. The policy activities include evaluation of design
alternatives based on local goals and objectives. Once the
alternative designs have been completed and approved, the
marketing study evaluation of actual market use of the de-
signed service would be undertaken. Included is an assess-
ment estimate of whether there is sufficient demand to justify
implementing the service alternative. Using break-even
kinds of analyses, the assessment must consider the degree
to which the designed service meets the attribute require-
ments of the market segment, the number of people within
the market segment, and the percentage response expected
within the designated time period.

After implementation of a service, longitudinal analysis of
system performance provides the information necessary to
“‘fine tune’’ the match between the service and consumer
needs. This analysis includes measurement of the degree to
which the service meets the market segment’s attribute re-
quirements and monitoring of market segment changes.

PUBLIC TRANSPORTATION SERVICE DESIGN ACTIVITIES

Public transportation service design activities shown in
Figure 1 are those activities necessary to identify and eval-
uate public transportation alternatives with regard to market
segment needs, desires, financial constraints, and technical
constraints. Many of these activities were included in the
traditional planning process, but their emphasis is different in
the market-oriented planning process. In the latter process,
selection of modal alternatives is based on the identified
market segment attribute requirements, not on the engineer-
ing data base.

Selection of modes to satisfy the attribute preferences of
market segments involves matching information concerning
the attribute preferences of the segments determined from
market research with the known attributes of alternative
modes. The attributes of modes are discussed in Chapter
Five. This information is available, but not in a comprehen-
sive source which measures the same attributes for all modes
for comparison purposes.

Once several alternative transportation modes have been
identified as providing many of the service attributes desired
by the market segment, there needs to be a “‘first-cut’’ analy-
sis of the alternatives to determine if it is reasonably feasible
to implement the alternatives in the specific local area. For
example, a high-speed, modern, elevated rail service may
provide the attributes desired by the selected market seg-
ment. However, if the urban area is reiatively smail in popu-
lation and characterized by low densities, this service would
not be financially feasible. Sketch planning guidelines from
the engineering transportation data base are used as input
into this activity.

The first two steps within the public transportation service
design activity involve the selection of technically and finan-
cially feasible modes that satisfy the attribute preferences of
the identified market segments. If the selected alternative
modes also meet the approval of the local decision-makers,
particuiariy with regard to iocal goais, objectives, and institu-

tional considerations, alternative service designs are devel-
oped for the alternative modes. Service design is a broad
term indicating many activities that vary in type and detail,
depending on the modes selected. The development of new
routes and schedules is an important design activity for tradi-
tional public transportation services. Development of a pack-
age of incentives to encourage private services is a necessary
design activity for privately supplied alternatives. Various
operational guidelines would need to be developed with re-
gard to all services as a design activity, including decisions
concerning the boundaries of the service area, general poli-
cies concerning the proper treatment of passengers by driver,
and minimum time allowed for boarding of passengers. In the
service design, the attributes specified by the market seg-
ment and the technical guidelines would be used to determine
operational policies.

Following evaluation of the market segment’s demand re-
sponse to the selected transportation service designs (a mar-
ket research activity), the feasibility of the transportation
designs would need to be determined. This feasibility analy-
sis would be based primarily on an analysis of the financial
cost of providing the service, expected revenues, and the
mobility benefits that the service would provide. Other costs
and benefits, such as reduced traffic congestion, energy con-
sumption, and air pollution, would be analyzed based on
local goals and objectives. This technical information would
then be used by the local decision-makers in their evaluation
of the proposed services.

Integration of the proposed transportation service design
with other transportation services already being provided in
the local area would include recommendations for organiza-
tional control of the service; recommendations for institu-
tional changes; recommendations for sharing equipment,
physical facilities, and/or labor; and, where appropriate, the
actual run cutting necessary to develop schedules or other
technical integration activities.

Environmental and community impact analysis would in-
clude preparation of an environmental impact statement,
where required. The environmental and community con-
cerns focused on in the analysis would be those identified as
important in the local goals and objectives. The analysis
would be used by the local decision-makers in making the
final decision on implementation.

Before implementation, a complete estimate of the costs
involved in providing the new service needs to be developed.
This information should highlight all additional costs to be
incurred, even if not directly used by the service. For exam-
ple, addition of new peak-hour-only service to the existing
fixed-route system, under union rules, may require hiring
new full-time drivers that may only work 2 or 3 hours each
day. The total increase in cost, including the cost of full-time
drivers, is needed by decision-makers in making the tinal
decision to implement.

TRANSPORTATION ENGINEERING DATA BASE

The transportation engineering data base shown in Figure
1 consists of the information necessary to perform the public
transportation service design activities. With the exception
of the description of alternative public transportation modes
and the attributes they possess, aii of the information listed



is generally available to most planning agencies and public
transportation organizations. Continual improvement, re-
finement, and updating of the data base are, of course,
necessary.

Public transportation modes have not been traditionally

defined and analyzed in a manner that makes them readily
usable in the selection and design of services based on mar-
ket research. A general categorization of public transporta-
tion modes according to the attributes they possess and do
not possess is not available.

CHAPTER TWO

THE MARKETING MANAGEMENT PROCESS

A MARKETING APPROACH TO PLANNING

An application of market opportunity analysis (MOA) to
public transportation planning, such as the one described in
this report, must be reviewed and evaluated within the con-
text of a total marketing management process. Analyzing
market opportunity is not an end in itself; rather, it provides
an essential information base for the kinds of organizational
planning where a major objective is to influence demand
within markets.

Contemporary marketing is founded on the idea that any
organization’s mission and objectives can be achieved best
by providing product or service offerings that are wanted by
potential customers. This is in direct contrast to a managerial
approach that focuses on selling products or services most
conveniently or efficiently produced by the organization. For
example, management of a transit service that decides it
wants to sell a bus service, puts buses on the street, and then
uses promotion to try to get people to ride the buses is not
applying a total marketing approach. On the other hand, if
the same management identifies groups of citizens needing
transportation, describes and assesses their requirements,
and then uses this knowledge to tailor one or more services
to satisfy these requirements for travel, a true marketing
management process is implemented.

The essence of marketing is to begin by building an under-
standing of the nature and extent of demand in markets, and
then to use this knowledge to design and offer a total product
or service offering that will satisfy demand in those markets
selected as targets. In this way, marketing involves consider-
ably more managerial responsibility than just using advertis-
ing and other forms of promotion to sell products or services
that an organization wants to produce.

Figure 3 shows the major activities comprising a marketing
management process and, in particular, positions MOA in
this process. Note first that marketing is conducted within a
framework provided by an organization’s mission and ob-
jectives. This guides MOA and marketing decision-making
toward those opportunities that an organization, with a
unique combination of skills and resources, is most capable
of serving.

The marketing task begins by finding and assessing mar-
kets comprised of people having potential demand for some
product or service offering that the organization is capable of

providing. Having demand means that these people are able
to purchase the product or service and want to buy and use
it. Identifying those who are able to buy is not too difficult.
Determining which people with ability to buy who also will
want to buy is the real challenge for MOA. What people want
to do is influenced by many factors that are not always easy
to uncover, including needs related to using a product or
service, past experiences, opinions toward alternative ways
of satisfying needs, approaches used to choose between
these alternatives, preferences for product or service charac-
teristics, and so forth. Consequently, analyzing markets for
demand opportunity often requires considerable knowledge
of the kinds of people in markets.
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Figure 3. The marketing management process.
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The benefit from an MOA lies in the information base it
provides for key marketing decisions. These decisions—
seieciing market targets, determining marketing objectives,
and designing a marketing offer—combine to determine the
marketing strategy that an organization will use to meet the
requirements of market targets. To a great extent, the close-
ness to which managers can tailor a marketing strategy to the
needs and requirements of selected market targets depends
on the quality of the MOA. Of course, managers must use the
MOA information creatively to determine which marketing
strategy alternatives are most likely to generate the required
positive market response.

Finally, Figure 3 shows that following up on the design of
a marketing strategy to evaluate resulting market target re-
sponsc is an important part of the marketing management
process. Market target response information becomes an im-
portant input into the periodic reanalysis of market oppor-
tunity that takes place to identify when changes are needed
in marketing strategy. This highlights the fact that marketing
is an ongoing management process where market oppor-
tunity information is used to develop and maintain a close
match between the organization’s marketing offer and mar-
ket target needs and requirements.

APPROACHES TO MARKET OPPORTUNITY ANALYSIS

The marketing management process described clearly sets
out the purpose of an MOA. In essence, an MOA is required
to bring the potential buyer’s/user’s point of view (i.e.,
needs, preferences, choice processes, uses, etc.) into
management’s planning process. In a public transportation
context, its purpose is to provide the necessary market infor-
mation to permit and encourage public transportation plan-
ners to match a system’s design characteristics more closely
with the user requirements of a preselected target group of
citizens in a community. Applying this approach is particu-
larly important in contemporary times because the private
automobile is continuing to provide overwhelmingly power-
ful competition for intracity travel, especially in medium-
sized and smaller cities.

Within the broad framework of the marketing management
process, an organization will experience many different
situations requiring marketing strategy planning. For exam-
ple, a transit company may want to plan a more effective
strategy to appeal to current riders, to expand the existing
service into markets not currently using the service, to de
velop new services for current riders, and/or to develop new
services in order to expand into new markets. Fach of these
situations requires somewhat different information describ-
ing different groups of people in a community.

Consistent with differing marketing management tasks, the
MOA shouid not be viewed as a singie kind of study that fits
all planning needs. Rather, MOA is merely a label for a
variety of different types of studies, each one yielding dif-
ferent kinds of information. The common bond tying these
studies together is that all involve collecting, analyzing, and
applying information about potential markets for some prod-
uct or service, in this case public transportation services.

Viewing MOA as a category of studies means that
managers involved in making marketing strategy decisions
must choose the most appropriate kind of MOA for the public
transportation pianning decisions of interest. it is not possi-

ble simply to design an MOA with little knowledge of the
particular planning decisions to be made. Rather, MOAs
must be tailored to fit the decisions/planning at hand. For
example, a different MOA would be needed to evaluate the
effectiveness of an existing bus service from that needed to
find opportunities to design and implement new public trans-
portation services. The MOA for the existing bus service
probably would make use of market response information
(e.g., on-board ridership surveys) from current users, par-
ticularly if the purpose of the information is to improve the
bus service for those already using the service. On the other
hand, locating new markets will not have the benefit of mar-
ket response information because there is no current use to
analyze. The design of a particular MOA must match the
marketing decisions faced by the planner. The pianner serves
as an important input into the design and analysis stage of
any MOA to ensure that the information gathered is useful
and well understood in light of decisions to be made.

To determine the most appropriate kind of MOA needed
for this project, it was necessary to identify the public trans-
portation decisions for which the MOA should prepare
planners. Although a general MOA was outlined in the proj-
ect proposal, a much more specific public transportation
planning task had to be formulated before the kind of MOA
needed could be determined. Operationally, the design of the
MOA was guided by information gathered by visits to, and
interviews with, public transportation organizations in many
cities. The visits provided greater understanding of the kinds
of problems faced by public transportation planners. From
this base of information, different decision tasks were identi-
fied for which MOA would be helpful. These tasks ranged
from controlling existing systems in existing markets, to ex-
panding the use of existing systems in existing markets, to
expanding existing systems into new markets, to designing
new systems for existing markets, to designing new systems
for new markets.

After considerable deliberation, the project team decided
to design and demonstrate an MOA that would be suited to
help public transportation planners evaluate the opportunity
to develop modified or new systems for new markets (see
Fig. 4). The intention was to use MOA to see if one or more
citizen groups within a community couid be identified as a
potentially attractive market for a modified or new public
transportation service. The new markets would be com-
prised of people who are now using their automobiles for ail
or at least a majority of their travel within the test city—
Jacksonville, Fla. It was felt that these ‘‘noncaptives’’ repre-
sented the greatest potential for substantially expanding the

Existing Markets New Markets
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Systems

Modified X
Systems

New Systems X

Figure 4. Focus for the market opportunity analysis design.



use of public transportation modes (where public transpor-
tation broadly refers to any multiple ridership mode) in
medium-sized and smaller cities.

Market analysis for the modified or new service/new mar-
ket decision is clearly the most difficult to design and imple-
ment. Finding new opportunities is itself a difficult and often
‘“‘trial-and-error’’ kind of activity, because one is searching
for opportunities about which little is known at the outset of
the project. As such, it requires an elaborate MOA that must
be conducted in sequential stages in order to ‘‘narrow-in’’ on
opportunities that exist. This was the approach taken here.
The project focused on the population of noncaptive trav-
elers in the Jacksonville area and designed a three-stage
demonstration MOA to search for market opportunities for a
new public transportation service.

MARKET OPPORTUNITY ANALYSIS

There are at least two alternative approaches to MOA for
finding new markets for modified or new systems. Planners
can use personal experience to select citizen groups in a
community that are felt to have demand for new services.
The MOA then would take this group and would analyze the
nature and extent of market opportunity for serving that
group. For example, on an ad hoc basis one might decide that
handicapped people in the community are not being served
adequately by any public transportation service. An MOA
then could be tailored to assess whether there is a sufficiently
attractive market opportunity among these people.

A second approach does not assume that a particular group
can be identified purely from experience. Rather the tools of
MOA are needed, in effect, to search through the whole
population in order to uncover market groups that appear to
have opportunity. The MOA then can be extended to assess
the nature and extent of opportunity available. Because it
cannot be assumed that planners in every city will have suf-
ficient experience and knowledge of the population to pick
likely groups, it is best to use the latter approach.

The entire MOA process in a search for new public trans-
portation opportunities is shown in Figure 5. Briefly, the
MOA began with an in-depth analysis of various secondary
sources describing community characteristics relevant to use
of transportation (e.g., census of population, community
planning studies, route maps, etc.). The purpose here was to
become more familiar with the community area and popula-
tion which constrain or otherwise influence peoples’ use of
transportation modes.

An aggregate analysis provides an important information
base for designing the search part of the MOA: a segmenta-
tion study. The goal for the segmentation research is to iden-
tify groups within the community that appear likely to repre-
sent an opportunity for transportation services tailored to
their needs. The end result of the segmentation step in the
process is to identify promising, potential market segments
that can be matched with a general mode system type likely
to be competitive with modes currently being used (mostly
the automobile).

One or more segments that appear to have attractive op-
portunity can be subjected to further analysis to provide
information concerning specific mode attribute preferences.
This information is intended to aid transportation planners in
designing a working, operational public transportation mode.
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Of course, designing a functional system requires more than
MOA information, but the consumer segment preference in-
formation plays an important role. Planners need to under-
stand how important various system attributes are to poten-
tial users and what tradeoffs these people would be willing to
make when it is not possible to build in all attribute levels
wanted. For this project, the single most likely segment was
selected as sufficient for demonstrating subsequent analysis
techniques.

The MOA process ended with an analysis of the consumer
segment’s likely response to the proposed public transporta-
tion system. In the Jacksonville MOA, an in-home concept
test was used to demonstrate one alternative kind of method-
ology suited for this purpose. This technique exposes a sam-
ple of potential users from a predetermined target market
segment to a pictorial and verbal description of the proposed
system. Measures then are made of potential consumers’
reaction to the proposed system. This information is used to
aid in the go/no-go decision on whether to offer the service
on a trial or full-scale basis.

In summary, the MOA process is designed to seek poten-
tial opportunities by beginning with broad population groups
in a community and sequentially narrowing down to markets
with potential opportunity. This is done by using aggregate
urban area and segmentation analyses to identify candidate
market/transportation mode opportunities, and then using
attribute preference and concept test studies to help assess
the likelihood of obtaining needed usage levels for a specific
proposed system. In this way, MOA provides a systematic,
step-by-step search for public transportation opportunities.
The key to the whole process is the use of market demand
information to guide public transportation planning decisions
on new opportunities. This is in sharp contrast to the ‘‘trial
and error’’ product-oriented process of starting with the in-
troduction of new services and then noting whether usage is
sufficiently high to warrant continuation of the service.
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CHAPTER THREE

REVIEW OF SELECTED LITERATURE ON MARKET OPPORTUNITY
ANALYSIS FOR PUBLIC TRANSPORTATION PLANNING

Figure 5 shows the stages of the MOA process designed for
this study. These stages provide a way to organize the litera-
ture for the review. Before beginning a review by stages,
however, a few observations on the overall body of literature
are offered. No study was found which followed the process
throughout. Rather, the majority of studies explored one or
a few of the aspects of the process with the intent of better
understanding potential market targets. Often what was re-
ferred to as segmentation analysis was actually an analysis of
the mass market of users as compared to nonusers or of large
population groups based on sex, age, or other sociodemo-
graphic information. Seldom was there an attempt to carry
out the analysis to matching a modal transportation service
concept to market targets. Often, when more than one stage
of the process (Fig. 5) was included, the data were collected
simultaneously in the same study rather than sequentially
over multiple studies. For example, segmentation informa-
tion, attribute preferences, and alternative modal concept
preference information might be combined within a single
study. This approach does not allow the findings of one kind
of information (e.g., segmentation) to guide the design and
analysis of subsequent kinds of information (e.g., attribute
preferences or preferences for modal services).

In general, the literature to date can be characterized as
contributing pieces to an overall MOA process. The point in
state-of-the-art development where complete MOA proc-
esses routinely are reported ending with a matching of
system services to target markets has not been reached.

MARKETING MANAGEMENT PROCESS

A number of articles and reports discuss the central ideas
of marketing management as they apply to public transporta-
tion. Many of these studies (Alan M. Voorhees and Asso-
ciates, Inc., 1973; Deslauriers, 1975; Kullman, 1976; Moran
and Jones, 1975; National Transit Marketing Conference
Proceedings, 1975; Smerk, 1971; Reed and Ingram, 1976;
Reed, 1973; ‘‘Transit Marketing: Do’s and Don’ts for a Suc-
cessful Program,”’ 1975; Vanier and Wotruba, 1977; Wachs,
1976; Winslow and Pfeffer, 1972) discuss the importance of
selecting markets and designing marketing mix components
for public transportation systems that meet the needs of
these targets. These articles argue that public transportation
faces an intensively competitive market situation not unlike
that faced by commercial firms. Thus, planners have the
same need to tailor public transportation services carefully to
match market target requirements. Other works (Gensch and
Golob, 1975; Grant, 1970; Johnson, 1974; Lovelock, 1976;
Modal Split-Documentation of Nine Methods for Estimating
Transit Usage, 1970; Shocker, undated; Shocker and Sri-
nivasan, 1976; Tauber, 1975 and 1977; Urban Origin-
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market researcher in showing how to obtain information
about markets to implement a time marketing management
process. Underlying the methodologies are various theo-

retical models (Horton, 1972; Roeseler, 1974; Sheth, 1976;
Stopher and Meybury, 1975) that attempt to explain the deci-
sion processes of the transportation consumer. These arti-
cles are important because they provide systematic frame-
works for properly understanding the behavior of potential
customers in markets.

The objective of on-board studies of transit riders (Bates,
1974; Knoxville/Knox County Metropolitan Planning Com-
mission, 1973; Transit On Board Survey—Phoenix Transit
System, 1976) is to evaluate the current system (transit) with
current users. This type of study is common to the literature
and probably represents the majority of all MOA for public
transportation planning.

Increasingly, however, transit operators are interested in
expanding the current transit (bus or rail) system into exist-
ing and new markets by instituting service improvements.
Many of these studies (Aerni and Surti, 1976; Alpert and
Davies, 1975; Beier, 1972; Blankenship, 1976; Byrd, 1976;
Foerster et al. 1977; Hind and Anderson, 1976; Lovelock,
1973; Market Facts, Inc., undated and 1975; Recker and
Golob, 1976; Schwartz, 1977; Vanier and Wotruba, 1977,
Wotruba, 1975; Young et al. 1975) tried to identify and de-
scribe target groups comprised of infrequent users and/or
nonusers of transit, usually those consumers with access to
an automobile. These consumer group descriptions were in-
tended to help planners evaluate the opportunity to expand
existing services into these groups.

A minority of studies explored new sysems for new market
groups. General Motors Research Laboratories investigated
the attitudes of potential consumers toward a demand-
responsive jitney system (Gustafson et al. 1971) and an auto-
mated system (Dobson and Kehoe, 1974; Golob et al. 1973).
Dobson and lischer (1976) explored potential use of car-
pooling by Los Angeles commuters. Fielding et al. (1976)
obtained the reacuion of Orange Counly, Calif., consumers
toward a demand-responsive transportation system. Typic-
ally, the research attempted to evaluate market response to
a preselected type of service, rather than starting with an
analysis of potential markets in order to match the service to
markets.

AGGREGATE COMMUNITY MARKET ANALYSIS

In each of the research studies reviewed, indications are
that an understanding of community characteristics was ob-
tained through a formal or informal analysis of the aggregate
community market as a prelude to the design of the research
study. Documentation of the effort often is not available in

the study report but would be a prerequisite nced, especially



in cases where population groups are preselected for study.
Several studies (Costantino, 1975; Dajani and Sullivan, 1976;
Guest and Cluett, 1976) use census data as a way of under-
standing the importance of metropolitan structure and social
and economic variables to modal choice. So, the aggregate
kind of community analysis is well known to public transpor-
tation planners.

MARKET SEGMENTATION ANALYSIS

In only about 30 percent of the research studies reviewed
were groups formed that were found to be statistically dif-
ferent in their responses toward marketing mix alternatives.
In the three studies reported in the following, ad hoc groups
were formed based on differences observed in the preference
or importance placed by respondents on attributes of per-
formance. Documentation (Costantino et al., 1974; Dobson,
1973; Dobson and Kehoe, 1974; Golob et al., 1973) was found
in the literature of a General Motors Research Laboratories
study of the demand for Metro Guideway, an automatic ur-
ban transportation concept. The large-scale data collection
effort included pretests, mail panel surveys, and home-
interview and leave-behind questionnaires. Seven groups
with homogeneous perceptions of attribute preferences were
identified. In the other studies, homogeneous market seg-
ments were formed on the basis of attribute preference
(Koutsopoulos and Meyer, 1976) and attribute importance
(Foerster et al., 1977).

Homogeneous segments based on travel choice con-
straints (e.g., availability of bus, auto; waiting/walking time)
were formed by Nicolaidis et al. (1976) and Recker and Golob
(1976). These constraints were used as predictors of modal
choice. Based on modal use, frequency of use and previewed
availability, Dobson and Tischer (1976) identified segments
with different perceptions of modal attributes. In a study by
Market Facts (1975) segments were formed based on atti-
tudes toward modal use. Segments were formed to differ in

iterms of aitributes, interests, and opinions (AIO); demo-
graphics; and travel behavior.

In general, the concept of market segmentation is estab-
lished in the literature. In many cases, segmentation is used
to refer to any approach which groups people in a com-
munity. Most do not test the groups against segmentation
criteria. However, more rigorously developed studies are
available. Missing are attempts to follow up on grouping/
segmentation studies with a matching service offering includ-
ing tests of those offerings for customer reactions.

SEGMENT/POPULATION GROUP MODAL ATTRIBUTE
PREFERENCE

In each of the foregoing segmentation studies, information
about specific modal attribute preferences was obtained dur-
ing a single data collection effort. In all other research studies
reviewed, information about attribute preferences was ob-
tained from population groups selected prior to analysis
(Alpert and Davis, 1975; Beier, 1972; Brown, 1974; Fielding
et al., 1976; Gustafson et al., 1971; Golob et al., 1972; Hind
and Anderson, 1976; Market Facts, Inc., undated; Schwartz,
1977, Stopher et al., 1974). Many of the researchers claimed
that groups identified were segments, although it is not
known whether the groups met the criteria established for
market segmentation analysis. In a section on the selection of
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segmentation bases, there is a discussion of these studies as
well as those which met segmentation criteria.

The majority of the researchers used a bipolar, important-
to-unimportant scaling technique to measure attribute im-
portance (Dobson and Tischer, 1976; Fielding et al., 1976;
Foerster et al., 1977; Golob et al., 1973; Koutsopoulos and
Meyer, 1976, Market Facts, Inc., 1975; Nicolaidis et al.,
1976; Recker and Golob, 1976; Schwartz, 1977). The bipolar
scale was used to measure attribute satisfaction in the home-
interview survey portion of the Metro Guideway Study
(Costantino et al., 1974; Dobson, 1973; Dobson and Kehoe,
1974). In the General Motors Research Laboratories study of
a demand-responsive jitney system, the importance measure
was used in conjunction with a paired comparison technique
to determine the tradeoffs of attributes which respondents
are willing to make (Golob et al., 1972; Gustafson et al.,
1971). Stopher et al. (1974) used paired comparisons to deter-
mine tradeoffs between the importance of convenience at-
tributes. In the study by Koutsopoulos and Meyer (1976),
tradeoffs between attributes were determined by varying
levels of fare, service frequency, and bus stop distance in
describing 54 bus systems. Satisfaction with each system
then was evaluated by another bipolar type scale. Other re-
searchers (Alpert and Davies, 1975; Beier, 1972; Hind and
Anderson, 1976) used a Likert scale to measure attribute
importance.

The literature has addressed important issues concerning
what people look for in transportation services. Researchers
have recognized the value of having potential riders provide
opinions on the different characteristics of systems that are
important to them. Some attention also has been given to
learning how people will trade off one characteristic against
another, but this remains an important area of research that
needs more work, particularly on techniques for getting this
kind of information from consumers.

SEGMENT MODAL CONCEPT TEST ANALYSIS

Only two studies were reviewed that tested public trans-
portation modal concepts. The first was an integral part of
the Metro Guideway Study performed by General Motors
Research Laboratories (Costantino et al., 1974; Dobson,
1973). Data were collected in the same study for segmenta-
tion, segment modal attribute, and segment modal concept
test analyses. Respondents to a home-interview survey eval-
uated their satisfaction with each of these automated modal
concepts according to 12 attributes. The three concepts were
dual-mode transit, people mover, and personal rapid transit.
Respondents received an explanation of the design and
operation of each mode through the use of sketches and
scenarios.

In a study by Koutsopoulos and Meyer (1976), under-
graduate respondents evaluated a series of hypothetical bus
systems by means of a rating scale. A total of 54 descriptions
were reviewed in which the levels of fare, service frequency,
and bus stop distance were varied. As with the General
Motors study, segmentation and attribute analyses were car-
ried out in conjunction with the modal concept tests.

TEST MARKET/FORECASTING DEMAND

No test market applications of modal concepts were found
in the literature. However, numerous studies developed
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models for predicting the demand for alternative modes and
future trip generation (Costantino, 1975; Dajani and Sullivan,
1976; Hartgen and Keck, 1976; Keck and Liou, 1976; Knight-
on, 1976; Martin et al., 1961; Modal Split: Documentation of
Nine Methods for Estimating Transit Usage, 1970; Oi and
Shuldiner, 1962).

SELECTION OF SEGMENTATION BASES

Travel (Purchase/Use) Behavior

In the majority of studies reviewed, an attempt was made
to segment the market of transportation consumers on the
basis of hypothesized differences in usage of alternate trans-
portation modes. Typically, in such studies (Beier, 1972;
Blankenship, 1976; Byrd, 1976; Knoxville/Knox County
Metropolitan Planning Commission, 1973; Lovelock, 1973;
Transit On Board Survey—Phoenix Transit System, 1976;
Vanier and Wotruba, 1977; Wotruba, 1975) profiles of the
sociodemographic characteristics, attitudes, and travel be-
havior of mass market groups such as transit users and/or
nonusers are developed. On-board surveys of customers
were used to evalvate current systems with current users.
Transit decision-makers are frequently interested in compar-
ing the perceptions of user/nonuser groups because of an
interest in expanding the current system into new markets.
However, the potential user market is so diverse with respect
to attribute preference that in actuality a mass marketing
approach is being undertaken.

In other studies (Dobson and Tischer, 1976; Hind and An-
derson, 1976; Market Facts, Inc., 1975 and undated; Recker
and Golob, 1976; Schwartz, 1977) attempts were made to
form user/nonuser groups into segments with more homoge-
neous responses toward modal attributes, although the suc-
cess of such efforts was limited. In a study by Recker and
Golob (1976), five market groups were identified based on
accessibility to transit (i.e., mobile, inappropriate bus rout-
ing, poor bus accessibility, carless, and busless). Through
factor analysis, dimensions of attribute perception for each
of the four market segments were isolated.

Dobson and Tischer (1976) initially classified 699 Los
Angeles commuters into three segments: bus, carpool, and
single occupant auto travelers. On the basis of second
segmentation criteria consisting of a combination of fre-
quency of use and perceived availability, bus and carpool
segments were each further subdivided into four groups ac-
cording to whether the respondent was a frequent user; occa-
sional user: perceived opportunity to use. but did not use: or
did not perceive opportunity to use and do not use. Over the
three modes, 63 percent of the commuters were classified
correctly according to their usual commute mode as a func-
tion of their beliefs about the attributes of transportation
modes.

Schwartz (1977) selected a sample of 159 middle class,
suburban women shoppers for study. Respondents were
classified according to predetermined criteria based on bus
use for shopping and other trips. Segments thus were identi-
fied consisting of adopters, occasional users, triers, rejec-
ters, discontinuers, and nontriers. Adopters were found to be
more pro-bus than nontriers. Additionally, differences in
perceptions of attributes were found between users (adop-
ters, occasional users, and triers) and nontriers for 92 percent

of the attributes studied. The five segments were not tested
separately for homogeneity of attitudes and perceptions.

Socioeconomic Characteristics

Almost as popular as travel behavior segmentation (pur-
chase/use behavior) is segmentation based on sociodemo-
graphic characteristics of the consumer. Such population
groupings are of particular interest to the political policy-
makers. For example, a community goal may be to increase
the mobility of particular citizen groups such as the elderly
and handicapped. In studies (Ashford and Holloway, 1972;
Brown, 1974; Dajani and Sullivan, 1976; Fielding et al., 1976;
Golob, 1971; Hartgen and Tanner, 1970; and Markovitz,
1971) which attempted to segment on the basis of socioeco-
nomic characteristics, population groups were preselected
for analysis as was the case for user/nonuser groups.

One problem of attempting to segment using several popu-
lation group criteria as most studies do is that group member-
ship is overlapping. A typical listing of population groups for
analysis might include low income consumers, elderly,
young, nondrivers, and multicar households. Also, while
some studies (Fielding et al., 1976; Golob et al., 1972; Golob
et al., 1973) attempt to measure attribute perferences/im-
portance, others measure the travel behavior (Markovitz,
1971; Ashford and Holloway, 1972), modal choice (Dajani
and Sullivan, 1976), modal shift (Brown, 1974), or destination
choice (Stopher, 1977) of population groups.

Alternative segmentations of transportation consumers
were compared by Nicolaidis et al. (1976). Demographic,
travel choice constraints, general attitudes, and attribute im-
portance alternately were used to explain modal choice. Seg-
mentation based on travel constraints (i.e., auto availability,
bus access time and availability) were the best predictors of
modal choice, while attitudes were the poorest discrimina-
tors. Demographic variables were moderate discriminators.
However, it should be noted that modal choice preference is
based on attributes of existing systems. The consumers pref-
erence for alternative systems with varying attributes would
be more useful for the planning of new systems.

For purposes of determining the reasons for increased
ridership related to a fare reduction and service improve-
ments, an on-board survey was made of Metropolitan At-
lanta Regional Transportation Authority old and new custo-
mers (Bates, 1974). For purposes of analysis, four customer
groups bascd on residential transit route location and income
were preselected.

Althongh the hehavior of nonulation groune has heen
found to differ, due possibly to the constraints imposed by
income and opportunity, few differences have been found in
the attribute preferences of such groups. For this reason,
socioeconomic characteristics have not been particularly
useful bases for segmenting the transportation market.

Product Characteristics/Dimensions

The potential of using attitudes toward public transporta-
tion use and preferences for product attributes to form homo-
geneous market segments is uncertain but promising. In stud-
ies by Alpert and Davies (1975) and Young et al. (1975),
potential customers were identified as target market groups
on the basis of their wiilingness to use improved transit for



various trip purposes. Alpert and Davies (1975) found that
the potential switcher for the work/school trip generally
showed the same patterns as potential switcher for the
shopping/personal business trip in terms of attributes sought,
improvements needed, and media exposure.

In a survey (Market Facts, Inc., 1975) of 800 New York
residents (i.e., 100 users and nonusers in each of four
boroughs), segments based on attitudes toward modal use
(i.e., security conscious car lovers, the middle and urban
transit preferrers) were found to differ in terms of attribute
preferences, AIO, and travel behavior.

Segmentation based on product attributes is promising. In
the studies examined, the measures were multivariate with
consumers grouped into segments based on their preferences
for several attributes. In a small scale experimental study
(Koutsopoulos and Meyer, 1976) 62 University of Iowa
students evaluated 54 hypothetical bus systems differing in
fare structure, service frequency, and bus stop distances.
Referred to as decision-making segments four homogeneous
groups were identified based on responses to alternate sys-
tem concepts.

Using a multidimensional scaling technique, Dobson and
Kehoe (1974) identified seven homogeneous segments based
on perceptions of transportation system attributes. Be-
havioral and sociodemographic variables including trip pur-
pose, sex, income, age, and education also were found to
relate significantly to the perceptional groupings.

In a longitudinal study of preferences for transportation
attributes, Foerster et al. (1977) identified dimensions of
variation in the importance of bus attributes for bus users and
nonusers before the implementation of a new bus system.
Eight months after service was initiated, it was found that
changes had occurred in the market segments defined by
attribute importance for both bus users and nonusers. These
findings suggest a need for further clarification of the relation
of attitudinal data to transit use.

SUMMARY AND CONCLUSIONS

An impressive body of literature is available that discusses
and applies marketing management/MOA concepts and tech-
niques to the field of public transportation. Moreover, the
volume of work is expanding rapidly. The quality and sophis-
tication vary considerably as is to be expected in a rather
new application area. But, for those planners who are in-
terested in learning more about using MOA, the literature is
a valuable aid because it covers many of the key aspects.

For those not trained in marketing, the literature probably
will be difficult to apply easily. What seems to be missing as
of the time of this review are systematic discussions and
applications of entire MOA processes. Rather, individual
studies typically are concerned with only a part of an MOA
needed for planning. For this reason, a contribution of the
research reported here is the description of a complete MOA
process including its application in a medium-sized com-
munity. In addition, the study shows what is required to
search for new markets that lie outside the experience of
planners in that community. This is probably the most diffi-
cult and challenging situation requiring an MOA.
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CHAPTER FOUR

MARKET SEGMENTATION

PURPOSE OF SEGMENTATION

As part of a total MOA process, segmentation is being used
to initially identify market opportunities. Segmentation is
used here to refer to both a way of analyzing markets and a
strategic approach to selecting and serving market targets.
The analysis part of segmentation groups people into seg-
ments in such a way that those within each segment are alike
on key characteristics that influence the way they will react
to a public transportation service. The strategy part of seg-
mentation then matches each segment of interest with a pub-
lic transportation service most likely to meet the segment’s
travel and mode characteristic preferences. Fully imple-
mented, segmentation requires both an analysis process and
a strategic set of decisions that will tailor public transporta-
tion services to the requirements of those segments repre-
senting attractive market targets. The market segmentation
process is shown in Figure 6.

Identify Bases for
Grouping People into

Segments

Develop Profiles of
People Comprising

Each Segment

Select Promising
Segments as Candidate

Market Targets

Match Each Selected
Segment with a Feasible,
Fhmparirivo Prhldiea
Figure 6. Market segmen-

tation process.

Transportation Service

SEGMENTATION ANALYSIS PROCESS

Segmentation market analysis begins with selection of a
population of people within which segments are believed to
exist. In the present study, the population is comprised of
people living within the Jacksonville, Fla., Standard Metro-
politan Statistical Area (SMSA), who are noncaptive trave-
lers (operationally defined as people who are 15 years of age
or older, travel away from home to another point within the
Jacksonviiie area more than six biocks away one or more

times per week, and have access to an automobile for at least
half of these trips). To make the sampling process as efficient
as possible, census tracts within the SMSA were screened to
identify those with highest concentrations of ‘‘noncaptive
travelers.”” Census tracts with very sparse population and
with high numbers of low income families (and therefore
likely captives rather than noncaptives) were eliminated. Ap-
pendix A provides a step-by-step description of the sampling
process. Appendix B shows the instructions that inter-
viewers followed to select households and respondents for
interviewing.

One thousand households were selected randomly from
this population. (Randomness was assured through the selec-
tion of blocks within tracts and by properly selecting which
households to interview on each block—see App. A.) One or
more eligible respondents within each household completed
a comprehensive questionnaire concerning their travel be-
havior, mode use, preferred mode, general attitudes toward
travel and public transportation, mode attribute preferences,
attitudes toward selected modes (automobile, bus, and car-
pool), and demographic socioeconomic characteristics. This
information provided the data base for the segmentation
application (see App. C for the questionnaire content).

Frequency Counts

The segmentation analysis process is shown in Figure 7.
This process is designed to uncover promising segments and
to describe what types of people are in selected segments.
The first task is to become familiar with the data obtained
from the questionnaires. Frequency distributions for each
variable (i.e., each questionnaire question) allow the analyst

Frequency Counts
for All Variables

Cross—-Classifications

Factor Analyses of
Selected Variables

Between Selected Variables
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Cluster Analyses Using Alternative

Variables as Grouping Bases
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Palr-Wise Cross-Classifications

AIO [ Mode | Composite Mode | Mode Usage Attribute

Variables | Attitudes Attitudes

of Groups Formed by Each Basis

Frequency Counts
for Selected Profile
Variables Within

Discriminant Analysis
of Profile Variables
Ability to Separate

Selected Groups Selected Groups

Figure 7. Jacksonviile segmeniation study analysis process.



to begin forming impressions of the characteristics and be-
havior of the sample. These impressions, in turn, are very
useful for selecting variables for further analyses throughout
the entire segmentation process. The analyst is looking for
central tendency and overall spread of response on the vari-
ables to identify expected, unusual, or otherwise interesting
characteristics of the sample with regard to public transpor-
tation opportunities. Although this is a tedious and very time
consuming step, it is an essential starting point for all other
analyses. Moreover, it is also necessary in order to assess
how representative the sample is of the population in the
selected census tracts. Table 1 gives a comparison between
the demographic characteristics of the sample versus the
census tracts included in the study’s population. The sample
appears to represent the population quite well.

Cross-Classlification and Factor Analyses

Analyzing frequency counts usually leads to questions
about how different variables are related to each other. For
example, do people with different demographic characteris-
tics also have different travel characteristics? Or, do people
tend to evaluate a mode similarly on different mode attri-
butes? Answering these kinds of questions requires compar-
ing responses across questions of interest. The simplest way
to do this is to run cross-classifications of one variable
against another. Cross-classifications are run easily on a
computer and yield two-way tables, such as the example in
Table 2, which shows frequency of cases in which respon-
dents answered two questions in a particular combination.

A more efficient procedure is available to work with inter-
relationships among more than two variables at a time. This
is factor analysis. For example, one question concerns
whether people in the sample tended to rate the importance
of certain attributes of modes similarly (e.g., if one attribute
is rated highly important, are other related attributes also
rated highly important by the same respondents). When there
are many attributes, it is too tedious to look at a very large
number of two-way classification tables (or correlations) to
search for such relationships. Factor analysis provides a way
to find these relationships efficiently by considering all vari-
ables of interest simultaneously. Basically, factor analysis
finds linear combinations (i.e., factors) of the variables that
account for most variance in the data for all variables in a set.
The factors are formed so that each succeeding factor after
the first accounts for maximum variance subject to the con-
straint of being uncorrelated with the other factors. Then, by
examining the degree of correlation (factor loadings) of each
original variable with each factor, the interrelationship of
variables can be examined. Typically, only a limited number
of variables from the total set will correlate highly with a
particular factor indicating that these variables are more in-
terrelated with each other than with other variables in the set.

Cluster Analyses

Frequency counts, cross-classifications, and factor analy-
ses provide essential insights into the data, but generally are
not sufficient to identify segments. So, the next step is to
group people together according to similarities in the way
they answered selected questions. Cluster analysis is appro-
priate for this task. This technique essentially uses a measure
of interrespondent similarity to group people into clusters.

TABLE 1 DEMOGRAPHIC COMPARISON OF
RESPONDENTS WITH CENSUS TRACTS SAMPLED

Demographic Category Respondents %

Census Tracts %

Sex

Hale 47 50
Female 53 50
Marital Status
Single 21 23
Married 67 67
Separated 1 1
Widowed 7 4
Divorced 4 5
Persons Per Household 3.2 3.1
Education (Years of School Completed)
0-8 18 8
1-3 yrs. high school 21 19
4 yrs. high school 37 37
1-3 yrs. college 13 21
4 yrs. or more college 11 15

Number of Automobiles in Family

1 Auto 48 35
2 Autos 38 47
3 or More Autos 6 15
None 8 3
Age
15-19 13 19
20-24 12 12
25-34 19 24
35-44 18 14
45-54 17 12
55-59 6 6
60 over 15 14
Race
White 92 91
Black 8 9

The similarity measure is typically the distance between
points in a hyperspace where the coordinates of each point
represent the responses of a respondent to a preselected set
of questions from the questionnaire. For this part of the
study, the Howard-Harris Clustering Routine was used to
form groups for each of five different sets of variables. The
purpose here was to see which set of variables provided the
most useful way to group people into segments. These vari-
able sets are (1) general AIO (attitudes, interests, and
opinions) variables—Part III, Q1-49 of the questionnaire; (2)
mode attitude variables—Part III, Q53; (3) composite or
weighted mode attitudes—Part 111, Q53 and a combination of
Q51 and 52; (4) mode use and travel variables—Part I, Q3,
QS, Q6a and b, Q7a and Part II, Q3; and (5) mode attribute
preferences—Part III, combined 51 and 52.

Cross-Classlification of Clusters

The results of the separate cluster analyses yielded four
different clusters per variable set, where each cluster is com-
prised of respondent identification numbers. With five dif-
ferent variable sets and four clusters per set, a large number
of clusters are formed. Therefore, the next step in the seg-
mentation analysis is to look for the degree of overlap be-
tween clusters. This is done by running pair-wise cross-
classifications of the clusters. The results are frequency
counts of people who fall in each cluster on one variable set
and also in each cluster on a second variable set. Figure 8
shows what the output matrix will look like for the general
AIQ and bus attitude variable sets as an example. This analy-
sis determines if the same people in one propublic transpor-
tation cluster formed with one variable set are also in pro-
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TABLE 2 EXAMPLE OF A TWO-WAY CROSS-CLASSIFICATION TABLE SHOWING
SATISFACTION OF MALES AND FEMALES IN THE SAMPLE WITH THEIR WAY OF

GETTING TO WORK

Does Not Completely Moderately Moderately Completely
Apply Dissatistfied Dissatisfied Neither Satisfied Satisfied

Male 165 13 18 1 105 223
Female 367 2 7 1 35 117

BUS ATTITUDE CLUSTERS public transportation clusters formed by other variable sets.
2 0 I LN PR R Greater conﬁdencfe .ca'n be fel't in selecting a partlcular' cluster
& for further analysis if it contains people who are also in other
=2 . . . .
g Cluster 1 24 91 49 40 clusters that indicate a favorable reaction toward a public
£ transportation service.
5 Cluster 2 83 30 110 67
2
= .
S Aliavesa i i 45 84 Building Cluster Profiles
a
E —_— - - o 368 The final step in the se.gmc?ntatlon analysis process is -to
8 find out what people are like in selected clusters. First, dis-
= criminant analysis was used to examine the ability of demo-
£
<

Figure 8. Example of a two-way cross-classification of
clusters formed using two segmentation bases.

graphic variables in the profile to separate (i.e., distinguish
between) the different clusters formed by the variable sets of
interest. Then, profiles of the people in these clusters were
built using a wide variety of variables (other than the ones
used to form the clusters) from the questionnaire. This
process involves examining frequency counts on selected
variables (e.g., demographic socioeconomic variables, de-
gree of familiarity with modes, attitudes, etc.), one variable
at a time, within clusters. The results show how people with-
in each cluster of interesi are disiribuied on each profile
variable.

CHAPTER FIVE

SELECTION OF A SEGMENT
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ment must be selected that represents a potential market
opportunity for a public transportation service. This decision
should be made jointly by people with transportation, engi-
neering, and marketing expertise. Criteria used to select the
segment are:

1. Size of the segment (number of people).

2. Geographic proximity (either origin, destination, or
both).

3. Likely receptiveness to a public transportation service
tailored to the segment.

4. Tedéhnical and cost feasibility of implementing a public
transportation service likely to compete with currently used
HI0UES.

It should be noted that these same criteria often have been
used in the traditional methods of short-range public trans-
portation planning. However, the market segmentation pro-
cess requires that the segments be identified by using the
process previously outlined. Thus, when speaking of an iden-
tified segment, it is understood that such a segment is com-
prised of individuals who already have been grouped through
the MOA to have similar attitudes, preferences, and desires
for transportation.

To become more familiar with the data collected for the
segmentation component of the MOA, it is necessary to de-
scribe the highlights of responses to all parts of the ques-
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question frequency counts. Figure 9, which gives an example
of how this market segmentation process was used in the test
city of Jacksonville, Fla., shows the variables included with-
in the segmentation questionnaire that are covered in this
overview.

Demographic Characteristics

A brief demographic profile of the sample of 1,108 respon-
dents included in the Jacksonville market segmentation
study is provided to help form an overall impression of re-
spondents. The sample was evenly split between the males
and females with approximately two-thirds being married.

Average household size was 3.4 persons. Slightly less than 80
percent of the males in the household in the study are em-
ployed; others include retirees, students, and the unem-
ployed. Almost 40 percent of the women in the households
work, with about one-third of the married women working.
Of the respondents who work, 64 percent are employed on a
5-day workweek, and 22 percent work more than 5 days. The
sample includes a majority of longtime Jacksonville resi-
dents, with almost two-thirds living in the community more
than 10 years. The age distribution shows that 46 percent of
the sample is under 30 years old, with 29 percent falling in the
30 to 49-year old category, and the remaining 25 percent

Travel Behavior and Mode Use Within the Jacksonville Urban Area

L] Consumer satisfaction with current mode for ten selected trip pur-
poses

e Modal split frequency

[ Number of stops

Geographic location of trip destimation

° Number of persons traveling with respondent

o Time of day travel occurs

] Number of minutes required for round trip

(] Days of week travel occurs

] Round trip mileage

(] Mode alternatives considered for ten selected trip purposes
. Alternative mode rankings

(] Mode alternatives used

. Number of trips per day

General Transportation Attitudes and Activities (AIOS)

. Auto access by time of day

Specific Attitudes Toward Selected Modes

° Attitudes toward specific modes:

car, bus, carpool/vanpool

. Perceived cost benefits by mode

Transit familiarity

Demographic and Sociceconomic Descriptors

° Sex
° Marital status
. Household size

° Ages of children

Figure 9.

Number and sex of employed family members
Occupation of respondent

Number of days normally worked in a week
Length of residence in Jacksonville

Age

Education

Total family income

Number of vehicles available

Home location

Work location

Race

Possession of driver's license

Physical handicap limitations

Necessity of auto for occupation

Type of dwelling

Variables in the Jacksonville, Fla., segmentation questionnaire.
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reporting ages of 50 or older. The sample includes 15 percent
who are college graduates and 73 percent who are high school
graduates. income is distributed such that one-fourth have
incomes of less than $10,000, one-half of the sample house-
holds reported incomes of less than $15,000, and almost 30
percent report incomes of $20,000 or more. All of the samples
have ready access to an automobile, and 60 percent of the
households have two vehicles available. Interestingly, 26
percent of the respondents report that an automobile is a
requirement for performance of their job. Further investiga-
tion would be necessary to determine the degree to which
this potential constraint is real or perceived.

Trip Behavior and Usage Patterns

Although many Americans depend on the automobile to
meet their transportation requirements, competitive methods
of transportation could gain support if there were a signifi-
cant amount of dissatisfaction with current means of trans-
portation. Unfortunately, results of the market segmentation
survey in Jacksonville show a high degree of satisfaction with
the present method of transportation. In fact, less than 4
percent of the sample are dissatisfied with the means of trans-
portation currently used irrespective of the purpose of trip
(i.e., work, education, shopping nonfood, shopping grocery,
visiting, entertainment, personal business, medical trips,
deliver/pickup children, and attending religious functions).
Complete satisfaction with current transportation methods is
reported by over two-thirds of the sample. These findings
strongly point out the distinct competitive advantage of the
privately owned automobile over other transportation alter-
natives and highlight the difficult task of attempting to
change the transportation behavior of transportation users
who are for the most part complctely satisficd with their
current mode.

In addition to the high level of satisfaction attributed to
current transportation practices, less than 1 percent of the
sample reported using a combination of transportation
methods. This finding once again seems to reinforce the
dominance of the automobile as consumer mode choice. Not
surprisingly, the number of stops made during a trip varied
according to the purpose of the trip. Multistop trips are
greatest for shopping (nonfood and grocery) and personal
business. Trips requiring some stops occur most often when
visiting or going out for entertainment. Single stop trips are
reported for traveling to work or school and for attending
religious functions. The trip purpose category exhibiting the
greatest solitary travel behavior is the work trip. Over 80
percent of the working members of the sample report that
they commute alone. As may be expected, these results pro-
vide additional support for the work trip having the greatest
potential for using public transportation methods that have
multiperson ridership (i.e., ridesharing, express bus, etc.).
(Most other trip purposes can be characterized as multiper-
son trips, but mostly within family.)

The various types of travel information available from the
market segmentation survey describe fairly distinct trip pat-
terns in terms of specific trip purposes. Time of travel,
round-trip distances, and times for selected trip purposes are
given in Table 3.

Several dimensions of transportation use were included in
the segmentation guestionnaire in an effoit to probe con-

TABLE 3 TRAVEL PATTERNS BY TRIP PURPOSE
IN THE JACKSONVILLE AREA

Mean Round Mean Round

Purpose Hours Trip Miles Trip Minutes
Commuce 6-9, 4-7 18 36
Shop (Non-food) 9-7 13 30
Shop (Grocery) 9-7 8 32
Visit 2-12 15 34
Entertainment 4-12 19 38
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Table 4 the set of modes considered by the sample are ranked
for various trip purposes. As shown in the table, driving
alone or driving/riding with a family member consistently is
first and/or second choice. However, different ordering by
trip purpose is evident. Other modes ranking lower than the
four in the table included (in order): express bus, bicycle,
motorcycle, taxi, and rental car.

A second question that attempted to further define inten-
tions to use alternative modes asked respondents to provide
mode rankings under the condition that their normal mode
was not available (in most cases this translated into second
and subsequent mode choice if driving alone was not avail-
able). Those alternatives most frequently chosen included
drive/ride with family member, followed by carpool, and
then regular bus. Other modes considered, in order, include
taxi, bicycle, motorcycle, rental car, and express bus.

Transportation modes normally used consistently showed
driving alone as most often used, followed by driving with a
family member, carpooling/vanpooling, and regular bus ser-
vice. Bicycle, motorcycle, and to a lesser degree taxi, rental
car, and express bus were used as means of transit by a small
portion of the sample.

Transportation Attitudes and Activities

In order to gauge attitudes toward transportation modes
and to provide an indication of the extent to which respon-
dents’ activities relate to their transportation attitudes and
behavior, a set of 49, Likert-scaled AIO statements was used
to measure global transportation-related activities, interests,

TARLE 4 RANKED ORDER OF MODES RY TRIP
PURPOSE

Purpose Rank Order of Modes Considered
Work Drive Alone
Education Drive/Ride with Family
Carpool/Vanpool

Regular Bus

Shopping (Non-food and Grocery) Drive/Ride with Family

Visit Drive Alome

Medical Trips Regular Bus
Carpool/Vanpool

Entertainment
Deliver/Pick up Children
Attend Religious Functions

Drive/Ride with Family
Drive Alone
Carpool/Vanpool
Regular Bus




and opinions. Results in this section showed a wide distribu-
tion of response across all categories. It is sufficient to note
at this stage that the wide distribution across response cate-
gories allows for subgroup analyses that have the potential to
serve as bases for a market segmentation strategy.

Mode Specilfic Attitudes

In addition to global transportation attitudes, mode spe-
cific attitudes and mode attributes also were collected in the
market segmentation phase of the study. As expected, the
private automobile dominated the mode specific attitudes
when compared to bus and carpool/vanpool, except for ‘‘low
cost for trip”’ and ‘‘small variation in travel time’’ where
regular bus was judged best. Similarly, carpool/vanpool al-
ways was evaluated second to the car except for ‘‘convenient
method of payment,” ‘‘service available throughout the
day,” “‘ease of entry and exit from the vehicle,”” and ‘‘ade-
quate room between me and others in the vehicle.’” Although
these overall results were evident, response distribution was
still sufficiently wide to provide the opportunity for subse-
quent subgroup analyses.

Importance of Mode Attributes

The evaluations of the importance of various mode at-
tributes showed relatively little difference when comparing
the work trip with other trips. The only differences were
those that were time related which were consistently judged
more important for the work trip. Attributes evaluated as
very important for any trip included:

. Arriving at destination when planned.

. Service available throughout the day.

. Being able to make trip without changing vehicles.
. Personal security from crime.

. Adequate protection from the weather.

. Assurance of getting a seat.

. Low cost for trip.

Short time spent getting to the vehicle.
Convenient method of payment.

Adequate room between you and others.

Other results apparent in the survey that help characterize
respondents included the fact that 84 percent of the sample
always have access to a car and that during working hours
only 8 percent do not have access. The automobile is per-
ceived as more expensive than all other modes with the
exception of taxi; the bus is considered inexpensive, but
bicycle and motorcycle are the most inexpensive. Over two-
thirds of the sample claim familiarity with carpooling, bus,
and taxi. Less than 5 percent claim to know a lot about
express bus service, yet almost 30 percent claim full knowl-
edge of Jacksonville’s bus schedules and fares.

Although this broad interpretation of the overall results
gives some perspective on the sample, more useful informa-
tion can be obtained from subsequent multivariate analysis of
subgroups and the interrelationships among variables. The
procedure for these analyses is discussed in the following
section.
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DESCRIPTION OF MARKET SEGMENTS

Market Segmentation Bases
A key issue in the formulation of market segments is the
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choice of an appropriate base or bases for the grouping of
homogeneous consumers. In the present study an exhaustive
search of potentially useful bases for segmentation yielded
consumer classifications formulated on the following vari-
ables:

1. Transportation behavior and use patterns for selected

trip purposes.

. Transportation-related attitudes and activities.
. Attitudes toward buses.

. Attitudes toward carpools/vanpools.

. Importance of mode attributes.

The mechanism for determining consumer groupings with
similar characteristics is the Howard-Harris Clustering Algo-
rithm (see App. D). This program is essentially a splitting
technique that sequentially formulates increasing numbers of
groups possessing greater within-group similarity. The pur-
pose is to maximize the within-group similarity with respect
to the between-groups similarity (separation) by a ratio desig-
nated as Lambda.

Examination of this ratio for the results of clustering on
each of seven different bases produced a consistent three or
four group solution across all variable bases. Partitioning at
this level seemed to provide adequate group differentiation
while maintaining respectable segment size and avoiding
fragmentation of the sample. Several different data forms
were incorporated as inputs for the cluster analyses. Initially
raw data on all segment basis variables were analyzed. Sub-
sequently, factor score coefficients generated from results of
factor analyzing attitude and activity variables served as in-
puts for clustering. Additional composite variables, which
included a weighting scheme based on consumers’ perceived
importance of mode attributes, also served as input data for
cluster analyses.

Although clustering consumers on a variety of transporta-
tion-related attitudes, activities, and usage measures provide
results showing segment differences, the important question
remains of identifying consumer characteristics idiosyncratic
to specific groups. Only when specific measures (peculiar to
substantial segments) that go beyond those on which the
groups originally were formed are described does the oppor-
tunity for a meaningful market segmentation strategy take
place.

FORMING SEGMENTS WITH CLUSTER ANALYSIS

As indicated in Table 5, the general AIO (attitudes, in-
terests, and opinions) variables from Part III, Q1-49, of the
questionnaire were selected as the bases for forming seg-
ments. The Howard-Harris Cluster Analysis Routine was
used to form groups of respondents based on the way they
answered the 49 AIO questions. To meet the data limitations
of the clustering program (approximately 1100 + respondents
and 25 variables), the AIO variables were factor analyzed to
search for interrelated variables. Fifteen factors were ex-
tracted from this analysis and subjected to a varimax rota-
tion. Then factor scores were computed for each respondent
on each factor. The net effect of the factor analysis was to
reduce the number of variables from 49 to 15, while still
accounting for 54 percent of the variance in the original data.

Next, the factors that included attitudes toward transpor-
tation were selected from the 15 factors for use in the cluster-
ing routine. This was done to ensure that clusters would be
formed based on attitudes directly related toward transporta-
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TABLE 5 COMPARISON OF ALTERNATIVE
SEGMENTATION BASES

Between Cluster Within Cluster Ability to

Mean Differences Variances Discriminate

AIO Clusters Operational Moderate About a 50%
differences are improvement

apparent over chance

Mode Attitude Opcrational About a 30%
Clusters differences are Large improvement
apparent over chance

Weighted Mode Operational About a 33%
Attitude differences are Large improvement
Clusters apparent over chance
Usage Clusters Very few operational About a 75%
(Work trip- differences are Large improvement
Best perform- apparent over chance

ance)

Attribute Pre- Group differences are About a 33%
ferences apparent, but were not Large improvement

very operational over chance

tion modes rather than on factors less directly related to
mode choice. Factor scores on the seven factors selected
were imputed into the clustering program. These factors are
described in Table 6.

The Howard-Harris clustering routine yielded a four group
solution that essentially initially split on three factors: ac-
ceptability of public transportation, carpooling as energy
saving and cost efficient, and necessity of automoebile.
Once groups have been formed based on the splitting factors,
the routine reassigns people between groups based on their
similarity of responses to all factors simultaneously. So, all
seven factors ultimately play a role in determining the final
cluster formed for a particular split. The selection of which
split to use, which in effect determines the number of clusters
with which to work, is based on a measure of within-group
variance (the degree of homogeneity within groups) to
between-group variance (the degree of heterogeneity be-
tween groups) as well as on a subjective assessment of the
operational significance of the groups. Using these criteria,
the four-group solution was selected.

Table 7 shows how the four groups differ on cach of the
seven transportation AIO factors. The first number in each
cell ic the mean af the factor ccare distribution and the ec-
ond, in parentheses, is the variance of the same distribution.
It should be noted that a factor score is a linear combination
of a respondent’s answers to all AIO variables. The weights
of the linear combination have been normalized, and the AIO
responses have been standardized so that the factor scores
are very small numbers. The means and variances of each
group’s factor score distribution are also small. Interpreta-
tion of the groups is based more on a relative comparison of
the means and variances between groups, rather than on the
absolute magnitudes. However, to help in the interpretation
of these numbers, the factor means would be very unlikely to
fall outside a range of —1.5 to +1.5, while the variances
would be unlikely to be larger than 1.5.

To see how the data in 1'able 7 were used to select higher
public transportation opportunity groups, the analysis
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TABLE 6 TRANSPORTATION SPECIFIC FACTORS
ON WHICH MARKET SEGMENTS WERE FORMED
VIA CLUSTER ANALYSIS

Factor 1:

Acceptability of Public Transportation

Variable

I like to ride on city buses.
Traveling by public transporta-
tion is more relaxing than driv-
ing my car.

With the higher automobile insur-
ance rates, I plan to make great-
er use of public transportation.
We need better bus service more
than we need better highways.
Public transportation is fine for
some people but not for me.
Everyone pays for bus service
through taxes, therefore, every-
one should use it.

I would never use public trans-
portation more frequently than

I do now, no matter how much the
service is improved.

Factor Loading #
5 4,

594 113

+390 24.
541 5.
.500 9,
447 T
430 40.

Factor 3:

Status Stereotypes of Transportation Modes

My friends judge people by the
type of car they drive.

I would rather my fellow workers
see me arrive at work by car
rather than public tramsportation,
Only the really poor people in
Jacksonville use the buses.

Factor Loading #

533 19.

.459 20.

417 41,
Factor &4:

Necessity of My Automobile

Variable

I can't manage without my car.
Although mass transit would be a
good way of conserving energy, I
really cannot use it since it is
very inconvenient.

Today in most families, two cars
are a necessity not a luxury.

Factor Loading é
469 13,
.46b 25.
L231% 23.

Factor 6:

Public Transportation Should Pay

Its Own Way Through Fares

Variable

Riders' fares provide all the
financial support needed to oper-
ate Jacksonville's bus service.

Factor Loading #
417 10.
Factor 8:

Carpooling is Cost-Effective

Factor Loading #

.581 8.

~.311% 12.

L2747 39.
Factor 9

Factor Loading i
.635 38.
496 a7r.

Factor 14:

Acceptability of Buses for Children

Variable

Carpooling is an effective means
of conserving gasoline and reduc-
ing the cost of transportatiom.

Carpooling does not appeal to me.
1 really enjoy riding with other
wonnla T

aonl [

Who Travel in Jacksonville

' Variable

I do not mind my children riding
on public buses without being ac-
companied by an adult.
Children in our house
ed in activities that
travel to other parts
ville,

are involv-
require
of Jackson-

Bus Stops Are Dangerous

Factor Loading #
467 46.

Variable

It is dangerous to stand at a bus
stop while waiting for a bus.

*While the loadings did not meet the cutoff criteria of .400, these vari-
ables were included to provide additional interpretive aid.



searched for factors for which there are (1) greater dif-
ferences among group means and (2) low within-group vari-
ances. In some cases low means favor public transportation,
while in others high means do so, depending on whether
agreeing with statements making up each factor shows a
positive or negative attitude towards public transportation.
Therefore, the most favorable group mean has been circled
for each factor, and the least favorable has been enclosed in
abox. For example, on the first factor, acceptability of public
transportation, Group I is most positive, Group II is least
positive, and Groups III and IV fall in between. Note also
that group variances are generally low relative to variances
for other factors.

Groups I and IV were selected as having the greatest like-
lihood of being receptive to public transportation services
designed to match their travel requirements. Group I was
selected because the group mean was very high on the ac-
ceptability of public transportation (factor 1). This factor was
judgmentally believed to be the best indicator of receptivity
to public transportation of all those identified. It should be
noted that the group is quite homogeneous with respect to
this factor as indicated by the relatively low variance.

Group 1V was selected because of positive mean attitudes
on a combination of factors. These people are the second
most receptive group to public transportation as measured by
factor one. In addition, Group IV has the least tendency to
develop unfavorable stereotypes toward transportation
modes (factor 3), evidences the least attitudinal dependence
on their automobiles (factor 4), and has the least fear of bus
stops as dangerous places to wait for public transportation.
Group IV differs from Group I in being less positive toward
public transportation per se, but more favorable toward a
broader base of transportation-related factors. Finally,
Groups II and III were eliminated as segment candidates
because of their negative attitudes toward public transporta-
tion (factor 1), while having no counterbalancing attitudes on
other factors deemed important enough to offset negative
attitudes toward public transportation.

Geographic Analysis of Groups | and IV

Transportation is obviously a service that is influenced
heavily by the geographic origin and destinations of potential
users. The segmentation analysis was designed to incor-
porate this geographic influence by locating higher than
chance concentrations of Group I and Group IV respondents
in the census tracts in which they live. The census tracts then
were assigned to one of three locations according to physical
proximity. The result of this step in the process is to form
segments based on a combination of attitudinal predisposi-
tions and geographic concentration.

Table 8 gives the census tracts for the three locations in the
Jacksonville SMSA (Dunval County). Location A is in the
west-central position of the county with most tracts border-
ing or close to the St. Johns River. Location B is north
central and falls on both sides of the Trout River which feeds
into the larger St. Johns River. Location C lies to the east of
the St. Johns River and includes tracts along the ocean front
as well as more centrally positioned tracts.

Demographic Analysis of Group Differences

To determine whether there are demographic differences
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TABLE 7 CLUSTER ANALYSIS OF
TRANSPORTATION ATTITUDES AND ACTIVITIES

Group I

9n1=185)

Group II Group III Group IV

N=1108 (n2=344) (u3=328) (nh=251)

Factor Interpretation Factor Means & (Variances)

#1 Acceptability of public transpor- .36 -.46
tation (29) (.29) (.30) (.35)
#3 Status stereotypes of trans- 15 .27 @
portation modes (.50) (.37) (.29) (.30)
4 Necessity of my automobile 2435 .06
(.27) (.30) (.28) (.22)
#14 Bus stops are dangerous -.24 .16
(.38) (.32) (.33) (31
#9 Acceptability of buses for -.01 @ .06
children who travel (.34) (.27) (.32) (.28)
#6 Public transportation should pay -.10 ul2
its own way through fares (.43) (.29) (.36) (.45)
#8 Carpooling is cost-effective .04 .03
(.45) (.48) (:25) (.47)

*Howard-Harris Cluster Analysis performed on AIO factor scores. Only 7
transit related factors from the original 15 were included in this analysis.

o Most Favorable
: Least Favorable

between the four groups, a discriminant analysis was per-
formed. The results showed that three variables were impor-
tant in distinguishing between the groups: age, familiarity
with bus, and possession of a driver’s license. Table 9 gives
the mean scores and standard deviations for each group on
these discriminating variables.

The discriminant analysis was reasonably successful in
separating the four groups. Table 10 gives the percentage of
correct group classification of respondents based on the dis-
criminating variables. These results represent a maximum
classification success because the total sample was used both
to build the discriminant functions and to classify respon-
dents. Yet, for matching with a public transportation service,
the percentage of correct classifications for these groups is
most important. For Group I the chance classification is
16.7 percent (185 + 1,108), while the discriminant analysis
achieves 49.7 percent. This is nearly a threefold improve-
ment. For Group II, the chance classification is 22.7 percent
(251 + 1,108), and the discriminant analysis percentage of
correct classification is 37.8 percent. This is a one and two-
thirds-fold improvement.

TABLE 8 TRACK LOCATIONS OF GROUPS I AND
IV CONCENTRATIONS OF RESPONDENTS

Location A Location B Location C

Tract 21 - (G4} Tract 104 = (G1) Tract 139 = (G&)
Tract 22 - (G4) Tract 110 = (G1) Tract 140 = (G&4)
Tract 24 - (G&4) Tract 113 = (G1) Tract 155 = (G4)
Tract 130 - (G1) Tract 109 = (G1) Tract 148 = (G4)
Tract 135 - Tract Tract 114 = (G&4) Tract 147 = (G1)
Tract 121 - (G1) Tract 112 = (G4) Tract 146 - (G1)
Tract 122 -~ (G1) Tract 116 = (G4)

Tract 25 - (G1)
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TABLE 9 GROUP DIFFERENCES ON SELECTED
DEMOGRAPHIC CHARACTERISTICS

TABLE 10 CLASSIFICATION OF RESPONDENTS
USING DISCRIMINANT ANALYSIS

Group I Group II Group ITI Group IV Predicted Group
_ Actual Group I IT IIT IV No of Cases
Age! Mean 4.87 3.43 4.37 3.70 92 30 28 35
Std. Deviation 2.28 2.07 2.06 2.20 # 49.7% 16.29% 15.1% 18.9% 185
- #2 7% 143 69 58
2 Mean 1.11 .90 .80 1.18 21.5% 41.6% 20.1% 16.9% 344
Familiarity”~ Std. Deviation .68 .61 .61 .69
= #3 84 85 112 47
25.6% 25.9% 34.1% 14,3% 328
Driver'i Mean 1.16 1.06 1.02 1.17
License™ Std. Deviation .36 «23 «15 .38 # 70 47 39 95
27.9% 18.7% 15.5% 37.8% 251
1 5 No. of
= =20-24, 3=25-2 4=30-34
The age variable was coded as 1=Under 20, 2=20-24, 3=25-29, 30-34, o 320 305 248 235 1,108

5=35-39, 6=40-49, 7=50-59, 8=60 and over

“The bus familiarity variable was coded as 0=I know a lot about it,

1=I know something about it, 3=I don't know anything about it.

The driver's license variable was coded as 1=yes, 2=no.

With this background on how market groups were formed
with differing likelihoods of being receptive to public trans-
portation services, attention now turns to describing Groups
I and IV. These two groups have the highest likelihood of
responding favorably to a public transportation service

matched with their travel needs. The description of each
group will use five kinds of characteristics: demographics,
general attitudes toward transportation, specific attitudes
toward bus and carpool modes, the importance of various -
mode attributes, and travel and mode use.

CHAPTER SIX

DESCRIPTION OF MARKET SEGMENTS

GROUP |

As a starting point, returning to Table 7, which shows the
four groups identified from the cluster analysis of transporta-
tion attitudes and activities. Group I is the most positive
group in its attitude toward public transportation as indicated
by its mean value on the first factor. Moreover, the group has
this relatively positive opinion while being more familiar with
bus services than the sample as a whole (Table 11). (Note, to
preserve the continuity of the text and enable locating a
specific table more easily, all tables for Chapter Six are
placed at the end of the chapter. The symbols n and X* in
these tables refer to sample size and a chi squared test,
respectively. Lhe chi square test was used 1o determine
whether the differences between the target market segment
(leaner) responses and those of the general population survey
were statistically significant. Although no specific confi-
dence level was specified (e.g., the 95 percent level), X? data
were computed to assist the market research in determining
just how confident they might be on each question analyzed.)
This suggests a favorable predisposition toward public trans-
portation services even though the group primarily uses the
automobile for trips within the Jacksonville area.

Demographics

Y PR L e

Demographically, Group I is not very different from the
saiiiple. HOWEVET, a few significant characteristics stand

e
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Looking at the age distribution, the propublic-transportation
group is somewhat older than the total sample (Table 12).
There are fewer people under 25 and relatively more in the
over-40 age categories. Consistent with these age differ-
ences, Group I has relatively fewer single people and more
people who are now or have been married (Table 13). Finally,
when compared to the entire sample, there are fewer people
with driver’s licenses (Table 14).

Activities and Attitudes

The reader should scan Tables 15 through 41 because these
data provided the basis for forming the groups. One easily
can see the rationale for labeling these people as propublic
transportation and as people who are more likely to be recep-
tive to a new public transportation service designed to meet
their preferences. Group I is much more likely than the sam-
ple as a whole to believe that getting around in the Jackson-
ville area is a major problem (Table 15). They generally like
to ride on city buses (Table 16) and believe that better bus
service is a more important need than better highways (Table
17). Interestingly enough, Group I has been influenced more
by the high price of gasoline, indicating they feel pressure to
drive their cars less frequently (Table 18). There is also a
much stronger feeling among these people that everyone
pays for and should use bus service (Table 19).

it
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people will rate something like public transportation very
well, but have in mind that others should use it, not them-
selves. Encouragingly, this does not seem to be the case for
Group I. These people were more likely to disagree with the
statement that *‘public transportation is fine for some people,
but not for me’’ (Table 20).

Generally, people in Group I are less likely to feel positive
toward the automobile as a way of traveling within the Jack-
sonville area. They tend to worry more about having an
accident in a car (Table 39); they feel that action should be
taken to discourage auto use in downtown areas (Table 31);
they do not enjoy driving a car as much as the sample as a
whole (Table 25); and they do not like carpooling as much
(Table 22). Moreover, the car seems to be less important as
a status symbol (Table 28). On the other hand, there is an
indication that existing public transportation services have
not made strong inroads on the auto with this group. They
feel the automobile is a necessity rather than a luxury (Table
29), and more than the sample as a whole, feel they cannot
manage without their cars (Table 23). Thus, while discontent
with the automobile is evident for this group, the automobile
is a strong competitor as a method for travel within the Jack-
sonville area, and a public transportation service will have to
be designed to match closely Group I's preferences to com-
pete with their autos for some intracity trips.

As further indication of a general receptiveness to public
transportation, the propublic-transportation group is much
more likely not to rule out greater use of public transpor-
tation which has been improved (Table 38). In fact, these
people are more likely to say they plan to react to higher
automobile insurance rates by making greater use of public
transportation (Table 30). Finally, Group I finds public trans-
portation travel more relaxing than driving their cars (Table
21); they tend not to mind having their children ride public
buses as much as does the total sample (Table 37); and they
tend to be more likely to understand fully Jacksonville bus
schedules and fares (Table 24).

The remainder of the activity and attitude differences con-
cern activities of Group I. A few of these activities are par-
ticularly interesting. First, these people are more likely to
have children who are involved in activities requiring travel
within the Jacksonville area (Table 36) and are more likely
not to want to chauffeur their children around (Table 41).
They tend to be more involved in nonbusiness activities
away from home (Table 34) and enjoy shopping in stores
(Table 33). Finally, Group I tends to travel on a less regular
basis each week than does the sample as a whole (Table 26).

Attitudes Toward Bus as a Transportation Method

A major section of the questionnaire asked respondents to
rate the automobile, bus, and carpool/vanpool on a variety of
characteristics that determine the quality of service of a
transportation method. Group I was not significantly dif-
ferent from the rest of the sample on most of these attitude
ratings. Out of a possible 72 different such ratings (3 modes
X 24 characteristics), only five stand out as particularly in-
teresting to the description of Group I. All five show more
positive ratings of bus service than the sample as a whole.
The characteristics rated more favorably are:

1. It is easy to go (by bus) to more than one destination on
the same trip (Table 42).
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2. Riding (by bus) provides me with high personal safety
from crime (Table 43).

3. (Bus) typically has a stylish exterior design (Table 44).

4. 1 know if I wanted to use (a bus), service would be
available throughout the day (Table 45).

5. (A bus) has a size and appearance that will not detract
from the character of the neighborhood through which
it travels (Table 46).

Importance of Mode Characteristics

Respondents were asked to rate the importance of a wide
variety of characteristics that describe a transportation ser-
vice. People were asked to rate their importance in terms of
providing a desirable service for a work trip (for those who
worked), and then to rate importance again with a nonwork
trip in mind. Because differences in ratings by those who take
both kinds of trips generally were not great, their ratings
were averaged together for these trips so that one set of
importance ratings could be assessed. Thus, there are im-
portance ratings for 25 characteristics.

For most characteristics, Group I is not significantly dif-
ferent from the rest of the sample. However, Group I indi-
cated greater importance for five of the characteristics than
did the sample as a whole. These characteristics are:

1. Personal security from crime (Table 47).

2. A low cost for the trip (Table 48).

3. Little chance of meeting with people who make you feel
insecure or uncomfortable (Table 49).

4. Being able to take a direct route, with few turns and
detours (Table 50).

5. Convenient method for paying for the cost of the trip
(Table 51).

Travel and Mode Use

Respondents in the study were asked a variety of questions
concerning their travel and use of modes for travel in the
Jacksonville area. In many ways, Group I was like the rest
of the sample. But there were differences between the
propublic-transportation people and the rest of the sample in
the use of modes, the willingness to consider modes other
than the one being used now for different trip purposes, the
time of day they usually travel for a few purposes, the
number of stops made on a few kinds of trips, and the degree
of satisfaction with most frequently used mode for two kinds
of trips.

Beginning with use of selected modes, Group I is more
likely to use nonautomobile for work (Tables 52 and 53),
education (Table 54), grocery shopping (Table 55), nonfood
shopping (Table 56), entertainment (Tables 57 and 58), and
visiting with friends and relatives (Tables 59 and 60). The
nonautomobile modes that are more likely to be used are taxi
and regular bus service. This again suggests greater willing-
ness to use public transportation modes by Group I.

The greater use of public transportation modes is con-
sistent with Group I’s greater likelihood of considering the
use of regular bus service for work trips (Table 61), shopping
for nonfood items (Table 62), visiting with friends and rela-
tives (Table 63), and for entertainment (Table 65), if they
could not use this present method of transportation. More-
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over, the group is less likely to consider using their automo-
biles with other family members on grocery shopping trips if
the meihods ihey are now using were unavailable to them
(Table 66).

Group I is more likely to travel to visit friends and relatives
between 2 and 4 p.m., and between 4 and 7 p.m., than the
remainder of the sample (Tables 67 and 68). They are also
more likely to do their grocery shopping between 4 and 7
p-m. (Table 69). For work and visiting with friends and rela-
tives, there is a somewhat greater tendency for Group I to
make multiple stop trips (Tables 70 and 71).

Finally, the propublic-transportation group tends to be
somewhat less satisfied with their currently used modes for
work (Table 72) and nonfood shopping (Table 73) trips.

Overall, Group I stands out from the rest of the sample on
a wide variety of factors related to selection and use of trans-
portation modes for travel within the Jacksonville area. The
most significant differences are on the transportation atti-
tudes and activities which showed a favorable predisposition
(when compared to the sample) toward public transporta-
tion. This is to be expected because these variables were
used to determine the groups, but the degree of positive
response is encouraging. These people do not appear to be so
committed to the automobile or so ‘‘turned-off”’ to public
transportation as to not be receptive to a public transpor-
tation method designed to meet their preferences. Their dif-
ferences on other variables discussed earlier generally sup-
port rather than conflict with this conclusion.

GROUP IV

Group IV also can be considered a relatively propublic-
transportation group, although for different reasons from
ihose given foi Group 1. Retuining to Table 7, Group 1V is
the second most positive group toward the acceptability of
public transportation. In addition, this group has the least
tendency to view the automobile as a status symbol, the
least commitment to the automobile as a necessity, and
the least concern for safety while waiting at bus stops of all
groups identified. This combination of general attitudes to-
ward public transportation suggests a potential opportunity
to gain ridership by matching a service to their needs.
Demographics

Group IV has several distinct demographic differences
from the remainder of the sample. There are significantly
more single persons in this group (Table 74), and they tend to
be generally younger than the rest of the sample, particularly
in the 24-and-under age groups (Table 75). Consistent with
these characteristics, the group generally has fewer children
under 10 years in their households (Table 76). Moreover,
family income is lower (Table 77), and more households live
in rental apartments (Table 78) with a lower percentage owin-
ing their own house. Keep in mind, however, that the pre-
dominant residence type is owning a house for Group IV and
for the sample as a whole.

Group IV seems to be less dependent on their automobiles
than the rest of the sample. A significantly higher percentage
indicated they did not require autos to perform their jobs
(Table 79); a higher percentage did not have a driver’s li-
cense, although the majority did have a license (Table 80).
Finally, there are generally fewer automobiles available to
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nouseholds in the group (Table 81).

Group IV is similar to Group I in that people tend to feel
they are familiar with regular bus service to a greater degree

than the saniple as a whole {Table 82).
Attitudes and Activities

The general attitude and activities responses of Group IV
are particularly important to understanding the potential op-
portunity. The reader should scan Tables 83 through 109 to
become more familiar with the nature of predispositions
toward public transportation that these people have relative
to the remainder of the sample. These predispositions are
described briefly with respect to public transportation, to
automobiles, and finally to activities requiring use of trans-
portation within the Jacksonville SMSA.

Group 1V appears to be reasonably positive toward public
transportation in general. They are more likely to like to ride
on city buses than the rest of the sample (Table 84), some-
what more likely to believe higher priority should be placed
on improving bus service rather than improving highways
(Table 85), and more likely to find travel by public transpor-
tation more relaxing than car travel (Table 86). Moreover,
there seems to be less difficulty with the idea of riding with
other people among those in Group IV (Tables 87 and 88),
and with being restricted to fixed times and schedules for
travel in Jacksonville (Table 89).

As further indication of Group 1V’s tendency to ‘‘lean
toward” public transportation, there was considerable dis-
agreement with statements about not willing to use public
transportation more frequently if it were improved (Table 90)
and not using public transportation because of its incon-
veniences (Table 91). In addition, Group IV is more likely to
say that higher automobile insurance rates will cause them to
plan to use public transportation more frequently (Table 92).
Finally, it is particularly encouraging to note the very high
disagreement with the statement ‘‘public transportation is
fine for some people, but not for me’’ (Table 93). All of these
findings suggest that Group IV clearly is not ‘‘turned off’” by
public transportation, but rather is apparently relatively re-
ceptive to services that would match their travel needs.

It appears that Group IV, consistent with these reasonably
positive feelings toward public transportation, is not at-
tracted totaily to the automobiie as a mode of transportation.
They feel more strongly than the rest of the sample that the
auto is not the cheapest form of transportation (Table 95).
This is interesting because many of the true costs of operat-
ing an automobile are not as visible as is the fare for using
public transportation. Group IV is somewhat less likely to
feel that two cars are a necessity rather than a luxury (Table
99) and generally are more likely not to enjoy driving a car
(Table 100). They are more likely to fecl they can manage
without their car (Table 101) and less likely to see their car
as a status symbol (Table 102). All of these characteristics of
Group IV suggest that it may be possible for a well-designed
public transportation service to compete with the private
automobile for at least some of their travel needs.

A few activities related to travel within the Jacksonville
area stand out. These people enjoy getting away from home
somewhat more than the sample (Table 105). For those who
work outside the home, they tend to travel less as a part of

the job (Table 107), and there is somewhat less travel to
attend s rﬁng eventsg (Table 100)
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Attitudes Toward Bus, Carpool/Vanpool, and Car

Group IV differed more from the remainder of the sample
on attitudes toward specific modes than did Group I. Most
notable were the great number of characteristics of bus ser-
vice on which Group I was more positive. These characteris-
tics are listed, as follows, in two categories: attitudes for
which Group IV was considerably more positive and those
for which the group was moderately more positive than the
rest of the sample:

1. Considerably More Positive Bus Attitudes

a. I only have to spend a short time waiting to use the
vehicle (Table 110).

b. When I use this vehicle, I am very likely to arrive at
my destination on time (Table 111).

¢. I only have to spend a short time in getting to the
vehicle when I need to use it (Table 112).

d. By using this vehicle, there is little chance of meet-
ing people who make me feel insecure or uncomfort-
able (Table 113).

e. Riding in this transportation method provides me
with high personal safety from crime (Table 114).

f. I usually would have adequate weather protection
while waiting to use the vehicle (Table 115).

g. T am able to select the time and wait to go on a trip
when using this method (Table 116).

2. Moderately More Positive Bus Attitudes

a. There is adequate room between me and others rid-
ing in this vehicle (Table 117).

b. I know that if I wanted to use this method, service
would be available throughout the day (Table 118).

c. This transportation method provides adequate pri-
vacy when traveling (Table 119).

d. There is only a small variation in travel time from
one day to another (Table 120).

e¢. When using this vehicle I am able to take routes
which are pleasant or scenic (Table 121).

f. I have great assurance of getting a seat (Table 122).

g. Using this transportation method requires no vehicle
changes (Table 123).

h. When using this vehicle, [ have adequate space for
storing packages (Table 124).

Unlike Group I, Group IV also was more positive than the
remainder of the sample toward several characteristics of
the carpool/vanpool type of transportation. Interestingly
enough, Goup IV was less positive toward the automobile on
several characteristics:

1. Carpool/Vanpool Attitudes (Positive)

a. There is only a small variation in travel time from
one day to another (Table 125).

b. This transportation method provides a convenient
method of paying for the cost of the trip (Table 126).

c. When using this vehicle, T am able to take a direct
route with few turns and detours (Table 127).

d. When using this vehicle, I have adequate space for
storing packages (Table 128).

e. When I use this vehicle, T am very likely to arrive at
my destination on time (Table 129).

2. Automobile Attitudes (Less Positive)
a. I am able to select the time I want to go on a trip
when using this method (Table 130).
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b. Riding in this transportation method provides me
with high personal safety from crime (Table 131).

¢. There is usually only a small variation in travel time
from one day to another (Table 132).

The more positive attitude ratings toward bus and car-
pool/vanpool when combined with even a few less positive
attitudes toward the automobile provide additional indication
of the ‘“‘leaner’’ nature of this group. However, one should
not be too overly optimistic with these findings by believing
that Group IV represents good market potential for existing
public transportation services. It should be remembered that
these people are currently largely auto users. Reasons for the
heavy use of the private automobile become clearer when
comparing the attitude distributions for car on these charac-
teristics as opposed to the attitude distributions for bus and
carpool. One would expect the car to be rated higher, but it
is the magnitude of difference in ratings that is impressive. A
quick glance at Tables 130 through 132 will provide insight
into this magnitude. The inescapable conclusion is that the
car is believed to be far superior on every characteristic to
the other modes included in the study. Thus, at best, Group
IV is at this time likely to be receptive to a new transportation
service, but not so much so that it will be easy to convert
these auto travelers into public transportation users.

Importance of Transportation Characteristics

A variety of characteristics of transportation methods
were rated by respondents as to their importance in choosing
between alternative methods. Group IV was not significantly
different from the rest of the sample concerning the relative
importance of most of these characteristics. However, on
three characteristics, Group IV importance distributions sug-
gested somewhat less overall importance. These are:

1. Being able to make a trip without changing vehicles
(Table 133).

2. Being able to take a direct route, with few turns and
detours (Table 134).

3. Adequate room between you and others in the vehicle
(Table 135).

Travel Behavior and Mode Use

On most of the travel behavior questions Group IV is not
significantly different from the rest of the sample. The group
does have a higher percentage of travel for work trips during
the 2 to 4 p.m. time slot than is characteristic of the sample
as a whole (Table 136). But, the overall indicafion is that
Group IV’s travel patterns are similar to the patterns for
others in the sample.

There are several interesting differences between Group
IV and the remainder of the sample on mode use and willing-
ness to consider modes other than those being used now.
Beginning with modes used for different trip purposes,
Group IV appears to be less of a car group and more of a bus
group for work trips (Tables 137, 138, and 139). The auto-
mobile is still clearly the predominant mode used for work
trips. But, the greater use of bus is encouraging in light of the
more positive public transportation leaning of this group.
This suggests that the positive attitudes are based on more
experience than is possessed by the sample as a whole.

Similar differences show up for nonwork trip purposes.
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TABLE 11

FAMILIARITY WITH METHODS OF TRANSPORTATION

Remaining Sample (%) Group I (%)
n=1027 n=81
Don't know anything 24.9 13.6
Know something 55.8 61.7
Know a lot 19.3 24.7
x* = .0608
AGE ON LAST BIRTHDAY
Remaining Sample (%) Group I (%)
n=1025 =81
Under 20 20.8 13.6
20-24 12.0 8.6
25-29 14.3 12.3
30-34 9.3 3.7
35-39 7.6 B.6
40-49 11.7 13.6
50-59 10.7 18.5
60 and over 13.6 21.0
100.0 100.0
Xz = .0781
MARITAL STATUS
Remaining Sample (%) Group I (%)
n=1026 n=81
Single 25.6 16.0
Separated 0.6 1.2
Divorced 3.9 9.9
Widowed 4,3 6.2
100.0 100.0
X" = .0393
DRIVER'S LICENSE
Remaining Sample (%) Group I (%)
n=1025 n=81
Yes 88.4 77.8
No 11.6 22.2
100.0 100.0
x% = .0089
TRANSPORTATION ATTITUDES AND ACTIVITIES
GETTING FROM ONE PLACE TO ANOTHER IN THE
JACKSONVILLE AREA IS A MAJOR PROBLEM FOR ME
Remaining Sample (%) Group I (%)
n=1026 n=81
Does not apply 542 4.9
Strongly disagree 39.7 18.5
Slightly disagree 17.0 11.1
Neutral 13.1 P
Slightly agree 12.0 17.3
Strongly agree 13.2 _37.0
100.0 100.0

Travel for education shows less use of driving alone (Table
140) and less use of carpool/vanpool (Table 141); for nonfood
shopping trips and for visits with friends and relatives, there
is less travel by driving alone (Tables 142 and 143) and more
travel by regular bus (Tables 144 and 145); for grocery shop-
ping there is less use of driving alone (Table 146); and for
entertainment trips there is less driving alone (Table 147),
less driving or riding with family members (Table 148), less
use of carpool/vanpool (Table 149), but greater use of regular
bus service (Table 150) and bicycle (Table 151).

Group IV has a very consistent willingness to consider
using nonautomobile transportation methods if the mode
they regularly use is not available. For work trips, Group IV
was considerably more likely than the rest of the sample to
consider using regular bus service (Table 154) and somewhat
more likely to consider using a taxi (Table 155) or bicycle
(Table 156) to go to work. For education trips, the group was
less likely to consider driving alone (Table 157). Similarly,
for nonfood shopping trips, the group is less likely to con-
sider driving alone (Table 158) or driving/riding with family
members (Table 159) if their regular method of travel were
not available, but much more likely to consider regular bus
service for these trips (Table 160). Greater consideration of
regular bus service is true for grocery shopping trips (Table
161) as well.

Travel to visit with friends and relatives shows a similar
pattern to that for the previous purposes. Group 1V is less
likely to consider driving or riding with a family member
(Table 162), but more likely to consider using regular bus
service (Table 163). Finally, for entertainment travel, the
group is somewhat less likely to consider driving alone
(Table 164) and more likely to consider using regular bus
service (T'able 165) and bicycie (Tabie i66).

There is a very consistent indication throughout this pro-
file that Group IV has a relatively positive attitude toward
public transportation. Again, it must be emphasized that atti-
tudes toward and use of their cars suggest that there is a
strong commitment to the automobile, most probably be-
cause of its advantage over existing public transportation
services. Yet the positive public transportation predisposi-
tion suggests the opportunity to overcome some of this com-
mitment with a well-designed service tailored to Group I'V’s
travel needs.

SUMMARY

This chapter has described the segmentation and detailed
the findings. Two groups from the total sample were selected
for further study. The profiles of these groups were pre-
sented in depth to show the ‘‘leaner’’ nature of the people
comprising each group. As such, segmentation was used as
a kind of screening tool to ‘‘weed out’’ those who did not
appear to be receptive to public transportation and to group
together those who were more receptive. The market analy-
sis now can focus on analyzing preferences of these leaner
segments to determine more specifically what characteristics
of a transportation service will be most likely to attract their
patronage for at least a portion of their trips. This is the task
for the transportation attribute preference study discussed in

Chanter Seven,
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TABLE 16

I LIKE TO RIDE ON CITY BUSES

Remaining Sample (%)

Group I (%)
n=8

TABLE 21

TRAVELING BY PUBLIC TRANSPORTATION
IS MORE RELAXING THAN DRIVING MY CAR
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n=1027 Remaining Sample (%) Group I (%)
n=1024 =81
Does not apply 10.2 7.4 - 9 - 6.3
s not 5 :
Strongly disagree 31.5 1.2 . e 3 :ip ¥ - )
tron, s : i
Slightly disagree 12.2 4.9 i hgly i agree < L
4 . .
Neutral 2.1 21.0 & 1" Asgrss - . .
Neutra. 17. 16.0
Slightly agree 12.6 27.2
Slightly agree 12.1 28.4
Strongly agree 9.4 38.3 g N i
100.0 100.0 krongly-aprae w340 A8
100.0 100.0
X2 = ,0781 2
X" = .0000
TABLE 17 TABLE 22
WE NEED BETTER BUS SERVICE
MORE THAN WE NEED BETTER HIGHWAYS CARPOOLING DOES NOT APPEAL TO ME
Remaining Sample (%)  Group I (%) Remaining Sample (%)  Group I (%)
n=1025 n=81 n=1026 n=81
Does not apply 4.5 0.0 Does not apply 9.4 121
Strongly disagree 20.6 6.2 Strongly disagree 21.7 8.6
Slightly disagree T2.4 2.5 Slightly disagree 17.4 18.5
Neutral 24.2 14.8 Neutral 9.7 14.8
Slightly agree 16.2 13.6 Slightly agree 12.4 18.5
Strongly agree 22.4 63.0 Strongly agree 19.4 28.4
100.0 100.0 100.0 100.0
x% = 0000 x = L0269
TABLE 18 TABLE 23
THE HIGH PRICE OF GASOLINE HAS CAUSED f CAR
ME TO DRIVE MY CAR MUCH LESS FREQUENTLY e i
Remaining Sample (%)  Group I (%) Remair{:i;gz;ample @ Gmuf‘,;l(z)
n=1027 n=61
Does not apply 12.2 13.6 Doeatnot: apply 10.0 2.9
Strongly disagree 16.8 7.4 Strongly disagree 9:3 952
Slightly disagree 13.2 4,9 Slightly disagree 10.4 1.2
Neutral 127 3.7 Nauczal 9 2.5
Slightly agree 20.4 23.5 Slightly agree 133 23.5
Strongly agree 24.6 46.9 Strongly agree _49.5 56.8
100.0 100.0 100.0 100.0
x% = .0000 x% = 0063

TABLE 19

EVERYONE PAYS FOR BUS SERVICE THROUGH TAXES, THEREFORE,

EVERYONE SHOULD USE IT

TABLE 24

I FULLY UNDERSTAND JACKSONVILLE'S BUS SCHEDULES AND FARES

Remaining Sample (%) Group I (%) Remaining Sample (%)  Group I (%)

n=1027 n=81 n=1026 n=81
Does not apply 3.2 6.2 Does not apply 8.7 3
Strongly disagree 264.6 3.7 Strongly disagree 32.9 24,7
Slightly disagree 17.0 4.9 Slightly disagree 14.4 14,8
Neutral 29.2 1B.5 Neutral 17.7 16.0
Slightly agree 14.3 24.7 Slightly agree 12,0 16.0
Strongly agree _11.6 _42.0 Strongly agree 4.2 2.0

100.0 100.0 100.0 100.0
) % = .0000 % = L0640

TABLE 20

PUBLIC TRANSPORTATION IS FINE FOR
SOME PEOPLE, BUT NOT FOR ME

TABLE 25

I GENERALLY DO NOT ENJOY DRIVING A CAR

Remaining Sample (%)

Group I (%)

Remaining Sample (%)

Group I (%)

n=1026 n=81 n=1026 n=81
Does mot apply 2.9 1.2 Does not apply 8.1 bl
Strongly disagree 16.9 39.5 Strongly disagree 56.2 30.9
Slightly disagree 16.6 14.8 Slightly disagree 13:7 12.3
Neutral 22.2 17.3 Neutral 8.2 6.2
Slightly agree 17.6 16.0 Slightly agree 7.4 14.8
Strongly agree 23.8 111 Strongly agree 6.3 24.7
100.0 100.0 100.0 100.0
x* = 0000 %2 = .0000
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TABLE 26 TABLE 31
I DO NOT TRAVEL WITHIN THE JACKSONVILLE AREA SOMEONE SHOULD TAKE MEASURES TO DISCOURAGE PEOPLE
ON A REGULAR BASIS EACH WEEK FROM USING AUTOS IN DOWNTOWN ARLAG OF CITIES
Remaining Sample (%)  Group I (%) Remaining Sample (%) Group I (%)

n=1026 n=81 n=1026 n=81

Does not apply 7.0 13.6 Does not apply 2.3 0.0
Strongly disagree 49.5 37.0 Strongly disagree 15:9 3.7
Slightly disagree 14.2 7.4 Slightly disagree 11.9 1.2
Neutral 6.5 8.6 Neutral 23.4 17.3
Slightly agree 7:9 11.1 Slightly agree 20.7 25.9
Strongly agree 14.7 222 Strongly agree _25.8 _51.9
100.0 100.0

%% = 0196
x% = .0000

TABLE 27

PARKING IS AN ANNOYING PROBLEM AT THE PLACE WHERE I WORK

TABLE 32

Remaining Sample (%)

L ENJUY STAYING AT HUME AS MUCH Ab PUSSIBLE

Group I (%)

pi020 grEl Remaining Sample (%) Group T (%)
n=1027 n=81
Does not apply 48.5 56.3
Strongly disagree 30.1 18.8 Does not apply 0.8 1:2
Slightly disagree 6.4 3.8 Strongly disagree 20.3 13.6
Neutral 5.0 8.8 Slightly disagree 16.3 8.6
Slightly agree 4.0 2.5 Neutral 12.9 1141
Strongly agree 6.0 10.0 Slightly agree 21.2 18.5
100.0 100.0 Strongly agree _28.6 _46.9
100.0 100.0
x* = L0924
Xz = .,0193
MY FRIENDS JUDGE PEOPLE BY THE TYPES OF CARS THEY DRIVE 1 ENJOY SHOPPING IN STORES VERY MUCH
Remaining Sample (%)  Group I (%) =
n=1026 n=81 Remaining Sample (%)  Group I (%)
n=1025 n=81
Does not apply 7.0 9.9
Strongly disagree 47.3 30.9 Does not apply 2.0 2.5
Slightly disagree 14.6 14.8 Strongly disagree 14.7 3.7
HNeutral, 1%4.9 19.8 Slightly disagree 12.0 7.4
Slightly agree 10.3 2.3 Neugral 14-6 12.3
Strongly agree 5.8 12.3 Slightly agree 27.8 25.9
100.0 100.0 Strongly agree 28.9 48.1
100.0 100.0
X2 = .0392 7
X° = .0035
TODAY IN MOST FAMILIES TWO CARS ARE 1 AM HIGHLY INVOLVED IN NON-BUSINESS ORGANIZATION
A NECESSITY, NOT A LUXURY ACTIVITIES THAT TAKE ME AWAY FROM HOME
Remaining Sample (%)  Group I (%) Remaining Sample (%)  Group I (%)
n=1027 n=81 n=1024 n=
Does not apply 2.1 0.0 Does not apply 18.8 18.5
Strongly disagree 8.7 3.7 Strongly disagree 31.8 18.5
Slightly disagree 8.5 6.2 Slightly disagree 14.7 9.9
Neutral 8.1 2.5 Neutral 10.8 18.5
Slightly agree 25.4 23.5 Slightly agree 11.7 16.0
Strongly agree 47.2 64.2 Strongly agree 12,1 18.5
100.0 100.0 100.0 100.0
= L0335 % = L0229
WITH THE HIGHER AUTUMOBILE INSURANCE RATES TABLE 35
L PLAN TU MAKE GKEATER USE OF PUBLIC TRANSPORTATION 1 DO NOT LIKE TO WALK
Remaining Sample (Z) Group I (%) Remaining Sample (%)  Group I (%)
n=1026 n=81 n=1027 n=81
Does not apply 9.9 9.9 Does not apply 1.5 1.2
Strongly disagree 29.6 4.9 Strougly disagree 43.6 30.9
Slightly disagree 16.7 3.7 Slightly disagree 22.3 13.6
Neutral 26.3 23.5 Neutral 11.7 18.5
Slightly agree 9.7 18.5 Slightly agree 8.1 16.0
Strongly agree 7.7 39.5 Strongly apree 12.9 19.8
100.0 100.0 100.0 100.0
3 2 P
X" = .0000 X7 = 0054



TABLE 36

CHILDREN IN OUR HOUSE ARE INVOLVED IN ACTIVITIES
THAT REQUIRE TRAVEL TO OTHER PARTS OF JACKSONVILLE

TABLE 41

I DISLIKE HAVING TO CHAUFFEUR MY CHILDREN TO AND FROM
ACTIVITIES IN WHICH THEY ARE INVOLVED AWAY FROM HOME

Remaining Sample (%) Group I (%) Remaining Sample (%) Group I (%)
n=1027 n=81 n=1024 n=81
Does not apply 49.5 42.0 Doen not apply 61.8 54.3
Strongly disagree 12.0 6.2 Strongly disagres 14,9 7.4
Slightly disagree 4.9 2.5 5lighcly disagree 6.3 7.4
Neutral 1.7 3.7 Noucral 6.8 9.9
Slightly agree 10.8 123 Slightly agrea 6.3 13.6
Strongly agree 15.2 33.3 Scrongly agree 3.8 7.4
100.0 100.0 100.0 100.0
x* = .0000 X% = .0265
I DO NOT MIND MY CHILDREN RIDING ON PURLIC TABLE 42
BUSES WITHOUT BEING ACCOMPANIED BY AN ADULT
T IS EASY TO GO TO MORE THAN ONE DESTINATION
Remaining Sample (%) Group I (%) ON THE SAME TRIP (BUS)
n=1026 n=81
Remalning Sample (%)  Group I (%)
0=1024 n=81
Does not apply 56,2 39.5 — -
Strotgly: dsagrde 17.1 13.6 Strongly disagree 26.7 22,2
Stighely disagres 6.5 4.9 Slightly disagree 26.8 25.9
Neutral 5.3 4.9 Neutral 23.5 16.0
Slightly agree 6.3 13.6 Slightly agree 14.8 21.0
Serongly'.aprée 8.6 .23.5 Strongly agree 8.2 14.8
100.0 100.0 —_—
= x* = L0901
X" = .0000
I WOULD NEVER USE PUBLIC TRANSPORTATION MORE FREQUENTLY
THAN I DO NOW NO MATTER HOW MUCH THE SERVICE IMPROVED TABLE 43
RIDING IN THIS TRANSPORTATION METHOD PROVIDES ME
Rematnice semple () "zoudi I [ WITH HIGH PERSONAL SAFETY FROM CRIME (BUS)
Remaining Sample (%) Group I (%)
Does not apply 4.2 0.0 n=1026 n=81
Strongly disagree 27.6 58.0
Slightly disagree 20.5 14.8 Strongly digsagree 10.9 11.1
Neutral 18.5 12.3 Slightly disagree 22.% 1.8
Slightly agree 10.4 8.6 Neutral 3L.8 24.7
Strongly agree 18.8 6.2 Slightly agree 23.2 320
100.0 100.0 Strongly agree 11.2 12.3
3 - 7
x* = .0000 X" = .0689
1 FREQUENTLY WORRY ABOUT HAVING AN
ACCIDENT WHILE DRIVING OR RIDING IN A CAR TABLE 44
Remaining Sample (%) Group I (%) VEHICLE TYPICALLY HAS A STYLISH EXTERIOR PESIGN (BUS)
n=1027 n=81
Remaining Sample (%)  Group I (%)
n=1024 =81
Does not apply 4.5 245
Strongly disagree 27.6 13.6 Strongly disagree 9.5 2.5
Slightly disagree 15.2 7.4 Slightly disagree 13.5 14.8
Neutral 15.4 18.5 Neutral 50.4 46,9
Slightly agree 23.6 23.3 Slightly agree 16.3 16.0
Strongly agree 13.8 34.6 Stonply gres 10.4 19.8
100.0 100.0
2 Xz = .0342
X" = .0000

TABLE 40

IT IS DANGEROUS TO STAND AT A BUS STOP
WHILE WAITING FOR A BUS

Remaining Sample (%)

Group I (%)

TABLE 45

I KNOW THAT IF I WANTED TO USE THIS METHOD, SERVICE WOULD

BE AVAILABLE THROUGHOUT THE DAY (BUS)

n=1027 n=81
Remalning Sample (%) Group I (%)

Does not apply 4.0 1.3 n=1023 n=81
Strongly disagree 21.2 16.3
Slightly disagree 20.7 13.8 Strongly disagree 14.0 22.2
Neutral 18.9 18.8 Slightly disagree 18.2 21.0
Slightly agree 24.0 26.3 Neirerad 21.6 13.6
Strongly agree _Ine _23.8 Slightly agree 22.9 14.8

100.0 100.0 Strongly agree 23.4 28.4

%% = .0158 % = 0585
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TABLE 46

THE VEKHICLE USED IN THIS METHOD OF TRANSPORTATION HAS A SIZE
AND APPEARANCE THAT WILL NOT DETRACT FROM THE CHARACTER

Y

OF THE NEIGUBORNOOD THRO

TUE NEIGIH 0D TIRCUGH WHICH IT TRAVELS

I
{EB!

TABLE 51

CONVENIENT METHOD FOR PAYING FOR THE COST OF THE TRIP

L rnaved bl Remaining Sawple (%) Group I (%)
n=1027 n=81
Remaining Sample (%)  Group I (%)
1024 gL Not imporcant 0,00 7.9 7.4
.50 2.0 1.2
Strongly ddsagree a8 263 Slightly important 1.00 14.5 9.9
Slightly disagree 9.9 7.4 1.50 7.4 2.5
Nedtral L 3u.6 Important 2.00 37.8 29.6
Slightly agree 21.9 14.8 2.50 6.9 8.6
Skranglysdgree 2k 401 Very important 3.00 23.5 40.7
x* = L0193 X% = L0226
PERSONAL SECURLITY FROM CRIME
USE OF TAXI FOR WORK TRIPS S——
Remaining Sample (%) Group I (%)
n=1027 n=81 Remaining Sample (%) Group I (%)
n=519 n=38
Not important 0.00 5.5 B
0.50 1.3 45 Do not use 921 89.5
Slightly important 1.00 9.9 245 Do use 2.9 10.5
1.50 3.9 7.4
Impotrtant 2.00 24.1 2151 2
2.50 7.4 4.9 LR et
Very important 3.00 48.0 60.5
7 TABLE 53
X" = .0751
USE OF BICYCLE FOR WORK TRIPS
TABLE 48 Remaining Sample (%)  Group I (%)
A LOW COST FOR THE TRIP neal? p=lt
Remaining Sample (%) Group T (%) by wat fise 93.3 8l.6
n=1027 n=81
Do use 6.7 18.4
Not important 0.00 5.9 6.2
0.50 2.0 0.0 - 0207
Slightly important 1.00 15.4 1t ok '
1.50 7.0 37
Important 2.60 34.6 3241 TABLE 54
2.50 7.4 2.5
Very important 3.00 27.7 44,4 USE OF MOTORCYCLE FOR EDUCATION TRIPS
5 Remaining Sample (%)  Group I (%)
X% = ,0315 n=277 n=20
TABLE 49 Do not use 90.6 75.0
LITTLE CHANCE OF MEETING WITH PEOPLE WHO MAKE Do use 9.4 25.0
YOU FEEL INSECURE OR UNCOMFORTABLE
Remaining Sample (%) Group I (%) — - 2
n=1027 =81 X 06T
Not important 0.00 30.2 27,2
0.50 5.5 1.2 I'ABLE 55
Slightly important 1.00 24,7 18.5 USE OF RECULAR BUS SERVICE FOR
1.50 T3 6.2 SHOPPING (GROCERY)
Important 2.00 17.2 Y73
P Remaining Sample (%)  Lroup L (i)
2.50 2.9 7.4 n=795 n=71
Very important . 3.00 122 2252
Do not use 96.0 R4. 5
N,
X" = ,0229 Do use 4.0 15:5
TABLE 50 e
BEING ABLE TO TAKE A DIRECT ROUTE :
WITH FEW TURNS ARD DETQURS
Remaining Sample (%) Group I (%)
Lne s B TABLE 56
USE OF REGULAR BUS SERVICE FOR
Not important 0.00 10.5 9.9 SHOPPING (NON-FOOD) TRIPS
0.50 2.3 0.0
Slightly important  1.00 17.0 12.3 Remaluing, Sample @ Grailp 1 @
1.50 5.7 9.9
Important 2.00 32.4 27.2 Do not use 85.6 5.3
I8 = = Do use 14.4 2.7
Very important 3.00 22.4 34.6 "
= o724 2



USE OF REGULAR BUS SERVICE FOR ENTERTAINMENT TRIPS CONSIDERATION OF RECULAR BUS SERVICE TO VISIT WITH FRIENDS, RELATIVES
Remaining Sample (%) Group I (%) Remaining Sample (%) Group I (%)
n=842 n=70 n=899 n=74
Do not use 92.6 84.3 Would not consider using 80.5 58.1
Do use 7.4 15.7 Would consider using 19.5 41.9
XZ = .0248 X2 = .0000
'
USE OF TAXI FOR ENTERTAINMENT TRIPS CONSIDERATION OF DRIVE ALONE VISIT WITH FRIENDS, RELATIVES
Remaining Sample (%) Group I (%) Remaining Sample (%) Group I (%)
n=842 n=70 n=899 n=74
Do not use 96.9 91.4 Would not consider using 33.0 43,2
Do use 3a 8.6 Would consider using 67.0 56.8
X = 0396 % = L0977
USE OF REGULAR BUS SERVICE TO
VISIT WITH FRIENDS, RELATIVES CONSIDERATION OF REGULAR BUS SERVICE FOR ENTERTAINMENT TRIPS
Remaining Sample (%) Group I (%) Remaining Sample (%) Group I (%)
n=899 n=74 n=842 n=71
Do not use 92.2 79.7 Would not consider using 82.3 66.2
Do use 7.8 20.3 Would consider using 17.7 33.8
Xz = .0006 X2 = .0015
CONSIDERATION OF DRIVE/RIDE WITH FAMILY MEMBERS FOR
USE OF TAXI TO VISIT WITH FRIENDS, RELATIVES SHOPPING (GROCERY) TRIPS
Remaining Sample (%) Group I (%) Remaining Sample (%) Group T (%)
n=899 n=74 a=794 n=71
Do not use 98.3 91.9 Would not consider using 19.0 29.6
Do use 1.7 8.1 Would consider using 81.0 70.4
t x* = .o012 X = 0476
.
| TABLE 61 TABLE 67
CONSTDERATION OF REGULAR BUS SERVICE FOR WORK TRIPS TIME OF TRAVEL (2-4 p.m.) TO VISIT WITH FRIENDS, RELATIVES
Remaining Sample (%) Group I (%) Remaining Sample (%) Group I (%)
n=515 =37 n=894 n=7
Would not consider using 69.5 51.4 Do not usually travel 81.4 72,0
Would counsider using 30.5 48.6 Do usually travel 18.6 28.0
XZ = .0348 Xz = .0664
CONSIDERATION OF REGULAR BUS SERVICE FOR SHOPPING (NON-FOOD) TRIPS TIME OF TRAVEL (4-7 p.m.) TO VISIT WITH FRIENDS, RELATIVES
Remaining Sample (%) Group I (%) Remaining Sample (%Z) Group I (%)
n=878 n=73 n=894 n=75
Would not consider using 68.9 45.2 Do not usually travel 67.8 56.0
Would consider using 31.1 54.8 Do usually travel 32.2 44,0
X2 = .000L Xz = .0506
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TABLE 69 TABLE 74

TIME OF TRAVEL (4-7 p.m.) FOR SHOPPPING (GROCERY)

MARITAL STATUS

Remaining Sample (%) Group 1 (%)
n=71

Remaining Sample (%)

Group IV (%)

n=793 n=1031 n=76
Do nat usually travel 70.1 59.2 Single 24.3 32.9
Do usually travel 29.9 40.8 Married 66.7 51.3
Separated .6 1.3
X% = 0747 Divorced 4.1 7.9
Widowed 4.3 _6.6
. 00,
TABLE 70 100.0 100.0
NUMBER OF STOPS BETWEEN LEAVING HOME AND RETURNING HOME
FOR WORK
Remaining Sample (%) Group I (%) TABLE 75
n=1027 n=81
AGE ON LAST BIRTHDAY
Does not apply 49.8 54.3 »
Remaining Sample (%)  Croup 1V (%)
1 stop 34.5 1743 n=1029 n=77
2 Stops 7.9 17.3 Under 20 19.6 28.6
3 Stops 2.6 6.9 20-24 11.2 19.5
25-29 14.6 9
4 Stops 1.4 2.5

30-34 9.0 6.5
5 sStops 3.7 3.7 35-39 7.8 6:5
40-49 12.3 5.2
50-59 . .
X% = .0095 i 39
60 and over 13.6 20.7
100.0 100.0

TABLE 71

NUMBER OF STOPS BETWEEN LEAVING HOME AND RETURNING HOME
TO VISIT FRIENDS AND RELATIVES

Remaining Sample (%)  Group I (%)
n=1027 n=81 NUMBER OF CHILDREN UNDER 10 YEARS OLD
13.2 6.2 Remaining Sample (%) Group IV (%)
Does not apply 3 =103 w77
1 Stop 55.9 60.5
2 Stops 18.9 17.3 0 65.9 76.6
3 Stops 6.7 3.7 1 18.9 15.6
4 Stops .4 1.2 74 10.6 3.8
5 Stops 2.4 9.9 3 3.9 1.2
4 or more .B 2.6
= 100.0 100.0
X" = .0028
TABLE 72
SATISFACTION WITH METHOD OF TRANSPORTATION MOST OFTEN USED
FOR WORK TRIPS TOTAL FAMILY INCOME
Remaining Sample (%) Group I (%) Remaining Sample (%)  Group IV (%)
n=1027 n=81 0=1031 n=76
Does not apply 50.2 531 0 - 4,999 8.5 9.8
Completely dissatisfied 1.2 3.7 5,000 - 9,999 17.9 34.4
Moderately dissatisfied 2.2 4.9 10,000 ~ 14,999 257 18.0
Nelther 0.1 1.2 15,000 - 19,999 18.0 18.0
Moderately satisfied 12.9 13.6 20,000 - 24,999 15.8 9.8
Completely satisfied 33.2 22.2 25,000 - 29,999 73 6.6
More rhan 30,000 6.4 3.4
v —c —t
5 100.0 100.0
X~ = .0088
TABLE 78
GATISTACTION WITH METHOD OF TRANSPORTATION MOST OFTEN USED
FOR SHOPPING (NON-FOOD) TYPE OF RESIDENCE
Remaining Sample (%)  Group I (%) Remaining Sample (%) Group IV (7)
n=1027 n=8 0=1030 n-77
Does not apply 14.4 8.6 House owned 78.9 62.3
Completely dissatisfied 1.2 3.7 House rented 13.4 14.3
Moderately dissarisfied 2.3 8.6 Apartment - less than 10 units 4.4 Lizd
Neither 1.5 1.2 Apartment - more than 10 units 1.2 2.6
Moderately satisfied 17.3 18.5 Trailer 1.5 7.8
Completely satisfied 63.0 58.0 Other .6 13,
100.0 100.0

2
X" = .0056
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WE NEED BETTER BUS SERVICE MORE
REQUIRED TO PERFORM JOB
MTHOBLLE 2 THAN WE NEED BETTER HIGHWAYS
R ini S L % G v (%
emsdning Sample; (2) rouE @ Remaining Sample (%) Group IV (%)
n=986 n=71
_ _ n=1030 n=76
Y 27.5 11.3
. Does not apply 4.3 2.6
No 72.5 _88.7 Strongly disagree 20.6 5.3
100.0 100.0 Slightly disagree 11.5 10.5
Neutral 22.9 31.6
Slightly agree 15.7 19.7
TABLE 80 Strongly agree 25.0 30.3
POSSESSION OF DRIVER'S LICENSE %% = .0259
Remaining Sample (%) Group IV (%)
n=1029 n=77 TABLE 86
Yes 88.3 77.9 TRAVELING BY PUBLIC TRANSPORTATION IS MORE
No 11. 22.1 RELAXING THAN DRIVING MY CAR
100.0 100.0 Remaining Sample (%) Group IV (%)
n=1028 n=77
Does not apply 10.2 9l
TABLE 81 Strongly disagree 28.1 5.2
Slightly disagree 16.4 16.9
NUMBER OF AVAILABLE VEHICLES Heutral 16.1 35.1
Remaining Sample (%) Group 1V (%) SLighely dared 13.3 13.0
n=1031 n=77 Strongly agree 15:9 20.8
0 3.9 1.3 2 - 0000
1 335 50.6
2 47.4 42,9
3 [3.1 3.9
TABLE 87
4 2.8 1.3
100.0 100.0 I WOULD NOT LIKE TO RIDE WITH THE TYPE OF PEOPLE
" v WHO TYPICALLY USE PUBLIC TRANSPORTATION
Remaining Sample (%)  Group IV (%)
n=1031 n=7
TABLE 82 Does not apply 6.7 2.6
FAMILIARITY WITH REGULAR BUS Strongly disagree 26.6 39.0
Slightly di 16.1 9.5
Remaining Sample (%) Group IV (%) & Y disagres
n=1031 =77 Neutral 33.8 35.1
Slightly agree 10.0 3.9
Don't know anything 25.1 10.4 Strongly agree 6.9 0.0
Know gomething 55.9 61.0 =
Know a lot 19.0 28.6 )(2 = .0127
100.0 100.0
1 DO NOT LIKE TO RIDE IN THE SAME VEHICLE
TABLE 83 WITH PEOPLE I DO NOT KNOW
TIME LIVED IN JACKSONVILLE Remaining Sample (%) Group IV (%)
_ — n=1030 n=77
Remaining Sample (%)  Group IV (%)
n=1028 =77 Does not apply 1.9 2.6
Strongly disagree 18.9 36.4
Less than 2 years i 20.8
Slightly disagree 18.3 117
2-4 years 11.1 7.8
Neutral 23.7 28.6
5-7 years 9.8 =
Slightly agree 19.2 14.3
8-10 years 7.4 1.3
Strongly agree 18.0 6.5
More than 10 years 62.6 61.0
100.0 100.0 7
X" = .0014

TABLE 84

I LIKE TO RIDE ON CITY BUSES

TABLE 89

1 DON'T MIND BEING RESTRICTED TO FIXED TIMES AND SCHEDULES

FOR MY TRAVEL WITHIN THE JACKSONVILLE AREA

Remaining Sample (%) Group IV (%)

Remaining Sample (%)

Group IV (%)

n=1030 o=77
Does not apply 10.6 2.6 Does not apply 5.5 3.9
Strongly disagree 30.8 7.8 Strongly disagree 37.0 19,5
Slightly disagree 12:1 5.2 Slightly disagree 18.3 16.9
Neutral 23.0 36.4 Neutral 14.0 24.7
Slightly agree 12.8 24.7 Slightly agree 15.0 13.0
Strongly agree 10.7 23.4 Strongly agree 10.3 22.1

)(z = ,0000 X2 = ,0007
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1 WOULD NEVER USE PUBLIC TRANSPORTATION MORE FREQUENTLY THAN MY OWN CAR PROVIDES THE CHEAPEST
I DO NOY NO MATTER HOW MUCH THE SERVICE IMPROVED ‘TRANSPORTATION I CAN BUY
Remaining Sample (%)  Croup IV (%) Remaining Sample (%)  Group IV (%)
n=1031 n=77 n=1031 n=77
Does not apply 4.2 0.0 Does not apply 9.8 20.8
Strongly disagree 28.6 45,5 Strongly disagree 16.9 21.3
Slightly disagree 20.2 19.5 Slightly disagree 16.3 22.1
Neutral 17.3 28.6 Neutral 13.7 20.8
Slightly agree 10.8 3.9 Slightly agree 17.7 5.2
Strongly agree 19.0 2.6 Strongly agree 25.6 3.9
2 = 0000 x* = .0000
TABLE 91 TABLE 96
SOMEONE SHOULD TAKE MEASTIRES TN DISCOIRAGE PEOPLE
ALTHOUGH MASS TRANSIT WOULD BE A GOOD WAY OF CONSERVING ENERGY e it N
I REALLY CANNOT USE IT SINCE IT IS VERY INCONVENIENT ’ EROM STHGMAUTQS I ORNTOW AREASTOE CITTES
Remaining Sample (%)  Group IV (%)
Remaining Sample (%)  Group IV (%) n.1%30 & :)\-77
n=1031 n=77
. 0.
Does not apply 6.4 ) i3 Does not apply l2 3 . 0
S 2 1.7
Strongly disagree 10.0 27.3 Eeongly Uighpees 3
S 11.6 5.2
Slightly disagree 11.6 16.9 lightly disagree
Neutral 21.3 45.5
Neutral 17.9 44.2
s 21.6 14.3
Slightly agree 17.9 6.5 Mghely agree 33,0
Strongly agree 36.9 3.9 Strongly agree 28.1 3.
3 X% = .0001
X" = .0000

WITH THE HIGHER AUTOMOBILE INSURANCE RATES, I PLAN

I FULLY UNDERSTAND JACKSONVILLE'S BUS SCHEDULES AND FARES
TO MAKE GREATER USE OF PUBLIC TRANSPORTATION

Remaining Sample (%) Group IV (%) R o e G!Ouﬁ-;‘; @

n=1030 n=77 n=1030
Does not apply 9.7 13.0 Possimor avEY . )
Strongly disagree 29.5 5.2 Strongly disagree 33.7 14.3
Slightly disagree 16.0 1.7 Slightly disagree 14.6 13.0
Neutral 25.1 19,0 Neutral 16.5 32.8
Slightly agree 9,7 19.5 Slightly agree Tty 19.5
Strongly agree 9.9 1.7 Strongly agree 14.7 19.5
5 % = 0000
X~ = .0000
EVERYONE PAYS FOR BUS SERVICE THROUGH TAXES
PUBLIC TRANSPORTATION IS FINE FOR »
SOME PEOPLE BUT NOT FOR ME THEREFORE, EVERYONE SHOULD USE IT
Remaining Sample (%)  Group IV (%) Remain:.r;gaiample @ Grour‘.g\yl @
n=1030 n=77 n
Does not apply 2.9 1.3 Does not apply 3.6 1.3
Strongly disagree 16.4 46.8 Strongly disagree 23.7 15.6
31lghtly dlsayiee 15.6 27.3 Slightly disagree 16.2 15.6
Neutral 21.9 20.8 Neutral 27.3 44.2
Slightly agree 18.5 3.9 Slightly agree 15,1 14.3
Stogmale an 142 Q1
Strongly agree 24.6 0.0 - SN
% = .0000 = L0391
TABLE 94 e
1 FREQUENTLY WUKRY ABOUT HAVING AN ACCIDENT 77
WHILE DRIVING OR RIDING IN A CAR TODAY IN MOST FAMILIES TWO CARS ARE A NECESSITY NOT A LUXURY
Remaining Sample (%) Group IV (%) Remaining Sample (%) Group IV (%)
n=1031 n=77 n=1031 =77
Does not apply 4.1 7.8 Does not apply 2.1 0.0
Strongly disagree 27.0 20.8 Strongly disagree 757 16.9
Slightly disagree 14.6 14.3 Slightly disagree 7.9 14.3
Neutral 15.0 23.4 Neutral 7.2 14.3
Slightly agree 23.4 26.0 Slightly agree 26,1 14.3
Strongly agree 15.9 7.8 Strongly agree 49.1 40.3
] 5
X~ = .0811 X° = .0004
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I GENERALLY DO NOT ENJOY DRIVING A CAR I ENJOY STAYING AT HOME AS MUCH AS POSSIBLE
Remaining Sample (%) Group IV (%) Remaining Sample (%) Group IV (%)

n=1030 n=77 n=1031 =77
Does not apply 7.8 15.6 Does not apply 0.9 0.0
Strongly disagree 56.2 29.9 Strongly disagree 19.1 28.6
Slightly disagree 13.2 19.5 Slightly disagree 14.7 28.6
Neutral 7.6 14.3 Neutral 12.9 10.4
Slightly agree 7.6 13.0 Slightly agree 21+ 22.1
Strongly agree 7.7 7.8 Strongly agree 31.4 10.4

Xz = .0003 Xz = .0003

I COULDN'T MANAGE WITHOUT MY CAR

MY WAYS OF GETTING TO AND FROM WORK
HAVE NOT CHANGED IN YEARS

Remaining Sample (%)

Group 1V (%) Remaining Sample (%)

Group 1V (Z)

n=1031 =77 n=1031 n=77
Does not apply 9.6 15.6 Does not apply 42.8 44.2
Strongly disagree 7.7 22.3 Strongly disagree 8.1 1.3
Slightly disagree 8.9 20.8 Slightly disagree 4.8 10.4
Neutral 6.9 10.4 Neutral 5.6 10.4
Slightly agree 14.3 11.7 Slightly agree 7.9 11.7
Strongly agree 52.7 14.3 Strongly agree 31.5 22.1
2
x% = .0000 x* = .0088

TABLE 102

1 WOULD RATHER MY FELLOW WORKERS SEE ME ARRIVE AT

WORK BY CAR THAN BY PUBLIC TRANSPORTATTION

TABLE 107

I DO A LOT OF TRAVELING WITHIN THE JACKSONVILLE
AREA AS PART OF MY JOB

Remaining Sample (%)

Group IV (%) Remaining Sample (%)

Group IV (%)

n=1026 n=77 n=1031 n=77
Does not apply 44.1 51.9 Does not apply 50.2 55.8
Strongly disagree 24.7 35.1 Strongly disagree 16.2 22.%
Slightly disagree 5.6 3.9 Slightly disagree 7.2 5.2
Neutral 17.5 7.8 Neutral 5.4 3.9
Slightly agree 4.3 0.0 Slightly agree 6.4 9.1
Strongly agree 3.9 1.3 Strongly agree 14.5 3.9
xl 2
= .0228 X° = 0967

TABLE 103

THE HIGH PRICE OF GASOLINE HAS CAUSED ME TO
DRIVE MY CAR MUCH LESS FREQUENTLY

TABLE 108

I REALLY ENJOY RIDING WITH OTHER PEOPLE I KNOW
WHEN I TRAVEL WITHIN THE JACKSONVILLE AREA

Remaining Sample (%)
n=1031

Group IV (%)

Remaining Sample (%) Group IV (%) =77
n=1031 n=77

Does not apply 4.8 0.0

Does not apply b & e 19.5 Strongly disagree 5.0 1.3

Strongly disagree 16.9 6.5 Slightly disagree 3.1 6.5

Slightly disagree 12.5 14.3 Neutral 16,8 28.6

Neutral 11.3 22.1 Slightly agree 26.8 20.8

Slightly agree 20.6 271 Strongly agree 43.5 42.9

Strongly agree 27.1 15.6
® = L0109
)(2 = .0013
CARPOOLING DOES NOT APPEAL TO ME I SELDOM ATTEND SPORTING EVENTS AS A SPECTATOR
Remaining Sample (%)  Group IV (%) Remaining Sample (%)  Group IV (%)

n=1030 n=77 n=1030 n=7

Does not apply 9.0 15.6 Does not apply 9.0 3.9
Strongly disagree 20.6 23.4 Strongly disagree 21.7 23.4
Slightly disagree 17.7 15.6 Slightly disagree 16.4 7.8
Neutral 18.5 29.9 Neutral 10.2 13.0
Slightly agree 13.0 10.4 Slightly agree 15:7 28.6
Strongly agree 21.2 5.2 Strongly agree 26.9 23.4

x% = L0030 x* = L0183
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I ONLY HAVE TO SPEND A SHORT TIME WAITING I USUALLY WOULD HAVE ADEQUATE WEATHER PROTECTION WHILE
0 USE THE VEHICLE {BUS) WATTING TQ USE THE W 1E (BUS)
Remaining Sample (%)  Group IV (%) Remaining Sample (%) Group IV (%)
n=1029 n=77 n=1029 n=77
Strongly disagree 14.7 6.5 Strongly disagree 25.2 15.6
Slightly disagree 18.9 13.0 Slightly disagree 28.2 23.4
Neutral 26.0 23.4 Neutral 24,5 23.4
Slightly agree 24.0 31.2 Slightly agree 14.5 20.8
Strongly agree 16.4 26.0 Strongly agree 7.7 16.9
x% = .0363 x* = L0139
WHEN I USE TRIS VOUICLE, I AM VERY LIKELY TC ARRIVE I AM ABLE TG SELECT THE TIME I WANT oo o A
AT MY DESTINATION ON TIME (BUS) TRIP WHEN USING THIS METHOD (BUS)
Remaining Sample (%)  Group IV (%) Remaining Sample (%)  Group IV (%)
n=1029 n=77 n=1029 a=77
Strongly disagree 9.7 3.9 Strongly disagree 20.0 9.1
Slightly disagree 17:3 5.2 Slightly disagree 28.2 16.9
Neutral 223 16.9 Neutral 23.0 32.5
Slightly agree 27.1 31.2 Slightly agree 19.9 22.1
Strongly agree 18.6 42.9 Strongly agree 8.8 19.5
% = .0000 % = .0008

1 ONLY HAVE TO SPEND A SHORT TIME IN GETTING TO THE

THERE IS ADEQUATE WEEN
VEHICLE WHEN T NEED TO USE IT (BUS) s g Reolt eI RS

RIDING IN THIS VEHICLE (BUS)

Remaining Sample (%) Group IV (%)

nr

B i Remaining Sample (%)  Growp IV (%)
n=1029 n=77 n=1029 n=77
Strongly disagree 13.9 5.2 Strongly disagree 6.8 2.6
Slightly disagree 22.0 10.4 Slightly disagree 13.0 552
Neutral 25.6 16.9 Neutral 26.5 28.6
Slightly agree 22.6 35.1 Slightly agree 28.5 24.7
Strongly agree 15.9 32.5 Strongly agree 25 39.0
x% = .0000 X* = L0249
BY USING THIS VEHICLE, THERE IS LITTLE CHANCE OF MEETING
PEOPLE WHO MAKE ME FEEL INSECURE OR UNCOMFORTABLE (BUS) T KNOW THAT IF I WANTED TO USE THIS METHOD, SERVICE WOULD
BE AVAILABLE THROUGHOUT THE DAY (BUS)
Remaining Sample (% G w (%
e‘““:z‘l‘gzsa’"? e (1) wu:n-” () Remaining Sample (%)  Group IV (%)
n=1027 n=77
Strongly disagree 13.5 6.5 Strongly disagree 15.0 9.1
Slightly disagree 23.1 6.5 Slightly disagree 18.7 14,3
Neutral 33.7 40.3 Neutral 20.8 23.4
Slightly apree 8.9 31.2 Slightly agree 22,6 18.2
Strongly agree 10.9 15.6 Stronelv aeree 22.9 5.1
X% - L0006 X% = .099%
TABLE 1i4 TABLE 1i9
WLTH
e "ﬁxﬁlizﬁmﬁm&gﬁ"r'éﬁﬁ“‘éﬁ&‘?ﬁﬂ?ﬁ . THIS TRANSPORTATION METHOD PROVIDES ADEQUATE
PRIVACY WHEN TRAVELING (BUS)
Rsmainizgagample ) GrOU:_I7"7 %) Remaining Sample (%)  Group IV (%)
o 0=1030 n=77
Strongly disagree 11.5 3.9 Strongly disagree 25.0 7.8
Slightly disagree 22.5 13.0 Slightly disagree 26.2 16.9
Neutral 31.2 32.5 Neubral 28.2 46.8
Slightly agree 2.2 31.2 STightly agree 13.7 16.9
Strongly agree 10,3 19.5 Strongly agree 7.0 11.7




TABLE 120

THERE IS ONLY A SMALL VARIATION IN TRAVEL TIME FROM

ONE DAY TO ANOTHER (BUS)

TABLE 125

THERE IS ONLY A SMALL VARIATION IN TRAVEL TIME FROM

ONE DAY TO ANOTHER (CARPOOL/VANPOOL)
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Remaining Sample (%) Group IV (%)

Remaining Sample (%)
029

Group IV (%)

n=1029 n=77 n=1 n=7
Strongly disagree 6.6 5.2 Strongly disagree 3.3 0.0
Slightly disagree 14.6 3.9 Slightly disagree 8.5 1.3
Neutral 31.4 33.8 Neutral 36.2 50.6
Slightly agree 237 2231 Slightly agree 26.3 18.2
Strongly agree 23.7 35:1 Strongly agree 25.7 29.9
X2 = .0387 Xz = ,0091

TABLE 121

“ WHEN USING THIS VEHICLE I AM ABLE TO TAKE ROUTES WHICH

ARE PLEASANT OR SCENIC (BUS)

TABLE 126

THIS TRANSPORTATION METHOD PROVIDES A CONVENIENT METHOD
OF PAYING FOR THE COST OF THE TRIP (CARPOOL/VANPOOL)

Remaining Sample (%)

Group IV (%)

Remaining Sample (%)  Croup IV (%) - »
n=1028 n=77 n=1029 n
Strongly disagree 14.9 1.9 Strongly disagree 2.2 1.3
Slightly disagree 18.5 10.4 Slightly disagree 3.8 1.3
Neutral 38.9 48.1 Neiftral 33.0 46.8
24,1 14.3
Slightly agree 173 16.9 Slightly agree ‘ -
1 36.8 5
Strongly agree 10.4 20.8 Strongly agree 3
2
X% = L0018 X" = L0770

TABLE 122

1 HAVE GREAT ASSURANCE OF GETTING A SEAT (BUS)

Remaining Sample (%)  Group IV (%)
n=1029 n=

77
Strongly disagree B.S 5,2
Slightly disagree 17.7 11.7
Neutral 28.9 27.3
Slightly agree 28.3 23.4
Strongly agree 16.7 32.5
x* = 0109

TABLE 123

USING THIS TRANSPORTATTON METHOD REQUIRES
NO VEHICLE CHANGES (BUS)

TABLE 127

WHEN USING THIS VEHWICLE, I AM ABLE TO TAKE A DIRECT

_ROUTE WITH FEW TURNS AND DETOURS (CARPQOL/VANPOOL)

Remaining Sample (%)
n=1025

Group IV (%)
n=77

Strongly disagree 7.2 0.0

Slightly disagree 12.2 5.2

Neutral 35.3 55.8

Slightly agree 25.2 16.9

Strongly agree 20.1 22.1
X2 = .0008

TABLE 128

WHEN USING THIS VEHICLE, I HAVE ADEQUATE SPACE

FOR STORING PACKAGES (CARPOOL/VANPOOL)

Remaining Sample (%) Group IV (%)
n=1028 n=77

Remaining Sample (%)
=1028

Group IV (%)

r=77

Strongly disagree 173 6.5 Strongly disagree 6.7 3.9

Slightly disagree 22.4 28.6 Slightly disagree 16.9 11.8

Neutral 27.5 27.3 Neutral 36.7 52.6

Slightly agree 17.0 23.4 Slightly agree 25.6 18.4

Strongly agree 15.8 14.3 Strongly agree 14.1 13.2
)(2 = .0905 Xz = ,0846

TABLE 124

WHEN USING THIS VEHICLE,

I HAVE ADEQUATE SPACE
FOR STORING PACKAGES (BUS)

TABLE 129

WHEN I USE THIS VEHICLE,

I AM VERY LIKELY TO ARRIVE AT
MY DESTINATION ON TIME (CARPOOL/VANPOOL)

Remaining Sample (%) Group IV (%)
n=1037 n=77

Remaining Sample (%)

Group IV (%)

n=1030 n=77
Strongly disagree 12.4 5.2 Strongly disagree 3.5 1.3
Slightly disagree 20.6 9.1 Slightly disagree 8.3 2.6
Neutral 30.6 37.7 Neutral 31.9 32.5
Slightly agree 25.4 33.8 Slightly agree 32.3 23.4
Strongly agree 11.0 14.3 Strongly agree 24.0 40.3

X" = .0198

XZ

. 0098
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TABLE 130

I AM ABLE TO SELECT THE TIME I WANT TO GO ON A TRIP
WHEN USING THIS METHOD (CAR)

Remaining Sample (%) Group IV (%)

TABLE 135

ADEQUATE ROOM BETWEEN YOU AND OTHERS IN THE VEHICLE

Remaining Sample (%) Group IV (%)

ne1029 =77 n=1031 =77
Skropely dlsagree 0.7 0.0 Not important 0.0 6.2 3.9
Slightly disagree 1.l 6.5 0.5 2, 329
Neutral 1.4 5.2 Slightly important 1.0 15.8 36.4
Slightly agree 4.6 9.1 1.5 6.5 10.4
Strongly agree 92.3 79.2 Important 2.0 35.6 Alwl
3 2.3 6.6 2.6
& = .0000 Very important 3.0 27.2 11.7
)(2 = .0000
RIDING IN THIS TRANSPORTATION METHOD PROVIDES ME WITH
HTGH PERSONAT. SAFETY FROM CRTME (CAR) TABLE 136
Remaining Sample (%) Group IV (%) USUAL TIME FOR TRAVEL TO AND FROM WORK
1=1030 =77 THE 2 to 4 P.M. TIME SLOT
Strongly disagree 2.0 1.3 Remai:ir;%iample (%) Grouﬁ‘ﬂ ®
Slightly disagree 349 3.9
Neutral 8.1 18.2 Do not travel at this time 74.9 55.9
Siightly Egree 2.6 5.4 Travel at this time 2953 44,1
Strongly agree 65.4 53.2
5 x% = L0256 :
X" = .0329
TABLE 132 USE OF DRIVE ALONE FOR WORK TRIPS
THERE IS USUALLY ONLY A SMALL VARIATION IN TRAVEL Remaining Sample (%) Group IV (%)
TIME FROM ONE DAY TO ANOTHER (CAR) =525 i3y
Remaining Sample (%)  Group IV (%)
hi. d - 20.6
2=1020 =77 Do not use this mode 7.5
Use this mode 92.5 79.4
Strongly disagree 1.2 0.0
Slightly disagree 2.8 0.0
Neutral 4.2 18.2 X2 = ,0176
Slightly agres 10.% 1%.3
Strongly agree 8l.4 67.5
Xz = .0000

USE OF DRIVE/RIDE WITH FAMILY MEMBER FOR WORK TRIPS

Remaining Sample (%)} Group IV (%)
TABLE 133 n=523 =34
BEING ABLE TO MAKE A TRIP WITHOUT CHANGING VEHICLES Do not use this mode 47.2 64.7
Remaining Sample (%) Group IV (%) Use this mode 52.8 35.3
n=1031 =77
Not important 0.0 3.7 6.5 X% = .0720
0.5 0.6 1.3
Slightly important 1.0 9.2 14.3
1.5 4.6 65 TABLE 139
Important 2.0 29.9 39.0
2.5 10.6 6.5 USE OF REGULAR BUS BERVICE FOR WORK. TRIPS
Very important 3.0 41.5 26.0 Remaining Sample (%)  Group IV (%)
— =523 n=34
x4 = L0639
Do not use this mode 87.4 61.8
4 Use this mode 12.6 38.2
BEING ABLE TO TAKE A DIRECT ROUTE,
WITIl FEW TUIWS AND DETOURE xz = .0001
Remaining Sample (%) Group IV (%)
e = TABLE 140
Not important 0.0 10.1 15.6 _ USE OF DRIVE ALONE FOR EDUCATION TRIPS
0.5 2.1 2.6
R 55 % G v (%
Slightly important 1.0 15.8 28.6 ema. :2‘21;1053"\?19 €3] toup [¢3)
1:5 6.2 3.9
Important 2.0 32.6 24.7 Do not use this mode 35.6 59.3
2 91 1.7 Use this mode 64.4 40.7
Very important 3.0 24,1 13.0
2 o 2
x = .0171 =

X~ = .0268



TABLE 141 TABLE 147
USE OF CARPOOL/VANPOOL FOR EDUCATION TRIPS USE OF DRIVE ALONE FOR ENTERTATNMENT TRIPS
Remaining Sample (%) Group IV (%) Remaining Sample (%) Group IV (%)
n=270 n=27 =842 n=70
Do not use this mode 60.4 81.5 Do not use this mode 34.4 48.6
Use this mode 39.6 18.5 Use this mode 65,6 51.4
)(2 = .0249
USE OF DRIVE ALONE FOR USE OF DRIVE/RIDE WITH FAMILY MEMBER FOR
SHOPPING (NON-FOOD) TRIPS ENTERTAINMENT TRIPS
Remaining Sample (%)  Group IV (%) Remaining Sample (%) Group IV (%)
n=886 n=69 n=842 n=70
Do not use this mode 21.4 43.5 Do not use this mode 13.4 21.4
Use this mode 78.6 56.5 Use this mode 86.6 78.6
2 = .0001 ¥F = Loou1
TABLE 143 TABLE 149

USE OF DRIVE ALONE FOR
VISITS WITH FRIENDS, RELATIVES

Remaining Sample (%) Group IV (%)
=901

USE OF CARPOOL/VANPQOL FOR ENTERTAINMENT TRIPS

Remaining Sample (%)
2

Group IV (%)

o n=72 n=84. n=70

Do not use this mode 26..7 45.8 Do nmot use this mode 69.1 85.7

Use this mode 73.3 54,2 Use this mode 30.9 14.3
)(2 = .0009 XZ = .0053

REGULAR BUS SERVICE FOR USE OF REGULAR BUS SERVICE FOR
SHOPPING (NON-FOOD) TRIPS ENTERTAINMENT TRIPS
Remaining Sample (%) Group IV (%) Remaining Sample (%) Group IV (%)
n=886 n=69 =842 n=70
Do not use this mode 86.0 69.6 Do not use this mode 93.2 77.1
Use this mode 14.0 30,4 Use this mode 6.8 22.9
x* = 0005 x* = .0000
USE OF REGULAR BUS SERVICE FOR
VISITS WITH FRIENDS, RELATIVES USE OF BICYCLE FOR ENTERTAINMENT TRIPS
Remaining Sample (%) Group IV (Z) Remaining Sample (%) Group IV (%)
n=901 n=72 n=842 n=70
Do not use this mode 92.6 75.0 Do not use this mode 91.8 80.0
Use this mode 7.4 25.0 Use this mode 8.2 20.0
x% = .0000 %% = 0020
USE OF DRIVE ALONE FOR USE OF DRIVE/RIDE WITH FAMILY MEMBER FOR
SHOPPING (GROCERY) TRIPS VISITS WITH FRIENDS, RELATIVES
Remaining Sample (%) Group IV (%) Remaining Sample (%)  Group IV (%)
n=811 n=72 n=901 =72
Do not use this mode 20.6 36.4 Do not use this mode 12.5 23.6
Use this mode 79.4 63.6 Use this mode 87.5 76.4
x% = .0098 X% = L0133
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USE OF DRIVE/RIDE WITH FAMILY MEMBER FOR CONSIDERATION OF DRIVE/RIDE WITH FAMILY MEMBER
SHOPPING (NON-FOOD) TRIPS FOR SHOPPTING (NON-FOOTN TRIPS
Remaining Sample (%) Group IV (%) Remaining Sample (%) Group IV (%)
n=886 n=69 n=832 n=69
Do not use this mode 15.1 26.1 Would not consider 18.1 30.4
Use this mode 84.9 73.9 Would consider 81.9 69.6
% = L0260 ¥% = o190
CONSIDERATION OF REGULAR BUS SERVICE CONSIDERATION OF REGULAR BUS SERVICE FOR
FOR WORK TRIPS SHOPPING (NON-FOOD) TRIPS
Remaining Sample (%) Group IV (%) Remainine Sample (%)  Group TV (%)
n=518 n=34 n=882 n=69
Do not use this mode 70.5 3523 Would not consider 69.6 34,8
Use this mode 29.5 64.7 Would consider 30.4 65.2
XZ = .0000 XZ = 0000
CONSIDERATION OF REGULAR BUS SERVICE FOR
CONSIDERATION OF TAXI FOR WORK TRIPS SHOPPING (GROCERY) TRIPS
Remaining Sample (%) Group IV (%) Remaining Sample (%) Group IV (%)
n=518 n=34 n=811 n=54
Would not consider 96.3 85.3 Would not consider 85.1 53.7
Would consider 3.7 14.7 Would consider 14.9 46.3
x% = .0087 x% = .0000
CONSIDERATION OF DRIVE/RIDE WITH A FAMILY MEMBER FOR
CONSIDERATION OF BICYCLE FOR WORK TRIPS VISITS WITH FRIENDS, RELATIVES
Remaining Sample (%)  Group IV (%) Remaining Sample (%) Group IV (%)
n=518 =34 n=901 n=72
Would not consider 87.5 73.5 Would not consider 18.1 30.6
Would consider 12.5 26.5 Would consider 81.9 69.4
XZ = .0405 X2 = .0148

CONSIDERATION OF DRIVE ALONE FOR EDUCATION TRIPS

CONSIDERATION OF REGULAR BUS SERVICE FOR
VISITS WITH FRIENDS, RELATIVES

Remaining Sample (%)  Group IV (%)

Remaining Sample (%) Group TV (%)
1 2

0=273 0=27 n=90 n=7

would nOoc consider 1.} LEMY) Would not consider BL.4 44.6

Would consider 65,2 37.0 Would consider 18.8 51.4
X% = L0074 x2 w 0000

CONSIDERATION OF DRIVE ALONE FOR CONSIDERATION OF DRIVE ALONE FOR
SHOPPING (HOM-FOOD) TRIPS ENTERTAINMENT TRIPS
Remaining Sample (%) Group IV (%) Remaining Sample (%) Group IV (%)
n=882 n=69 n=843 n=70
Would not consider 28.2 40.6 Would not consider 43.1 57.1
Would consider 71.8 59.4 Would consider 56.9 42.9
B 2



TABLE 165

CONSTDERATION OF REGULAR BUS SERVICE
FOR ENTERTAINMENT TRIPS

Remaining Sample (%)
n=843

Group IV (%)
n=70

Would not consider 83.0 57.1

Would consider 17.0 42.9

X" = .0000
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CONSIDERATION OF BICYCLE FOR ENTERTAINMENT TRIPS
Remaining Sample (%) Group IV (%)
n=843 n=70
Would not consider 92.2 84.3
Would consider 7.8 15T
Xz = ,0397

CHAPTER SEVEN

MODAL ATTRIBUTE PREFERENCE

PURPOSE OF STUDYING CONSUMER PREFERENCES FOR
SPECIFIC MODE ATTRIBUTES

This chapter describes the third stage of the public trans-
portation MOA and reports results of the study of modal
attribute preferences within selected market segments. Two
groups of transportation users were identified in the previous
segmentation stage of this analysis. These groups were
designated as transportation leaners from analysis of their
transportation attitudes showing positive predispositions and
receptivity to transportation alternatives to the single occu-
pancy automobile. Members of these segments have been
profiled in terms of their demographic characteristics and
transportation use; additional information is required to as-
sess their receptivity to specific transportation alternatives.

The purpose of this stage in the MOA is to investigate the
preferences of selected consumers for various transportation
features (attributes) that can be combined to provide a type
of service. Consumer preference information on modes, at-
tributes, and mode attribute combinations are sought to pro-
vide data which can be incorporated in the planning and
design of a transportation system to serve various transporta-
tion needs of groups within the community.

MULTIATTRIBUTE TRANSPORTATION PREFERENCES

Consumer decisions, whether for durable or nondurable
products or services, can be analyzed from the perspective of
consumer satisfaction. In order to translate this statement
into an operational scheme, the following factors require
consideration: the alternatives representing viable choices
(brands), the attributes (characteristics) by which these
brands can be described and differentially evaluated, and the
varying importance (weight) of these attributes across selec-
tion alternatives in the specific choice situation. Identifi-
cation of those altributes important to specific groups of
transportation users and the inclusion of perceived levels of
attributes common to specific alternatives should provide
useful information to the transportation system designer in
providing service to various potential user groups. If, for

example, an attribute such as ‘‘arriving on time’’ is of ex-
treme importance to a user group (e.g., a commuter group)
and certain transportation alternatives are perceived as
possessing this important characteristic, express bus for
example, this mode will represent a viable alternative for this
group. However, this simple example poses two major prob-
lems that need to be considered carefully for this marketing
approach to be useful.

One area of potential difficulty is the selection of attributes
on which consumers judge (evaluate) transportation alterna-
tives. Inclusion of those attributes that are salient to con-
sumers and that provide key dimensions determining trans-
portation choices is a necessity. Identification of such salient
and determinant attributes across a variety of transportation
consumers requires careful research. Obviously, exclusion
of just one such important attribute could seriously jeopar-
dize subsequent research results. Accordingly, an extensive
set of attributes that describe and differentiate transportation
alternatives is a requirement in this phase of the study.

Additionally, an easily overlooked but complicating aspect
of attribute selection and identification is the terminology
used to describe different attributes and transportation alter-
natives. Simply put, the language of the transportation plan-
ner and that of the consumer are quite different. What the
planner labels fixed-route, fixed-schedule transit translates
as a type of bus to most consumers. However, most con-
sumers would not only have trouble with the translation, but
would fail to appreciate the different types of ‘‘bus service”
potentially available and best described in terms of differen-
tiating attributes (e.g., express bus, skip stop, etc.). There-
fore, serious efforts must be undertaken to translate the ter-
minology of the transportation planner into the language of
the transportation consumer and to educate potential con-
sumers to the varieties of transportation services that they
may only visualizc in any limited market (e.g., ‘‘bus’’) but
which may be designed to meet specific needs and prefer-
ences. Examples of this situation are found in Part III of the
questionnaire (see App. E) where descriptive scenarios are
developed in order to present a limited range of transporta-

v
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tion possibilities and to obtain consumer reaction to these
alternatives. Both the transportation planner’s descriptive
fabel aud a compicic inieipretation {iransiaiion) of each
transportation alternative are presented to the respondent.

LEVELS OF SERVICE

In order to obtain more detailed consumer information
specific to different characteristics of public transportation
service, the desirability of various levels of service were
assessed in Part IV of the questionnaire (App. E). An effort
was made to det¢rmine which levels of certain transportation
service characteristics held the most appeal for the two
groups under study. For example, the service characteristic
“waiting time prior to using service” was evaluaied with
respect to the following three levels: less than 5 min, 5 to 10
min, and 10 i0 20 min. Responses io ihe desirabiiity of inese
levels could provide an important consumer input into the
headways or scheduling of fixed-route alternatives.

Other service characteristics are similarly evaluated on the
desirability of levels specific to that characteristic. From the
complete evaluation of all service levels, and overall assess-
ment of preferred service characteristics and their respective
levels may emerge for those consumer types sharing similar
attitudes toward transportation and identified in stage 2 of
this study as ‘‘transportation leaners.”’ Transportation ser-
vices could then be assembled to meet these consumer pref-
erences. Although this approach is quite simple and straight-
forward, a pitfall can develop if consumer responses reflect
a unidimensional preference function for the highest (the
costliest) level of service. This simply translates into prefer-
ring a Cadillac with all of its power, comfort, prestige, etc.,
at Volkswagen prices—obviously not a viable alternative
from a transportation point of view. But this result is possible
given the scheme of consumer evaluations which allows re-
spondents to judge service levels irrespective of other ser-
vice characteristics. In order to provide for this situation and
to reduce the boundaries of unlimited choice, the concept of
tradeoff analysis is introduced.

In Part V of the questionnaire, respondents are presented
with a series of transportation service alternatives that take
into account various tradeoffs between time and cost param-
eters. Examples of transportation services are provided in
terms of levels-of-service characteristics that can be traded
off one against the other, denending an the respondent’s
specific preferences for service levels. For example, in Q1,
a transportation service is described in terms of waiting time
and one-way fare. Three levels of waiting time (less than §
min, 5 to 10 min, and 10 to 20 min) are contrasted with three
levels of one-way fare ($0.25, $0.75, and $1.25). Respondents
rank the combinations of time and cost that are most appeal-
ing io ithem. Obviously, in ihis Insiunce ihe firsi choice wouid
undoubtedly be the lowest cost trip with the shortest waiting
time. Hence, a 1 is placed in the cell representing this combi-
nation (see Table 167).

Once this first choice is made, respondents must then con-
sider if the amount of the fare or the amount of waiting time
is more important. If money (lower fare) is preferred over
time (waiting for vehicle), a 2 is placed in the cell represent-
ing the $0.25 fare but a longer waiting time of 5 to 10 min.
Possibly, in this example, a third choice will be the $0.75 trip
with less than a 5-min wait, perhaps indicating that 10 to 20

TABLE 167 ILLUSTRATIVE RESPONSE TO
TRADEOFF QUESTION

Less than 5 to 10 10 to 20

One-Way Fare 5 Minutes Minutes Minutes
§$.25 1 2 7
$.75 3 4 8
§1.25 5 b 9

min is too long to wait even for an inexpensive $0.25 ride.
choices which demonstrate a propensity for higher fares in an
effort to keep waiting time to 10 min or less.

Although first and last choices in this scheme of tradeoffs
are often as shown in the example, the second through eighth
choices provide important information as to the levels-of-
service characteristics preferred when compared to other
levels-of-service characteristics. By contrasting all pairs of

10t ana againet tha nthar (1 carvica char,
service characteristics one against the other (n service char-

acteristics arc represented by [n(n—1)]/2 paired compari-
sons), patterns of preference emerge which can provide the
transportation system designer with detailed consumer infor-
mation that can be assembled into a concept of transporta-
tion service which can then be tested on potential users.

RESULTS OF MODAL ATTRIBUTE PREFERENCE STUDY

The group of 100 consumers with positive attitudes toward
transportation alternatives to single occupancy automobiles
identified earlier in the segmentation phase of this research
were studied further. Responses were analyzed in light of
consumer preferences for mode attributes and system char-
acteristics.

A perspective on current mode use patterns preferences of
the group (designated as transportation leaners) can be
gained by examining Table 168. Of the 100 individuals, 39
selected driving alone as their preferred mode, while 38
chose drive/ride with family member as their favorite way to
travel. Similarly, 11 individuals like driving or riding with a
friend. and 10 individuals selected regular hus service as their

TABLE 168 MODE USE RANKING (N = 100)

Mode Usage Rank

Do Not

Mode Ist 2nd 3rd Use
Drive Alone kL] 24 7 28
Drive/Ride with Family Member 38 32 15 11
Drive/Ride with a Friend 11 24 33 21
Carpool/Vanpool 1, 2 4 85
Express/Commuter Bus Service - 4 2 83
Regular Bus Service 10 11 15 36
Taxi - 1 2 87
Motorcycle = = 3 90
Bicycle 1 2 10 59
Rental Car - = & 93
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TABLE 169 LIKELIHOOD OF SWITCHING TO OTHER
MODES WHEN NORMAL MODE UNAVAILABLE (N =
100)

preferred mode. Approximately 60 percent of the group
selected a mode other than single occupancy automobiles as
their preferred method of traveling. This figure is further
reinforced when individuals were forced to make second and
third choices, with paratransit and transit alternatives receiv-
ing much greater support than single occupancy automo- Hode

0f Those Commuters Who Do Not Use
This Mode, the Stated Likelihood
of Using This Alternative Is (%):

biles. Also of note in describing this group’s transportation
patterns are those modes which a large majority indicate they
do not use—carpool/vanpool, express/commuter bus, taxi,
motorcycle, and rental car. Although any number of reasons
may account for such uniformly high nonusage, these figures
may also point to new transportation opportunities that need
development if supported by consumer desires.

A further indication of the attractiveness of specific modes
to nonusers of those modes is reported in Table 169. The
likelihood of switching to a specific mode when one’s normal
mode is unavailable, given that one does not normally use the
alternative being considered, reinforces results reported in
Table 168. Interestingly, regular bus service, walking, and
driving or riding with a family member show the greatest
consumer interest in a situation analogous to the trial of a
new product (mode). Also, drive alone, bicycle, express bus,
and carpool are alternative modes that show consumer in-
terest and support. Perhaps the most pleasant surprise in the
data is recurring strength of regular bus as a perceived viable
alternative by those consumers who traditionally do not use
this mode.

When considering all other trip purposes exclusive of work
trips, driving alone and driving or riding with a family mem-
ber are the dominant modes. However, as shown in Table
170, a small number (6 percent) continue to rely on regular
bus service for these trips. But for the most part results show
a heavy dependence on the automobile (indicating noncap-
tive travelers). The opportunity may exist for modes other
than private automobiles, although these other modes were
not greatly used for nonwork trips.

MODAL ATTRIBUTE PREFERENCES

Prior to obtaining consumer preference information with
respect to specific modes, the desirability of various system
characteristics was assessed in order to gain insight into the
attributes (characteristics) most preferred by this group of
transportation leaners. In Table 171 a listing of possible sys-
tem characteristics is provided. In addition to the attribute
(characteristic) description shown in the first column, for
example, ‘‘cost of a typical shopping trip,”” the range of
alternative attribute levels is found in the second column and
the levels preferred by consumers are reported in the third
column. In the case of the first attribute (example), the cost
range considered was $0.25 to $2.50 for a one-way trip, while
the most preferred price level was from $0.25 to $0.75. Ob-
viously, many other factors affect price preference levels
such as distance, type of vehicle, and so on. However, in this
initial attempt to collect attribute preference information,
each characteristic is evaluated uniquely. (Subsequent re-
sults will be included that attempt to mitigate the artificiality
that may result from single attribute evaluations.)

It is also worth noting that various ranges of alternative
attribute levels may also have some impact on those levels
that are perceived as most preferable. Limited choices may
restrict preferred alternatives, while wider ranges of alterna-

Drive Alcne 55
Drive/Ride with Family Member 71
Carpool ' 34
Vanpool 12
Express Bus 35
Regular Bus 76
Taxi 19
Walk 67
Motorcycle 9
Bicycle 46
Rental Car 3

TABLE 170 METHODS OF TRAVELING FOR
PURPOSES OTHER THAN WORK (N = 100)

Hode Percent Using this Mode

Drive Alone 33
Drive/Ride with Family Member 53
Carpool
Vanpool
Express Bus
Regular Bus
Taxi

Walk
Motorcycle
Bicycle
Rental Car
Other

|!uiun~—~ir:\||u
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tives including some of limited feasibility may unrealistically
heighten choice levels. In an effort to minimize these two
types of errors, imputs from transportation planners and re-
searchers were incorporated into these questions. The re-
sults are given in Table 172. (Note that trip purpose was not
specified; hence responses could include system characteris-
tic preferences pertaining to work as well as nonwork trips.)

A relative comparison of consumer preferences for various
transportation systems characteristics is provided in Table
172. In order to facilitate system designs incorporating those
features most desired by consumers, a set of system charac-
teristics was evaluated according to their desirability. The
table groups responses from a five point desirability scale
into two categories—high and low desirability. Results show
(in decreasing order) the relative preferences afforded each
attribute. Notably, those system characteristics denoting
cost, time, proximity, and availability lead the list of most
desired system attributes.

In an effort to measure consumer intentions to use various
transportation alternatives, five scheduling alternatives were
presented in scenario form (see Table 173). In this example
only schedule variations (irrespective of vehicle description)
were tested to gauge consumer reaction to manageable
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TABLE 171 PREFERENCE LEVELS FOR SYSTEM TABLE 172 PREFERENCES FOR SYSTEM
CHARACTERISTICS CHARACTERISTICS
Range of Alternative Cutoff (Max/Min) High Low
Attribute Attribute Levels Level Is Between Attribute Desirability Desirability
1. Cost of a Typical $425; $475, $1.25, $:25-8:75
Shopping Trip $2.50 one way Low cost for using the service relative 97 03
t
2. Chances of Getting 1/4, 1/2, 3/4 chance- 1/2-3/4 chance o e
A Seat on the Vehicle certainty Arriving at your destination at desired 96 04
time

3. Cost of a Typical
Work Trip

4. Spare Between Yon and

Others on Vehicle

5. Waiting Time Prior
to Using Service

6. Arriving at Your
Destination

7. WNumber of Vehicle
Changes Required to

Get to Your Destination

8. Time to Vehicle
Pickup Point
When Walking

When Driving

9. Protection from

$525, $.75, §1425,
$2.50 one way

Shonlder rn Shonlder--
Separate Seat for Each
Individual with Extra
Leg & Shoulder Room

Less than 5 minutes, 5
to 10, 10 to 20, 20 or
more minutes

On Time, 5 minutes late,
5 to 10 miputes late,

VI i DA ol b | Ay b

No transfer, 1 transfer,
2 transfers

Less than 5 minutes, 5
to 10 minutes, 10 to 20
minutes

same

Shelter, Phone--

$.25-5.75

Shanlder tn shonlder--
Bench Seat--Shoulders
not touching

5 to 10 minutes--
10 to 20 minutes

5 minutes late to
5 to 10 minutes
o

1 transfer,

2 transfers

5 to 10, 10 to 20
minutes

same

Shelter only

Adverse Weather no shelter, lights,

seating

10. Availability of
Service

24 hour service--selected
times between 6 am and
6 pm

6 am to 6 pm
service

11, Cootrol Over Use of
Service

Regular, preplanned stops,
Call same day, Call day be-
fore use

Call same day

12. Route Directness Nonstop, 1 to 2 stops, No break

more than 2 stops

schedule alternatives. Scheduling alternative 1 describes a
fixcd-route, fixed-schedule system; the majority of the re
spondents indicated polential use of this system. This may be
due in part to greater respondent familiarity with this type of
system. Scheduling alternative 2 allows for schedule vari-
ation given consensus of the riders. Approximately one-
fourth of the respondents indicated inclination to use this
type of service. Alternative 3 reflects an irregular schedule
and a wait for pickup at a predetermined location. Slightly
more than one-fourth of the consumers surveyed showed an
inclination to participate in this service. Alternative 4 in-
cludes a phone request for service along with an irregular
schedule. Results are similar to ugage inclination for alterna-
tives 2 and 3. Finally, alternative S involves a 24-hour phone
reservation request system coupled with an irregular sched-
ule. Although results are similar to those reported for the last
three alternatives, this service has the lowest indication of
consumer usage inclination.

Because the type of vehicle with which service may be
provided can vary, consumer preferences for vehicie types
were obtained on a rank order preference basis as shown in
Table 174. Not surprisingly, the transportation leaner group
favors bus-type vehicles in general, with greatest preference
for a minibus. Three different automobile-type vehicles were
all ranked lower than the three different bus configurations.
Somewhat unaccountably, a van-type vehicle had the lowest
first choice ranking, but became more attractive as a first
choice alternative. Strong consideration in interpreting the
results of the rank order preferences should be given to the
fact that a well-established bus system exists in Jacksonville

Having the vehicle pick you up at a point
very close to where you are when you
need the service 93 05

Having a service that is available to you
whenever you want to use it throughout

the day and evening 95 05
Being able to arrive at your destination

without changiag vehicles 93 07
Short time waiting prior to using the

service 92 08
Having very gond npratection from adverse

weather while waiting to use vehicle 92 08
Very easy entry and exit from the vehicle 92 08

Certainty of getting a seat on the
vehicle you want to use 89 11

Being able to stop at more than one
destination without having to pay
an extra or additional fare 89 11

Having a convenient way of paying for
the service 86 11

Being able to use the service exactly

when you are ready to ride

co
en
~

Being able to get Lo your destiuation
by using the service as fast as if
you drove by yourself in a car 83 17

Being able to ride directly to your
destination without the vehicle
taking any detours of the most
direct route 81 19

Having a nonstop direct service to
your destination 76 24

Having an uncrowded vehicle where you
have plenty of space between you
and other people 76 24

Being oble to atop at more than one
destination while using the same

vehicle 58 62
Having the freedom to change your
destination after you are in the vehicle 56 44

with which the respondent group is familiar. Other types of
transportation services, including vans, appear to be less
well established and, hence, less familiar to respondents.
This lack of awareness may be subsequently reflected in the
lower preference rankings.

COMMUTER PATTERNS AND PREFERENCES

The results discussed to this point reflect the responses of
100 consumers designated transportation leaners from analy-
sis of their transportation attitudes and activities. Of these
100 individuais, exactiy one-haif commute to and from work.
A brief look at the trip patterns of these 50 individuals rein-
forces the viability of transportation modes other than the
single occupancy automobile.

In Table 175, the dominance of the single occupancy auto-
mobile is revealed with 64 percent of commuters using this
mode. Adding the 12 percent who drive or ride with family
members to the 64 percent driving alone, 76 percent of com-
muters can be classified as not being transit dependent. How-
ever, 18 percent of the community group under study do ride
the bus.



TABLE 173 LIKELIHOOD OF TRANSPORTATION
USE FOR EACH OF FIVE SCHEDULING
ALTERNATIVES (N = 100)

Percent Indicating

Scheduling Alternatives Service Usage

Scheduling Alternative 1

This vehicle will pick up and deliver pas-

sengers at regularly scheduled times. To use

the service you would find out the vehicle's

schedule and then wait for it to pick you up at

its regularly scheduled time. 55

Scheduling Alternative 2

This vehicle will pick up and deliver pas=
sengers at regularly scheduled times, but the
passengers help determine the schedule. To use
the service you would wait for the vehicle to
pick you up at its regularly scheduled time.

To change the schedule you would notify the

driver of your suggested change. The driver

would ask the other riders to agree to the

change. Changes would be made if there is a

consensus of the riders. 24

Scheduling Alternative 3

This vehicle will not follow a fixed sched-
ule. It provides frequent service along
the same street to the same predetermined
places such as shopping centers, schools,
industrial plants, parks, etc.

To use the service you would walk to the

street or one of these predetermined

places and wait for the next vehicle to

pass. You would hail (wave or call) the

vehicle to stop and pick you up. 27

Scheduling Alternative &

This vehicle will not follow a fixed sched-

ule. To use it you telephone the trans-

portation company office and ask to be

picked up. The dispatcher will tell you

when the vehicle will be able to pick you

up. You would then wait for the vehicle. 26

Scheduling Alternative 5

This vehicle will not follow a fixed sched-

ule. To use it you would telephone the

transportation company office at least a day

in advance to request service on a specific

day and at a specific time. On that day the

vehicle would pick you up at the designated

time. 23

TABLE 174 VEHICLE PREFERENCE RANKINGS
(N = 100)

Percent Ranking Vehicle as:

Vehicles 1st 2nd 3rd

Limousine (extra long automobile,
similar to those used at many
airports, storage area in back
for packages, individual side
doors, padded bench seats). 11 2 6

Van (many windows, side door as well
as front door, has auto-type
padded bench seats). 3 15 12

Transit Bus with traditional
bench seats. 14 23 23

Automobile with four doors,
trunk space for packages,
padded bench seats. 1 12 9

Minibus (holds 20 passengers instead
of 40, smaller profile, less
noise, traditional bus bench seats). 41 12 21

Automobile with four doors,
trunk space for packages, individ-
ual contour seats. 7 12 10

Transit Bus with individual molded
seats, wide doors, lots of
seat room. 21 23 18
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TABLE 175 METHODS OF TRAVELING TO WORK
(N = 50)

Percent Commuters

Mode Using This Mode
Drive Alone 64
Drive/Ride with Family Member 12
Carpool 2
Vanpool =S
Express Bus £
Regular Bus 18
Taxi ==
Walk -
Motorcycle =
Bicycle 2
Rental Car =
Other 2

Total Commuters (N = 50) 100

An assessment of commuter preference for modes other
than those normally used was made by asking respondents to
select another mode of transportation if their usual mode was
unavailable. Results reveal the attractiveness of bus (regular
and express) as well as carpooling as second choices to nor-
mal modes (Table 176). The viability of these alternatives
does not seem to be materially affected by time of departure
from home or work. Tables 177 and 178 show the times of
those commuters leaving for work and returning home from
work respectively. The distributions do not appear so dis-
persed that transportation alternatives to the automobile are
not possible modes for consideration. However, more de-
tailed information on travel time and destination require-
ments is necessary before specific modes can be identified to
meet specific commuting needs of consumers.

TABLE 176 LIKELIHOOD OF SWITCHING TO
OTHER MODES WHEN NORMAL MODE
UNAVAILABLE FOR WORK TRIP (N = 50)

Of Those Commuters Who Do
Not Use This Mode, the
Stated Likelihood of Using
This Alternative if Their
Usual Mode is Unavailable is

Mode
Drive Alone 47
Drive/Ride with Family Member 58
Carpool 60
Vanpool 24
Express Bus 41
Regular Bus 62
Taxi 10
Walk 33
Motorcycle 4
Bicycle 33
Rental Car 0




50

TABLE 177 TIME DISTRIBUTION OF COMMUTERS
LEAVING FOR WORK (N = 50)

Time Percent of Commuters
24 Hour Clock Going to Work

TABLE 178 TIME DISTRIBUTION OF COMMUTERS
RETURNING HOME FROM WORK (N = 50)

Time

Pe t of C
(26 Hour Clock) rcent o ommuters

Leaving Work At This Time

0000-0259 5
0300-0559 2
0600-0629 12
0630-0659 17
0700-0729 26
0730-0759 9
0800-0829 7
0830-0859 5
0900-1159 7
1200-1359 -
1400-1859 5
1900-2359 5

Total E

0000-0259 5
0300-1159 2
1200~1559 19
1600-1829 48
1830-1959

2000-2159 14
2200-2359 12

CHAPTER EIGHT

USING MARKET ANALYSIS
SYSTEMS TO MARKETS

A SYSTEMATIC APPROACH

The value of having the market analysis data lies in the
guidance it provides planners who are trying to match public
transportation services to markets. The purpose of stage 2
data was to describe preferences people in the preselected
segment had for system characteristics that would make a
service competitive to them. Using the preferences and other
data, planners can better evaluate alternative system designs
to narrow down to those most likely to match market needs
and wants. From this effort will come one or more proposals
for new or modified systems for specific market targets.
These proposals can be analyzed for cost requirements and
can be tested in markets to better predict the level of market
acceptance before a go/no-go decision is made.

Using market analysis data to develop public transporta-
tion system proposals requires coordination between market
analysts and planners who are experienced in systems de-
sign. Clearly, a considerable amount of sound judgment is
needed to translate market preference information into oper-
ational systems proposals. It is also very beneficial if the
planners have experience in applying market analysis infor-
mation to management decisions. Probably the most impor-
tant role of market analysis data is to stimulate and guide
creative ideas from planners for system designs. Practice at
matching systems to markets by using market analysis data
clearly improves the effort.

TO MATCH PUBLIC TRANSPORTATION

Application of market analysis data can be enhanced by
following a systematic approach to this matching process. -
Such an approach should ensure that a careful assessment of
market and cost information provides the basis for selecting
candidate systems for markets. A systematic approach also
will facilitate the needed coordination between public trans-
portation planners and market analysts. The approach used
for the Jacksonville study is shown in Figure 10.

The starting point for matching public transportation sys-
tems to markets is to outline the system alternatives that
management is willing to consider. Because many system
variations are possible, it is important to develop some cate-
gorization scheme to organize alternatives into types. This
will greatly facilitate later evaluation of alternatives against
market preferences.

A scheme chosen should be based on system characteris-
tics that are important influences on demand. The categori-
zation used in this study is based on route and schedule
variations that are possible. Looking first at schedule varia-
tions, a system may have either a fixed schedule or a flexible
schedule. With respect to route variations, there are several
possibilities. A route may be fixed in advance or deviations
from a planned route may be allowed. If deviations are al-
lowed, there are different kinds of deviations that can be



considered. For a route deviation service, requests can be
made for the vehicle to deviate a few blocks off a fixed route
for pickup or delivery of a rider. Other deviation options are
more pervasive. A point deviation allows a flexible routing
between stops at prespecified activity centers to respond to
rider requests. Many-to-few routes allow pickups anywhere
in a preestablished service area, but limit destinations to a
few specified activity centers. Finally, a many-to-many rout-
ing allows flexible routings anywhere within a service area.
Using the route-schedule categorization, public transporta-
tion modes fall into a relatively few groupings as shown in
Figure 11. Other classification schemes are also possible, of
course; this categorization proved very useful to this study.

PRIORITIZING MARKET ANALYSIS DATA

Making complete use of market analysis requires assem-
bling the different kinds of data available and then assessing
the role and importance of each kind in the matching process.
Part of the needed data may come from market survey work;
another part comes from other sources typically available in
a community. These may include U.S. Bureau of the Census
reports, traffic studies, aerial photographs, and community
planning reports. All persons involved in systems design
must be given the opportunity to suggest types of data they
may feel are necessary to select between alternative public
transportation. These suggestions will typically include
population and area data not found in market survey studies.

Once data are listed, it is very helpful to examine how
essential each type of data is to the evaluation. This process
will encourage basing an evaluation on modes for markets on
a variety of considerations rather than overrelying on too few
factors. This process also will offer designers the chance to
review how well they understand the nature and purpose of
each type of data available, particularly data from market
surveys. As an illustration, data used in the Jacksonville
market analysis are given in Table 179. A simple priority
scale was used as the focus for a discussion among market
analysts and transportation experts concerning how each
type of data would be used.

MATCHING SYSTEM CHARACTERISTICS TO MARKET
CHARACTERISTICS

The benefits from market analysis lie in improved match-
ing of system modal characteristics to market preferences
and other characteristics. If market data are to have any
value, they must provide public transportation planners with
the guidance needed to design a system creatively to fit the
needs and wants of market targets. In large part this means
choosing system alternatives that will be competitive with
what potential customers are using now. An analysis must be
made of the types of data given in Table 179 to ‘‘trigger”’
creative thinking.

A useful starting point is to begin sorting out mode alterna-
tives that are not feasible. Over time transportation managers
have developed ‘‘rules of thumb’’ concerning population and
travel characteristic thresholds or minimums needed by
alternative modes to be economically viable. Cross classify-
ing these thresholds against each mode alternative will help
reduce the number of mode alternatives that have to be eval-
uated. Figure 12 shows this kind of cross-classification.

Once the obvious mode-market mismatches have been
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Categorization of System Alternatives

¢

Prioritize Market Apalysis Data
for Evaluation

¢

Match System Characteristics to
Market Preferences/Characteristics

9

Evaluate Cost Feasibility of Those
System Alternatives Matching Markets

{

Select System Alternatives for
Further Market Analysis

Figure 10. Systematic approach used in the Jacksonville
study.

weeded out, planners must assess judgmentally which of the
basic mode types remaining could match market prefer-
ences. Here planners must rely on experience to determine
whether specific designs which seem to match market prefer-
ences and other characteristics are possible. Out of this effort
should come one or more plans for a system to meet the
market’s travel requirements.

EVALUATING COST FEASIBILITY OF ALTERNATIVES

Once specific mode design plans have been developed, a
cost analysis for each plan can be performed. All costs of
setting up and operating a system should be considered.
From these costs a break-even analysis can be performed to
see what demand levels are needed to make the system alter-
native economically attractive. Rough estimates of demand
available in markets, based on size and travel characteristics,
can be compared to these break-even demand levels to as-
sess the attractiveness of pursuing opportunities further. It
may turn out, for example, that even if a very optimistic
percentage of a market converts to the proposed design,
demand levels will not offset costs sufficiently. In this case,
designers either may redesign the system to operate at lower
costs or may drop the plan from further consideration.

SYSTEM ALTERNATIVES FOR FURTHER STUDY

It is unlikely, at this point, that a final decision can be made
on whether or not to introduce a system mode alternative
into market targets. It may be that more than one alternative
remains viable after the cost/break-even analyses. In this
case, more market analysis may help to choose between



Fixed Schedule

Flexible Schedule

Fixed Route

Local bus service

Express bus service

Skip stop bus service

Subscription local service
Hail local service

Subscription local service

Deviation Route Local Local, local hail, local
Express Advanced request, local
Skip stop Immediate request
Point Deviation Hail service
Route Advanced request
Immediate request
Many-to-Few Vanpools Hail
Route Advanced request
Immediate request
vanpools
Many-to-Many Hail
Route NOT Advanced request

POSSIBLE

Immediate recuest

Figure 11. System characteristic classification.

Threshold Market Characteristics

Pop. Trip
System Alternatives Density Length

Trip
Frequency

Roads

Etc.

Fixed Route,
Fixed Schedule:

Fixed Route,
Flexible Schedule:

Deviation Route,
Fixed Schedule:

Deviation Route,
Flexible Schedule:

Point Deviaticn Route,
Fixed Schedule:

Point Deviaticn Route,
Flexible Schedule:

Many-to-Few Rcute,
Fixed Schedule:

Many-to-Few Route,
Flexible Scheclule:

Many-to-Many Route,
Flexible Schedule:

Figure 12. Cross classification of mode alternatives against travel charac-

teristic thresholds.
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TABLE 179 RELATIVE IMPORTANCE OF
DATA SOURCES

53

Essential = 1
Useful = 2

Nice to have, not essential = 3

Not needed = 4

From the Questionnaire Priority
1. Transportation AIQOs 2
2. Mode used for work 1
3. Likelihood of using alternative modes if usual mode not

available for work 1

4. Mode used for nonwork 1
5. Likelihood for nonwork 1
6. Trip destination

a. Place of work (primary and secondary job) 1
b. Number of round trips weekly for work 3
c. Time leave for work 2
d. Time leave from work 2
e. Place of school 2
f. Number of round trips weekly for school 2
7. Frequency of trips for destination centers
a. Shopping (food) 2
b.  Shopping (nonfood) 2
c. Entertainment 2
d.  Personal Business 2
e. Medical 2
f. Religious 2
8. Transportation usage by mode-frequency ranking 1
9. Intentions to use routing alternatives 1

10, Intentions to use scheduling alternatives 1
11. Preferences for vehicle types 2
12. Mode attribute desirability

a. Waiting time prior to use il
b. Arriving at destination on time 1
c. Arriving at destination without transfer 2
d. Vehicle pickup close to where you are 3
e. Weather protectiom 1
f. Certainty of getting a seat 2
g Nonstop to destination 2
b. Freedom to change destination once on vehicle 1
1. Very easy entry and exit 2
Jo Stop at more than one destination while using vehicle 2
k. Low cost for using service 1
L. Uncrowded vehicle 2
m. Having a service available to you throughout the day 2
n. Convenient way of paying 2
o. Being able to stop at more than one destination without

paying extra fare 2
o Being able to use service exactly when you are ready

to ride 1
q. Being able to ride directly to destination 2
r. Use of service comparable in travel time to car 2

13. Mode attribute level preferences

a. Cost of a typical shopping trip 1
b. Chances of getting a seat on the vehicle 1
c. Cost of a typical work trip 1
d. Space between you and others on the vehicle 1
e. Waiting time prior to using service 1
£ Arriving at your destination on time 1
8- Number of vehicle changes required to get to your

destination 1
h. Time necessary to get to a point where vehicle will

pick you up 1
i. Protection from adverse weather 1
3 Availability of service per day 1
k. Your control over when you use service 1
L Route directness 1
m. Amount of travel time compared to using your car 1
n. Method of payment for service 1
0. You would use a service that leaves earlier or later

than usual from work 1
p. Amount of time you are willing to schedule vehicle in

advance of its pickinmg you up 1

14. Demographics

a, Sex 1
b. Marital status -3
c. Number in household 2
d. Number of children in household 1
e. Number of household members working > 30 hours per week 2
f. Occupation 3
g. Primary wage earner 4
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TABLE 179 (CONTINUED)

From the Questionnaire Priority
h. Number of days/weeks worked outside home 3
i Length of residence in Jacksonville 2
j. Age 1
k. Education 3
L, Income 1
m. Number of vehicles available 1
n. Address and telephone 1
o. Race 2
p. Driver's license 1
q. Number of other licensed drivers in household 2
r Physirally handicapped 1
s.  Auto required in job 1
t. Type of dwelling &
u. Tract aumber 1
v. Block number 1
15. Subgroupings of sample
a. Leaners vs. others 1
b. Workers vs. nonworkers 1
Nonquestionnaire Information Priority
1. Population 1
2. Aerial photographs/area photographs 2
3. Street network 1
4. Tract boundaries 1
5. Travel on streets
a. Volume 1
b. Timing distribution of use 1
c. Speed average 1
6. Bus routes through the area (Maps) 1
7. Number of taxis per 1000 population 2
8. Type of dwelling units in tract and block 1
9. Ridership on bus system per capita 1
1Q. Ridership on taxi per capita 1
11. Traffic generalors in atea 1
12. Projection of population growth from 1970-1990
by census tract 1
13. Poverty level 1970 by census tract 2
14, Existing and proposed industrial areas, and
commercial areas 1
15. Community culture, health, education facilities 2
16, 24-hour AADT (Traffic Counts) for the whole area 2

them. Market reaction to an alternative design may be needed to evaluate alternative designs further. When a
needed to assess how responsive the market will be to the product is new or is being introduced to a new submarket, a
proposal. In each of these situations, the decision concerns relatively new marketing technique called ‘‘concept testing’’
what types of, and how much, additional market analysis is can be used. This process is examined in Chapter Nine.
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TESTING TRANSPORTATION MARKET ACCEPTANCE

The purpose of this chapter is twofold: (1) to overview the
approaches for testing market acceptance and (2) to cite and
illustrate each step in the final stage of this project, a trans-
portation concept test.

ALTERNATIVES FOR TESTING MARKET ACCEPTANCE

Methodologies for testing new product acceptance have
long been used by major consumer product companies, and
they offer considerable merit for testing new transportation
venture ideas. Prior identification of a target market (leaners)
and delineation of a potential transportation service (based
on the attribute study) logically precede these method-
ologies. Use of concept testing, product use testing, and/or
market testing follow (Tauber, 1977).

Concept Testing

Concept testing should usually occur early in the transpor-
tation planning process, before the service concept has been
developed completely. Potential riders are asked to evaluate
a service concept rather than the actual service. Respondents
are given a pictorial and verbal description of the service and
are asked to visualize their actual use and to indicate their
likelihood or ridership.

Product Use Testing

Product use testing involves having respondents actually
use a new product prior to being interviewed. In the case of
consumer products, the respondents may use it for a few
minutes or, more likely, over several days in their homes.
Product use tests are less abstract and they contribute to
higher reliability, but such tests are not applicable to trans-
portation services because they would require at least a
simulated introduction of the service itself. This normally
would be prohibitively costly.

Market Testing

Market testing also has limited applicability to transporta-
tion services. For consumer products, market testing is the
most expensive and complex approach, but it also is the most
realistic. Because market testing would present the full ser-
vice strategy to potential customers and must duplicate the
real market situation on a small scale, it has limited applica-
bility to most transportation services. Market testing in effect
would require that the full service be launched.

An important dimension for further assessing the rele-
vance of the three methodologies to transportation planning
is whether or not the service is continuous or discontinuous
with respect to potential users (Tauber, 1977). Continuous
innovations are products that are so similar to existing items
that they require no change in the user’s behavior to be

adopted. Discontinuous innovations, at the other extreme,
require significant changes in usage patterns and/or usage
behavior. It is difficult to forecast market acceptance for
discontinuous innovations, and concept testing has a poor
record in this area. Given the advance familiarity of the
leaner segment with public transportation, however, it was
decided that potential riders in this group would be able to
visualize their use of the service, thus making it a continuous
innovation. Concept testing, in general, is probably the most
applicable of the three methods to testing the market ac-
ceptance for new transportation ventures.

TRANSPORTATION CONCEPT TESTING

The concept testing process is shown in Figure 13, which
also cites the first two stages of this project. The logical
outgrowth of the attribute study was the development of the
concept itself.

Development of a well-stated concept description is funda-
mental to the success of a concept test. Every effort should
be made to make the description readily understandable and
realistic. Respondents must be able to visualize their actual
use of the transportation service in order to evaluate their
likelihood of riding it.

The starting point was to refer to the priority features or
attributes previously identified as important. This ensures
that the features of importance to potential riders are in-
cluded in the concept description. Then a narrative that was
readily understandable to average citizens had to be devel-
oped. It was essential at this stage to have nontransportation
planners involved. Early drafts of the concept description
(developed by engineers from the attribute information and
cost analysis) were dominated with language readily under-
standable to transportation specialists but not to transporta-
tion leaners, the people in the potential market segment). The
most appropriate language for the potential users (defined
market segment) must be used. In this study, several re-
written drafts were required. A questionnaire pretest also
focused partially on respondents’ ability to understand the
concept description. Full concept descriptions developed for
this study are included in Appendix F.

Initially, engineering members of the research team ana-
lyzed the data from stage 2 of the MOA process and decided
an expanded ‘‘grid’’ network best met the respondents’ at-
tribute preferences. Given the geographically identified tar-
get market, the researchers proceeded to design an intricate
high service level traditional transit network to supplement
cxisting bus scrvice for commuter work trips in the area.
Their initial alternative became known as the ‘‘Grid System
Alternative.”

It should be noted that an integral element of the research
process was to ascertain and observe what types of transit
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Preconcept Test Stages

o Target Market Definition
@ Attribute Importance

:

Concept Description Definition

i

Questionnaire Item Development and Use

y

Sampling, Data Collection and Analysis

.

Transportation Management Interpretation

Figure 13. Venture concept testing,

systems would be developed by traditional transit planners.
To add information and credibility to this segment of the
research, actual transit planners in the Jacksonville area
were given the same data along with community goals infor-
mation and asked to design what they felt was appropriate
service. Much to the researchers’ surprise, they developed a
completely different system concentrating on nonwork trips.
This system later became known as the ‘‘Loop System.”
Given the wide range of service levels (and costs) for these
two completely different systems, it was decided to use both
as ‘‘concepts’’ to be tested.

The description was supplemented with graphic route
illustrations and photographs to aid the respondents in
visualizing their actual use of the transportation scrvice. A
loose-leaf notebook was developed with several 3 by 5 color
photographs, the ordering of which matched with the inter-
viewers’ reading of the concept description narrative (App.
F). Because the proposed concepts used existing bus
vehicles, photographs were taken in the Jacksonville area of
actual Jacksonville Transit Authority buses, bus stops and
shelters, potential destinations in Jacksonville, and other fea-
tures to help the respondents visualize use of the service.
Interviewers turned the pages in the notebooks as they keyed
into related parts of the descriptive narrative. Respondents

were encouraged to study the route maps as they related to
potential use of the systems. Interviewers were instructed
(App. F) to find the location of the respondent’s home on the
route maps, to trace the path to the nearest bus stop, to point
out the vehicle route to likely destinations (and bus stops),
and to estimate the travel time (based on distance).

The most challenging task in the concept description prep-
aration was the decision as how to present the schedule to the
respondents. By definition, a concept test usually involves a
product or service that is not completely developed. Because
the full-scale development and scheduling of the loop and
grid systems (App. F) would have required months of plan-
ning and several thousands of dollars in budget, it was not
possible to provide a bus schedule. The negative aspect of
this was that the concept description had to be somewhat
hypothetical as it related to scheduling. Specifically, the esti-
mation of the most likely departure times and wait times for
individual respondents as well as the arrival time were the
most difficult attributes to describe accurately when prepar-
ing the concept description. Routing, although tentative, was
presented to the respondent in a definitive manner.

The scheduling issue may be approached in at least two
different ways. One method is to develop a distribution of
times that can be presenied 10 respondenis; ihai is, each
respondent will be given exact (but different) departure and
arrival times, although hypothetical, thus adding realism but
possibly misrepresenting the concept description. The distri-
bution of times will cluster around an ‘‘average’’ estimate. A
major disadvantage of this approach is its cumbersome
nature as part of the interviewing process because of the
considerable time required to enter exact times on each ques-
tionnaire. The second alternative (the one used) is to use
average times. Although this is less definitive for respon-
dents, it was selected because it offers the advantages of ease
of administration and subsequent data interpretation.

QUESTIONNAIRE DEVELOPMENT AND USE

The initial research design was to return to the previously
identified ‘‘transportation leaners’’ that had indicated a *‘wil-
lingness’” to try new service. Unfortunately, because of the
time delays between surveys, only a limited number (60) of
such individuals could be resurveyed. The remaining surveys
were conducted using the random sample design procedure
explained in the initial questionnaire instructions (see App.
B). From a research viewpoint, it was felt that it would be
interesting to see if the ‘‘random’ respondents exhibited
statistically different responses from the ‘‘transportation
leaners’’ that had been identified previously as an identifiable
target submarket.

A wide variety of question types may be used to assess the
degree of likely market acceptance for a new transportation
service. Related literature was reviewed (Harper et al., 1977;
Frank et al., 1972; Market Testing Consumer Products, 1967,
Shocker and Srinivasan, 1979; Tauber, 1977 and 1975; Wind,
1973), and concept testing questionnaires were obtained
from available sources. Because consumer product com-
panies often use concept tests for new products, contact was
made with major firms to obtain insights from their experi-
ence. The special characteristics of transportation services
(versus consumer goods) were considered before transfer-
ring knowledge and experience to the transportation realm.



The types of questions included and the overall question-
naire structure are provided in Appendix F. After determin-
ing the respondent’s awareness of, and satisfaction with,
current services available, one of the two concept descrip-
tions was presented to respondents by trained interviewers.
The order of presentation was rotated to guard against order
bias.

After having read the concept description, the respondent
was asked a series of questions that paralleled the potential
rider’s decision process—beginning with one on ‘‘evaluation
intentions’’; that is, would the respondent even consider us-
ing the service described and, if so, for what types of trips.
Following these (Fig. 14), questions were presented on
potential work trips (if applicable), and this section was later
repeated for nonwork trips (if applicable). The first question
in those sections concerned ‘‘behavioral intentions’ with
respect to trial use of the bus service; that is, how likely
would the respondent be to try the new service once or twice.
This is regarded as the single most important question to ask
because more specific questions about future levels of use
(ridership) often yield invalid results.

Many, if not most, potential users find it nearly impossible
to visualize the concepts fully and therefore cannot estimate
accurately future use. As defined earlier, this is particularly
true for discontinuous innovations. More specific estimates
of demand are requested in the questionnaire; this was done
for demonstration purposes in full recognition of the need to
interpret results cautiously. Respondents were asked how
many times they would use the new bus service as opposed
to using their present methods of transportation. A related
question requested information on the frequency with which
the new bus system would be used to replace existing bus
service. Respondents were asked qualitative, exploratory
questions regarding the advantages and disadvantages of the
new service related to their current travel methods. They
also were asked specifically what they would consider to be
essential changes that must be made before they would try
the service.

Following use of all of these questions for work and non-
work trips, respondents were asked how likely they would be
to ‘‘regularly ride’’ the new bus service for work and/or
nonwork trips and then to estimate the number of trips they
would actually make by bus during a one-week period. Fol-
lowing these, a major section was devoted to further studying
bus service attributes to allow for more ‘‘finely tuned’’ or
adjusted attributes in view of additional customer preference
information. These questions were an outgrowth of the pre-
vious attribute phase of this study; they refocus on finer
graduations of attribute levels for those bus service charac-
teristics (attributes) that were considered important in the
early study but which remained rather broadly defined.

The full set of questions just discussed was then presented
to respondents following presentation of the second concept
description.

Finally, after respondents explored both concepts, ques-
tions requiring even more ‘‘behavioral commitment’’ by re-
spondents were presented as well as questions that required
comparisons between the two concepts. The last section per-
tained to media use (newspapers, television, and radio); this
is of potential value for directing publicity and advertising
efforts if a concept is actually introduced.
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Figure 14. Concept text questionnaire.

The questionnaire was long, but because of well-trained
interviewers and the fact that many respondents were not
asked to complete all sections (e.g., work or nonwork), the
data collection process went smoothly. Minor rewording ad-
justments were made following a pretest of 16 interviews.
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Because of the demonstration nature of this study as well
as the desirability of developing a data base for ‘‘bench-
than that absolutely required. Significant length and cost
reductions would be possible by deletion of selected portions
shown in Figure 14. However, the portion not to delete is the
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DATA ANALYSIS AND INTERPRETATION

The ohject of a concept test is not to provide a precise
ridership (sales) forecast because that is impossible given the
current state of the art. Instead, the object is to provide a

moving to use of a test marketing methodology or to a full-
scale service introduction. Because full-scale development
of either of the two concepts would reguire an cstimated
$20,000 to $40,000 investment in route design, scheduling,
and promotion, not including additional equipment, the
potential losses would be substantial. If a relatively small
amount of resources invested in a concept test can signifi-
cantly reduce the uncertainty surrounding the probable suc-
cess of a new service, it is usually a wise investment. If a
particular service can be initiated without substantial re-
sources on either a limiled or full-scale basis, it may be
appropriate to move forward without a concept test; that is,
the additional value of information from a concept test may
not in every case be sufficient to warrant its use. It was hoped
that the results from this study would provide a basis for
deciding whether to introduce the service, to drop the con-
cept from consideration, or to modify the service concept
substantially. Even with continuous innovations, however,
one is considered fortunate to be able to forecast initial trial
use and the first repeat use accurately. Experience has been
poor in aitempting to forecast the ongoing frequency of pur-
chase (ridership). Because of this inexactness concerning the
state of the art, concept test results usually are considered
along with other judgmental factors. Consequently, very
positive questionnaire results are normally required to justify
a heavy investment in a new product or service. Estimates
are ideally derived as follows:

. . M.
New transportation service revenues = N X FR X AP X E

where N = number of people in the sample who indi-
cated high intentions to purchase;

FR = fulfillment rate, showing the percentage of
the intenders who are expected to actually
follow through on their intentions;

AP = average price paid per ride;

MS = estimated size of target market; and

S§S = sample size.

Use of this formula is possible in industries where numer-
ous concept tests have been conducted for a variety of prod-
ucts. Such a base of experience often allows for judicious
estimates of the fulfillment rate as well as an operational
definition of ‘‘high’’ intentions. In industries such as trans-
portation, however, the experience base does not allow for
such estimates, and the formula approach is normally
ignored in favor of simply setting a minimum high intentions
rate. An indication of high intentions commonly requires
from 70 to 90 percent of all respondents before moving for-
ward with a new product or service. As indicated by the

foregoing formula, it is assumed that actual intentions will be
significantly overstated by respondents. It is also assumed
that those who engage in regular ongaing use of the service
will be considerably fewer in number than those who engage
in trial use.

Another factor to consider is the proportion of people in
the target market who must become regular riders in order
for the service to be economically viable. In view of these
considerations, a requirement of 75 percent was established
prior to analysis. The results given in Tables 180 and 181
partially meet that standard, although the question asked
only if respondents would ‘‘consider’ using the system.
Eighty percent said they would consider using the bus loop
system, and 71 percent said they would consider using the
grid bus system. Results from the intentions questions are
given in Tables 182 and 183. In Table 182, it may be seen that
interest in the loop system for making work trips was very
low. Only 36 of 152 respondents even responded to the ques-
tion and, of those, only 14 (9 percent of the total) expressed
positive intentions towards trying the system. In Table 183,
it may be seen that interest in the grid service for work trips
is also very low. Only 37 of 152 respondents even responded
to the question and, of those, only 13 (9 percent of the total
number of respondents) indica
entire sample again responded to the possibility of nonwork
trips via the grid system, and 63 percent expressed positive
intentions toward trying the system. It also may be seen that
the differences between the leaners and the random sample
are not substantial. Using the 75 percent standard cited ear-
lier, these results indicate sufficient uncertainty to make it
difficult to justify a full-scale introduction or a smaller scale
market test (the latter might not be feasible in any event).

ted posifive inientions. The

TABLE 180 PERCENTAGE OF SAMPLE WHO
WOULD CONSIDER THE BUS LOOP SYSTEM

Total Leaners Random
Yes BO 75 83
No 20 25 17
(n = 152) (n = 60) (n = 92)

TABLE 181 PERCENTAGE OF SAMPLE WHO
WOULD CONSIDER THE GRID BUS SYSTEM

Total Leaners Random
Yes 71 67 75
No 29 33 25
(n = 152) (o = 60) (o = 91)

In Tables 184 and 185, responses are shown to a question
regarding intentions to ride regularly the loop and grid sys-
tem. The results are consistently discouraging regarding
work trips, although nearly as many cited positive intentions
to ride regularly for nonwork trips (68 percent) as they did in
Table 182 to try the system once or twice (70 percent). The
number of round trips per week, however, was only 239, an
average of 1.6 rides per respondent in total, or 2.3 rides
among those citing positive intentions.
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TABLE 182 NUMBER/

PERCENTAGE IN Work Trips Nonwork Trips
SAMPLE WHO WOULD Total Leaners  Random Total Leaners  Random
TRY/NOT TRY THE BUS
Definitely Would (%) 22 6 35 41 36 44
LOOP SYSTEM Probably zloull)d %) 16 25 10 29 33 27
Might/Might Not (%) 6 0 10 10 7 13
Probably Would Not (%) 0 0 0 9 12 6
Definitely Would Not (%) 56 69 45 11 12 10

Absolute Number Above:

Number Who Responded
"Definitely" or "Pro-

36 (of 152) 16 (of 60) 20 (of 92)

151 (of 152) 60 (of 60) 91 (of 92)

bably Would" 14 5 9 107 42 65
Number (above) as
Percentage of Total
Sample 9 8 10 70 70 70
TABLE 183 PERCENTAGE
Work Trips Nonwork Trips
WHO WOULD TRY/NOT Total Leaners  Random Total Leaners  Random
TRY THE GRID BUS
SYSTEM Definitely Would (%) 22 11 32 32 27 36
Probably Would (%) 14 22 5 30 33 29
Might/Might Not (%) 8 6 11 12 10 13
Probably Would Not (%) 8 11 5 11 10 11
Definitely Would Not (%) 48 50 47 15 20 11

Absolute Number Above:

Number Who Responded
"Definitely" or "Probably

37 (of 152) 18 (of 60) 19 (of 91)

152 (of 152) 60 (of 60) 91 (of 91)

Would" 13 6 7 95 36 59
Number (above as Percentage
of Total Sample 10 8 62 60 65
TABLE 184 LIKELIHOOD
OF REGULARLY RIDING Work Trips Nonwork Trips
Total Leaners  Random Total Leaners  Random
NEW LOOP BUS AND
ESTIMATED NUMBER OF  pefinitely would (%) 15 4 22 40 34 45
Probably Would (%) 7 13 3 28 23 32
ROUND TRIPS M?g)h: or Might Not (%) 2 ] B ¥ 8 5
Probably Would Not (%) 13 8 16 16 20 13
Definitely Would Not (%) 63 75 56 9 15 5

Absolute Number Above:

Number Who Responded
"Definitely"” or "Probably
Would" i}

Number (above) as Per-
centage of Total Sample 9

Total Number of
Estimated Round Trips Per
Week 121

61 (of 152) 24 (of 60) 37 (of 92)

152 (of 152) 61 (of 61) 91 (of 91)

4 9 104 35 69
28 10 68 57 71
81 40 239 52 187

In Table 185, only 9 percent of the total sample indicated
positive intentions to ride the grid system regularly for work
trips, whereas 63 percent indicated an intention to ride the
grid system regularly for nonwork trips. ‘‘Regularly’’ was
defined in the questionnaire as ‘‘at least once a week.”” The
anticipated number of round trips per week on the grid
system was only 218 for nonwork trips, an average of 1.4 per
respondent in total or 2.3 for those citing positive intentions.

Respondents were also asked how many times they would
use the loop or grid service for work or nonwork trips out of

every 10 trips they made. The results in Tables 186 and 187
again show relatively little interest in work trips and signifi-
cant interest in nonwork trips. Again assuming a significant
overstatement of intentions, however, the results point to-
ward no additional testing of the two concepts.

The final portion of the questionnaire included three ques-
tions regarding various types of commitment to the concepts.
In Table 188, it may be seen that 41 percent of the total
sample requested information on the new bus services (if
either were actually offered) at a cost of $1.00 for the infor-



TABLE 185 LIKELIHOOD

Total WO{:a:; igs Random Tota 1N0“WO£Za:Z:_SS Random " SEVI‘{IEGGI:'III]SAAB%L'SYAI;IBING
Definitely Would (%) 12 15 11 35 34 36 ESTIMATED NUMBER OF
Highe or Highe Kot (1) 2 % > 5 £ % RGUNDTRIPS
Probably Would Not (%) 14 7 18 14 11 16
Definitely Would Not (%) 63 63 63 14 26 7
Absolute Number Above 65 (of 151) 27 (of 60) 38 (of 91) 145 (of 151) 56 (of 60) B89 (of 91)
Number Who Responded
"Definitely"” or "Probably
Would" 14 L b 95 33 62
Number (above) as Percentage
of Total Sample 13 ? 63 55 68
Total Number of Estimated
Round Trips Per Week 122 95 27 218 44 174
— — TABLE 186 NUMBER OF
1 2-4 5-7 8-10 1 2-4 5-7 8-10 RESPONDENTS
roval INDICATING HOW
(n = 152) 24 2 6 3 66 50 26 10 FREQUENTLY THEY
Leaners WOULD USE NEW LOOP
oo = 582 N i : ? e N ¢ ¢ SERVICE OUT OF EVERY
“?:‘:UZWQZ) 12 2 5 1 36 30 20 6 10 rrP\lPS
"TABLE 187 NUMBER OF — — S -
ork Trips onwork Trips
RESPONDENTS 1 2-4 5-7 8-10 1 2-4 5-7 8-10
INDICATING HOW
FREQUENTLY THEY Total 26 4 6 1 68 50 26 5
WOULD USE NEW GRID tn. = i152)
SERVICE OUT OF EVERY  teaners 13 1 2 1 30 18 9 2
10 TRIPS L
Random 13 3 4 0 38 32 17 3
(n = 92)
TABLE 188 REQUESTED — —
INFORMATION ON NEW Total (%) Leaners (%) Random (%)
BUS SERVICE IF e —
OFFERED AT $1.00 COST e . 2 s
No 59 48 66
(n = 152) (n = 60) (n=91)

mation packet. It may also be seen that over half of the
leaners committed to this proposal. A related question gave
respondents an opportunity to request that a bug service
representative visit their homes if a new bus service were
started. Only 11 percent requested this service (see Table
189), although this probably can be partially explained by
considerations unrelated to the bus service (e.g., concern
over a ‘‘hard sell’’ or security). In Table 190, however, it may
be seen that 29 percent indicated a willingness to sign a
statement indicating a definite commitment to use the ser-
vice. Thirty-seven percent were from the random sample,
and only 17 percent were leaners.

The preference for the grid system as opposed to the loop

system (Table 191) indicates a high degree of indifference (56
percent) which is presumably comprised largely of those who
are least interested in either system. The remaining 44 per-
cent are split nearly evenly with 21 percent preferring the
loop bus and 23 percent preferring the grid system (although
the leaners slightly preferred the loop, and random respon-
dents slightly preferred the grid).

Why did the results come out as they did? Why was there
not a higher percentage of respondents in this predesignated
area with positive intentions? And why were the leaners less
positive toward the concepts (overall) than the people drawn
randomly in the area?

It must first be emphasized that segmentation and attribute



phases of a market study never guarantee a ‘‘go ahead”
decision at the concept test stage. If they did, there obviously
would be no need for a concept test. A concept test provides
a means of reducing the uncertainty concerning the possi-
bility of an actual introduction. The alternative is to plunge
forward with less information and with a greater likelihood of
failure. Failure with a fully implemented system is obviously
much more costly than finding advance indications of failure
in the concept test approach.

There are four possible explanations for the leaners being
less positive toward the concepts than the randomly selected
sample. One, of course, is that the concept test represents
the true feelings of all those in the target market segment—
that the leaner segment simply does not prefer the alterna-
tive(s) as much as the general population—although this was
not anticipated given stage 1 of this study. Another explana-
tion could be respondent bias due to their prior involvement
in stage 1 or stage 2 of the project. It is possible that asking
respondents for a second time to engage in a lengthy inter-
view created a negative bias in their responses. Thirdly, it is
possible that the small sample (60) of leaners that resulted
was not truly representative of the leaner group. This re-
sponse rate was disappointingly low for the stage 1 and stage
2 respondents who were contacted. It was assumed that the
cooperation of 100 could be obtained. However, the inter-
viewing firm experienced difficulty in fulfilling this objective
because of the number of respondents who had moved. The
final possible explanation is that the concepts developed
were not tied adequately to the attribute phase of the study.
Of course, this was a critical link in the project which re-
quired the good judgment of transportation engineers. It is
possible that a modified concept would yield sufficiently
positive responses to justify moving forward with an intro-
duction. To explore this final possibility, the attribute portion
of the concept test questionnaire was studied.
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Changing a small number of system attributes possibly
could make a substantial difference in respondents’ willing-
ness to ride the proposed bus service. The results from the
attribute section of the questionnaire therefore were re-
viewed in addition to responses to questions dealing with the
advantages and disadvantages of the two systems and essen-
tial changes as perceived by respondents. The most fre-
quently cited advantages and disadvantages are given in
Table 192, and it may be seen that they are fundamental
attributes that would almost certaintly require higher levels
of service.

The attribute questions were phrased to focus respondents
on a single possible change in the concept description (such
as a price of $0.90) and to indicate their intentions of ‘‘regu-
larly riding’” the new service under that condition. Out of 25
attribute changes cited in the questionnaires, only the ones
given in Table 192 exceeded the standard of 75 percent posi-
tive intentions (*‘I probably would’” or *‘I definitely would”’
as discussed earlier). It may be seen in Table 193 that the
attribute analysis is completely consistent with the analysis
of advantages and disadvantages: both suggest the need for
increased levels of service but without the promise of sub-
stantial increases in demand. Therefore, despite consider-
able interest, it must be concluded that the services should
not be offered given the 75 percent standard established.

CONCLUSIONS

It may seem unduly tedious to undergo such an in-depth
analysis only to determine that the level of service is below
the range of acceptability by the target market. However,
that is precisely the reason for the concept test. Without
introducing the service and then being forced to abandon it
(because of low acceptance), thereby creating customer ill
will and incurring losses of great magnitude, planners and
managers could determine that the service should not be

TABLE 189 REQUESTED

BUS SERVICE Total (%) Leaners (%) Random (%)
REPRESENTATIVE TO - — —
VISIT HOME IF NEW BUS Yes X e 12
SERVICE IS STARTED No 89 92 88
(n = 152) (n = 60) (n = 91)
TABLE 190 WILLING TO ——— _ = —
SIGN A STATEMENT Total (%) Leaners (%) Random (%)
INDICATING DEFINITE ———
COMMITMENT TO USE res = Lr 37
SERVICE No 7 83 63
TABLE 191 PREFERENCE =
FOR LOOP VS. GRID BUS Total (%) Leaners (%) Random (%)
Loop Bus 21 (32) 22 (13) 21 (19)
Preference: Grid Bus 23 (35) 17 (10) 27 (25)
Indifferent 56 (B4) 61 (37) 52 (47)

(n = 151)

(n = 60) (n = 91)

Only 6 of 152 preferred existing bus system over new ones, although if "indifferents" are deleted,

this is 11 percent of the total.
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TABLE 192 PERCENTAGES OF RESPONDENTS
WITH POSITIVE INTENTIONS (OVER 75% ONLY)
WHO WOULD RIDE THE PROPOSED SERVICE
REGULARLY, GIVEN THE ATTRIBUTE CHANGES
CITED

Loop Grid

System System
%) %)
L.  You would often arrive five
minutes after scheduled
arrival at destination. 80 (74)
2. If it took you ten minutes
less than we estimated to
walk to the bus stop. 85 83
3 If the new hue service ware
available two more hours
each day, from 4:30 a.m. to
7:00 p.m. 75 (70)
4, If weather shelters were provided
at all bus stops 76 (71)
5: If you did not have to transfer
to another bus te reach your
destination 92 (of only 84 (of only
48 respon- 57 respon-
dents) dents)

offered and why it does not appeal to the marketplace. The
most logical conclusion to be reached from this specific con-
cept test stage of the MOA process is that there is insufficient
potential demand for either the extensive grid network or the
single loop system in Jacksonville, Florida. However, it
should be noted that the much less expensive loop system
would not cost nearly as mich to implement as the grid
system; thereby it would be the better of the two options.
Also, given the earlier data on preference of community
decision-makers to support those without access to the auto-
mobile and/or shopping and human service trips, the loop
system would meet community goals to a higher degree.
Correspondingly, if subsidy funds were available, the loop
system supporting nonwork trips and interneighborhood
movements would be preferable.

Caution is urged in extrapolating the results found in the
study to other urban areas. Each urban area is composed of
individuals with mixed operational experience (many none)
with public transit service offerings. Thus, each segmented
market may and probably would not respond exactly the
same as those in Jacksonville. Each must be studied in and
of itself to determine areas of potential demand for public
transportation and preferred system attributes.

The entire three-step MOA pracess application has been a
major focus of this study. It has been an attempt to adopt
successful market/business technology to that of public
transportation planning. The success or failure of this adapta-
tion should not be based on whether or not a viable new
market segment was found in the test site. In this case there
was no viable market segment identified, but the technology
applied is readily usable. Therefore, one may justifiably con-
clude that market opportunity analysis (MOA) methodology
has been successfully applied to short-range public transpor-
tation planning and that the process is a logical one for future
transit and transportation planning.

TABLE 193 MOST FREQUENTLY CITED
DISADVANTAGES OF SERVICES—NONWORK
TRIPS

Loop System (%) Grid System (%)

Must Transfer 10 11
Long Waits 7 7
Not Close to Home 5 5
Not Close to Destination 8 8
Scheduling 8 4
Less Convenient 13 16

A final note on concept testing for public transportation
offerings is in order. Unlike the marketing of many house-
hold consumer products, the necessary research experience
base in public transportation is in its infancy. Over a period
of time and a number of trials in many markets, consumer
product companies can develop good approximation of ‘‘in-
tention to use’’ indices to be used as cut-off points in making
go or no-go decision for new products. Obviously, public
transportation concept testing is far from this level of sophis-
tication. Crude approximates must be made based on the
judgment (and skill) of the data reviewer. Thus, if concept
testing is to be used on future transportation decision-making
processes, it is vital that such decisions be made by ex-
perienced individuals. It is appropriate to end with the max-
imum that no data handbooks exist from which to look up the
answers to these decisions.

Boyd, H. W. Jr., Westfall, R., and Stasch, S. F., Marketing
Research. Homewood, Ill.: Richard D. Irwin (1977) pp. 581-
606.

Frank, R. E., Massy, W. F., and Wind, Y., Market Segmen-
tation. Englewood Cliffs, N T.: Prentice-Hall (1972) pp. 78-
89.

Market Testing Consumer Products. New York: National
Industrial Conference Board (1967).

Shocker, A. D., and Srinivasan, V., ‘‘Multiattribute Ap-
proaches for Product Concept Evaluation and Generation: A
Critical Review.”’ J. Marketing Res. (May 1979) pp. 159-180.

Tauber, E. M., “‘Forecasting Sales Prior to Test Market.”’ J.
Marketing (Jan. 1977) pp. 80-84.



Tauber, E. M., “Why Cbncept and Product Tests Fail to
Predict New Product Results.”” J. Marketing (Oct. 1975) pp.
69-71.

Wind, Y., “A New Procedure for Concept Evaluation.”’ J.
Marketing (Oct. 1972) pp. 2-11.

63

APPENDIX A
SAMPLING PLAN

1. Identify census tracts within which the population of interest resides.
These tracts are within the Jacksonville SMSA, but are not inclusive of

all SMSA tracts. Criteria for excluding tracts are density of popula-

tion, income, car ownership, and military base dominated areas.

a. Density = leave out any tract with less than 100 people/
sq. mile.

b. Income- = leave out any tract with less than $7,000 median

income. Check car ownership data for each exclusion
candidate.
c. Military bases = leave out any tract which is primarily

comprised of military personnel living on a base.

d. Tracts excluded are: 137, 106, 103, 101, 144, 136, 138,
2, 3, 4, 5, 13, 12, 11, 10, 9, 19, 26, 18, 17, 16, 29, 28,
116, 115, 15.

Examine excluded census tracts (other than the military base tracts) with
a person with local, first-hand knowledge of Jacksonville to determine
whether there are important residential areas along the borders of ex-
cluded census tracts that should be included in the population to be
sampled.

Group census tracts into two strata based on the following criteria:
a. Natural boundaries.
b. Geographically contiguous areas.

c. Homogeneity of occupation (white vs. blue collar), income,
and car ownership.

d. Stratified into two strata separated by the river natural
boundary:

Strata 1 - all census tracts to the east and south of the
St. Johns river included in population

Strata 2 - all census tracts to the west and north of the
St. Johns river included in population

e. Sample equally (500) in each strata.
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Group selected census tracts within strata into larger areas within which
to draw samples. Focus is on merging the small population census tracts
with contiguous census tracts that are relatively homogeneous with re-
spect to all population characteristics on which census data is avail-

able. Those groups are:
a. 160-161

b. 154~-152-151-149

c. 122-123
d. 127-135
e. 132-133
£, 124-123
g. 117-119

Within strata, determine the sample size by tract/tract-combination based
on proportionality to:
_ i households in tract/tract-combination

e RN # households in total geographic area
forming a strata

x 500

Draw a single random sample from each of the tract areas of the pre-
specified sample size. The procedure for drawing a sample within each

census tract area is:
a. Obtain listing of blocks in each tract

b. Assign random numbers to blocks in relation to the number
of households per block

G Systematically choose blocks from this list to include in
the sample.

Interviewer decision rules for selecting respondents are:
a. Interview four household units per block.
bi If sparse population/refusals/mot-at-homes make it impos-
sible to achieve four household interviews on the same
trip, complete the quota of four from an adjacent block.
¢. To determine 2 starting point on a block, start at cne end

of a street bounding the block and choose the second
housing unit on side of street.

10.

d. For not-at-homes/refusals, interview adjacent households.
e. No adjacent households should be included in the sample.
f. There should be no more than one household interviewed per

side of block for blocks bounded by streets cn four sides.
For blocks bounded by streets on two or three, but rnot
four sides, sample no more than two households per side
with a minimum of two households in between households
interviewed. For blocks bounded by one street only,
sample every fourth household.

To qualify as a respondent, a person must:
a. Be 15 years of age or older.

b. Travel away from home to some other area in Jacksonville
more than six blocks away at least once a week.

& Have access to an automobile (as a driver or rider) for 50
percent or more of these trips.

Interview all people within the household meeting the criteria for being

a respondent and willing to comply up to a maximum of four per household.

There should be approximately 40 percent men, 40 percent women, and 20

percent. children (15-20) in the sample.



APPENDIX B
SAMPLING INSTRUCTIONS FOR INTERVIEWERS

Use the list of block numbers and street addresses for your area or the
basis for the location for interviewing. These locations will typically be
identified by the intersection of the streets that form the southeast cormer
of the block. Interviewers will start at this intersection and, walking in a
clockwise direction, will attempt their first interview at the second dwelling
from the corner, interviewing in a maximum of four households per block and up
to a maximum of four individuals per dwelling unit. For blocks bounded by
streets on two or three, but not four sides, sample no more than two house-
holds per side with a minimum of two households in between households inter-
viewed. For blocks bounded by one street only, sample every fourth household.
(See diagrams below for typical blocks showing starting points and direc-
tions.) If sparse population, refusals, not-at-homes, make it impossible to
achieve four household interviews on the same block, complete the quota of
four from aa adjacent block. For not-at-homes, refusals, interview adjacent

households; however, no adjacent households should be included in the sample.

In the event of apartment houses and other multiple dwelling buildings,
the interviewer will call on the units within a building in the order in which
they are numbered, beginning with the second lowest numbered unit. In all
multiple dwellings the same rules outlined above and the maximum of four

households per block will be maintained.
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APPENDIX C

URBAN TRAVEL AND TRANSPORTATION USE STUDY, TRAVEL, AND
TRAVELER QUESTIONNAIRE, JACKSONVILLE, FLA.

I. TRIP BEHAVIOR WITHIN THE JACKSONVILLE URBAN AREA

1. Again, we have listed below different reasons for traveling in Jacksonville. We would like to know how satisfied you are with the
method of transportation you most often use for each trip purpose.

Does Not Completely Moderately Moderately Completely

Apply To Me Satisfied Satisfied Neither Dissatisfied Dissatisfied
Work {1 [ 1 [ ] [ 1 (1 (|
Education [ [1 [ 1 [1 {1 [ 1
Shopping (non-food) { ] [ 1 [ [ 1 [ 1 [
Shopping {(grocery) [ 1 [ 1] [ ] [ ] [ 1] [ ]
Visit with friends, relatives [ 1} [ 1 {1 { 1 [ ] [ ]
Entertainment I | [ ] [ 1 [ 1 [ 1 E 4
Personal business (1 {1 L1 (1] (1 [ 1]
Medical trips [ 1] [ 1] [ 1 [ [ [ 1
Deliver/pickup children (1 [ 1 [1 I | [ ] [
Attend religious functions {1 [ 1 {1 [ 1] [ 1] [ 1

Other (Please list)




2. When you want to go someplace for any of the reasons listed below, do you use only one method of transportation to get to your
destination and back again or do you typically use a combination of methods (for example, a combination might be driving your car
to parking lot and then taking a bus to work from the parking lot). For those trip purposes where you use several transportation
methods, please write in what the methods are.

Does Not

Apply Only One A Combination Write in Methods When a Combination

To gﬂe Method Of Methods Is Used
Work [ 1 [ ] [ ]
Education [} I ] [
Shopping (non-food) [ 1 [ 1 (1
Shopping (grocery) (] [ ] (1
Visit with friends, relatives {1 [ 1 (S|
Entertainment [ 1] [ 1] [ 1]
Personal business [ ] (1 {1
Medical trips (1 (1 [ 1
Deliver/Pickup children [ 1] [ 1 [ 1]
Attend religious functions (1 [ ] [
Other (Please write in)

[ [} (1

2
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3. When you take a trip within the Jacksonville area for each of the following purposes, how many stops do you typically make
between leaving home and before returning home? (By a stop we mean when the vehicle stops so that you can get out or otherwise
carry out the purpose of the trip.) Please count all stops for the typical trip including stops for the primary purpose and any extra
stops you may make. For example, if your typical work trip is from your home to a place of work and back home again, you would
have 1 stop at your place of work. Or, if you typically stop at two stores in different locations on a non-food shopping trip then you
would have 2 stops.

Does not
Apply to me 1 stop 2 stops 3 stops 4 stops S or more stops
Work {1 {1 [ 1 [ 1 [ {1
Education [ 1] [ 1] [ 1] (1 (1 (1
Shopping (non-food) [ 1] [1 (1] (1 [ [1
Shopping (grocery) [ 1 (1 [ 1 [ 1] [ 1 [ 1]
Visit with friends, relatives (1] [ (1] [ ] [ [ 1
Entertainment [ 1] [ ] [ ] [ 1 [ 1] [ 1]
Personal business E 1 [ 1] [ [ 1 [ ] [l
Medical trips [ 1 [ 1] [ 1 [ 1] [1] (G
Deliver/pickup children [ 1] [ 1 [ 1 [ 1] [ [ 1
Attend religious functions [ 1 [ 1} [ 1 [ 1] [ 1 [ 1}

Other (Please list)

| & I ]



4. We would like to know where you typically go in the Jacksonville area when you travel for each purpose listed below. For each trip
purpose write in the location of the destination you typically go to. By location we mean a street address, the name of an activity
center such as a shopplng center, an Industrial park or medical center, a well-known part of town, or another way of identifying

where this destination is. If you typically go to more than one location for a trip purpose, please write in each one up to three
locations.

Work

Education

Shopping (non-food) - .

Shopping (grocery) _ _ _ _

Entertainment

Personal business

Medical visits

Deliver/pickup children

Attend religious functions

Other _

69
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S. Again we have listed below different reasons for traveling in Jacksonville. We want to know how many people usually travel with
you when you make these trips.

You will notice there are two sections below. One is for showing us the numbter of people in your household who travel with you.
The other is for showing the number of people outside your household who travel with you.

For example, if you travel to work with your spouse and a neighbor, you would clrcle 1 under the section ‘‘Number of people within
household”* and 1 under ‘‘Number of people outside your household.”’ Again, think only of main purpose trips — not the extra
stops you may make from home to destination and return. Also, if a person rides for only part of the trip, please count them as a
rider. If you travel alone, circle 0 under each heading.

Does not Number of People Number of People
apply to me Within Your Household Outside Your Household

Work [ 0 1 2 3 4 or more 0 1 2 3 4 or more
Education [ 1 0 1 2 3 4 or more 0 1 2 3 4 or more
Shopping (non-food) [ 1 0 1 2 3 4 or more 0 1 2 3 4 or more
Shopping (grocery) [ 1 0 1 2 3 4 or more 0 1 2 3 4 or more
Visit with friends, relatives [ 1] 0 1 2 3 4 or more 0 1 2 3 &4 or more
Entertainment [ 1 0 1 2 3 4 or more 0 1 2 3 4 or more
Personal business { 1 0 1 2 3 4 or more 0 1 2 3 4 or more
Medical trips [ 1 0 1 2 3 4 or more 0 1 2 3 4 or more
Deliver/pickup children [ 1} 0 d: 2 3 4 or more 0 1 2 3 4 or more
Attend religious functions [ ) 0 1 2 3 4 or more (V] 1 2 3 4 or more
Other (Please list)

[ .1 0 1 2 k| 4 or more 0 1 2 3 & or more

5
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6. Again, think of your typical trips for each of the purposes listed below. We would like to know (a) the times during the day when
you usually travel for these reasons and (b) the approximate number of minutes this trip takes. Please check the category showing
the time of day when you normally travel from one place to another for each purpose. By travel we mean using some method of
transportation (including walking) to go to or from some destination for each purpose. For example, if you commute to work at 8:30
in the morning and typically come home from work at 5:30 in the afternoon traveling 30 minutes each way, you would check both
the ''6-9 a.m.”” and *‘4-7 p.m."”" for "‘work’’ categories and write (60) in the box.

If you also normally have several reasons for the same trip, please also check the time category showing when you travel for each
purpose. For example, if you typically pick up children on the way home from work at 5:30, you would also check the *‘4-7 p.m."”’
category for ‘‘Deliver/pickup children.”

(a) (b)

Approximate

Does not 6-9 9-11 11-2 2-4 4-7 7-12 12-6 number of

apply to me a.m. a.m. p.-m. p-m. p.m. p-m. a.m. minutes

Work [ [} [ ) (1 (G [ ] (] [ ] [

Education [ ] (] [ ] (1 [ ] (] [ ) [] ()

Shopping (non-food) (1 () (1 (1 [ ) [ 1 [ 1 € 1 [ 1

Shopping (grocery) [ [ 1 {1} (1 [ {1 {1 (1 [ 1

Visit with friends, relatives [ [ 1 [ 1 [ 1 [ 1 [ 1 [ 1 { 1 [ 1

Enterteizment [ [ [} [ [ {1 (1 () (1

Personal business [ {1 [} [ 1 {1 {1 [ ] [ 1 I 1

Medical trips [ 1 [ 1 [ 1 [ ] [ 1 [ [ 1 [ 1 [ 1

Deliver/pickup children [ ] [ 1 [ 1 [ 1} [ [ 1 [ 1] [ [ 1

Attend religious functions [ 1 [ 1 [ 1 [ 1 [ 1 [ 1 [ 1 {1 [ 1]
Other (Please list)

[ [ [ 1 (1 [ 1] [ ] [ 1 [ 1 [ 1

1L



7. Below you will find a list of reasons for traveling within the Jacksonville area during a typical week. For each reason, (a) please
write in the approximate number of “‘round trips’”’ you take on each day of the weelk and (b) the approximate number of milles to
and from that destination. By *‘round trips’’ we mean from your home to your destination and back again. If you take more than
one round trip for the same purpose in a typical week, please take an average of these trips.

Please do not include extra stops you may have to make in between. For example, vhen coming home from work, if you stop at the
grocery store, you would not count that as a separate trip. Remember, we are only interested in the main purpose trips — from
your home to your destination and back to your home again in a typical week,

L

(a) (b)
Approximate
Not taken on a number of
weekly basis Monday Tuesday Wednesday  Thursday Friday Saturday Sunday av::iz;gfn;lt:;nd
Work {1 (O (1 [ ] {1 | (1] [} [
Education {1 {1 [ ] {1 {1 [ 1 (1] {1 £ i
Shopping (nen-food) ] (1 [ 1] [} [ 1] [ ] £ 1 [ [ 1
Shopping (grocery) (1 {] [ 1] [ 1 (1 (1 (G [ 2
Visit with friends, relatives { 1] [ 1} [ 1] [ [ 1] [ 1} [ 1 [ 1] [
Entertainment L1 { 1 { ] [ 1 [1] I | {1 [ 1 [ 1
Personal business (banking, attend meetings,
ete:) () I I (] [ (] (1 [ 1] (1
Medical trips {1 (O {1 [ 1 (1 (1 (1 [ 1 E
Deliver/pickup children [ L1 {1 (1 {1 {1 i1 (1 [ 1
Attend religious functions [ 1] [ 1 [ 1 [ 1 [ 1 [ 1 { 1 { 1 [ 1
Other (Please list)
1 [ 1 [ 1 [ 1 [} [ [ 1 [ 1 [ 1




Il. TRANSPORTATION USAGE

1. For each reason for travel listed below, which methods of transportation would you consider using for at least some trips as ways of
traveling to and from your destination? Check all methods of transportation including the one you use now that you would consider
using for each of the purposes.

DAPply . Drive wih Famiy  Campool/  Cobmatsr _ Regalar Renta
To Kle Alone  Member Vanpool  Bus Service Bus i Taxi  Motorcycle  Bicycle Car
Work [ [ 1 (1 {1 {1 {1 (S (1 (1 ()
Education [ 1 (1 [ (1 (1 [ [ [1 1 {1
Shopping (non-food) (S [1 {1 (] (] [ (1 [1 (1 (]
Shopping (grocery) (1 (1 [ 1 (G (1 { 1 (1 [1 [ (1
Visit with friends, relatives [ 1 [ [1 (S [1 (1 (1 (1 [1 (1
Entertainment (1 [ 1 [1 (1 [ [ [ 1 [ [ 1 (1
Personal business (| [1 (1 (1 (1 {1 (] (1 [ [ 1
Medical trips [ 1 {1 [1 [ [1 (1 [ 1 [1 (1 (1
Deliver/pickup children (1 [ [1 [1 (1 [ (] | (1 [
Attend religious functions [ 1 [ 1] [ 1 1 [ 1 [} { ] [ [ ) {1
Other (Please list)
] () (1 [1 (1 (1 [ 1 L1 [ k3
8
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2. If for some reason you could not use your usual method of transportation for travel in Jacksonville, how weuld you rank the other
methods that might be available? For example, if you use your car to go to work and it broke down, what other method might you
use? Put a ‘1" in the space for the method you would most prefer to use if you could not use the method you use now, a2 *2"" in
the space for the second most preferred method, a ‘3" in the space for the third most preferred method, and so forth. Do not rank
any method that you would not consider using.

Does Not
Apply Drive
To Me Alone

Work {1 {1
Education [ 1] [ ]
Shopping (non-food) (1 [ 1
Shopping (grocery) {1 [}
Visit with friends, relatives [ 1 [ 1]
Entertainment [ ] [ 1
Personal business [ 1 {1
Medical trips { ) [ 1
Deliver/pickup children (1 {1
Attend religious functions [} (1]

Other (Please list)

Drive/Ride
with Family
Member

Carpool/
Vm?[g:ol

]

Express/
Commuter
Bus Service

Bus Service:

Taxi

[

Motorcycle

(1

Rental
Bicycle Car

[ 1 {1
[ [
[ 1 [ 1
(1 1
(1 [
[ 1 [
(O [ 1
L1 {1
(1 (1
[ (|
{1 (1

vL



3. We would like to know what methods of transportation you use for each of the trip purposes listed below. Please check all methods
that you use during a year for each purpose that you have for different réasons for travel in Jacksonville. If you use more than one
mcthod be sure to check all methods that you use. Remember, we would like to know whether you use any of these methods during

a year.
Express/
Does Not Drive/Ride Commuter Regular

Apply Drive with Family Carpool/ Bus Bus

To Me Alone Member Vanpool Service Service Taxi Motorcycle
Work {1 (1 [ (1 [ 1 [ 1] [1 (D
Education {1 (1 (] (1 {1 [ 1 [ 1 (1
Shopping (non-food) [ 1 [ ) [ ] [ 1 [ 1] [ 1 [ [ ]
Shopping (grocery) {1 [ ] {1 [ ] [ 1 [ 1] [ ] [ 1
Visit with friends, relatives [ 1 [ ] [ 1 [ 1 [ (1 (O {1
Entertainment { ) [ 1] [ 1 (.1 [ 1 [ 1] [ 1 (1
Personal business {1 [1 [ 1 [ 1 [ ] [ 1 (1 [ 1
Medical trips [ 1 [ 1 [ 3 {1 [ 1 (1 [ 1 [ 1
Deliver/ickup children [ 1 [ 1 [ 1] [ 1] [ 1] [ 1} { 1] { 1]
A:iend religious functions {1 { ] [ 1 [ 1 [ 1] [ 1 [ ) [ ]
Other (Please list)

(1 [ 1] (1 [ 1 [ ] [ 1] [ 1] I

10
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4. Listed below are methods of transportation that people use for travel in the Jacksonville area. Please count the number of trips for
which you use each method on each typical weekday. (By trip we mean a reund trdp from your home to your destination and back
home again). Then, write In this nember for each weekday showing the number of trips on which you use each transportation method.

Not taken on &
weekly basis or
not taken at all

Drive alone (G|
Drive/Ride with Family Member { ]
Carpool/Vanpool (1
Express/Commuter Bus Service { 1
Regular Bus Service [ 1
Taxi [ 1
Motorcycle [ |
Bicycle ( ]
Walking [ )
Rental Car [ 1

11 r

1

Monday Tuesday Wednesday Thursday

Friday
[ 1
[
I 1
(t 1
[ 1
(O |
[ 1
[ 1
[ 1]
[ 1

Saturday
{ 1
(1
[ 1
[ 1
[ 1
{1
[ 1
(1
[ 1]
(1

Sunday
[ 1
[ 1
[ 1
[ 1
[ 1
[ 1
[ 1
[ 1
[ 1
[ 1

9L



SINCE THIS QUESTIONNAIRE IS QUITE LONG,
WE SUGGEST THAT YOU REST AT THIS POINT.

Please rest for a few minutes and return when you feel refreshed. Thank you for your cooperation. Your help is essential for the
success of the project.

1ll. TRANSPORTATION ATTITUDES AND ACTIVITIES

We have listed a number of statements that people have made about travel and use of transportation in the Jacksonville area. We
would like to know your opinion concerning each statement. Please check the category that best shows how much you personally agree
or disagree with each statement. For example, if you strongly agree with the first statement below, '‘Imake fewer non-work trips in the
Jacksonville area than I used to’’ then you would check the ‘‘strongly agree’’ category; or if you strongly disagree, you would check
the *‘strongly disagree’’ category; and so forth. If you do not think a statement applies to you, check the ‘‘Does not apply to me”
category at the far right.

Strongly  Slightly Slightly Strongly Does not apply
Agree Agree Neutral Disagree Disagree to me
1. I make fewer non-work trips in the Jacksonville area than I used to. [ ] {1 (1 [ 1 [ ] (1
2. My ways of getting to and from work have not changed in years. [ 1} [ | { 1 [ 1 [ 1 [ 1
3. Getting from one place to another in the Jacksonville area is a major
problem for me. [ 1 [ [ [} [ 1 {1
4. 1 like to ride on city buses. [ 1 [ 1 [ ] [ ] [ (]
S. We need better bus service more than we need better highways. [ 1} [ 1} [ 1 { 1 [ 1 [ 1
6. The high price of gasoline has caused me to drive my car much less
frequently. [ 1 [ 1 [ 1 {1 { ] [ 1
7. Everyone pays for bus service through taxes, therefore, everyone should use
R iy #d ©1 A% 13 [
8. Carpooling is an effective means of conserving gasoline and reducing the
cost of transportation. [ ) I ) [ [ ] [ ] [ 1]
9. Public transportation is fine for some people but not for me. [ ] [ 1 [ 1 [ 1 [ ) [ 1
10. Riders’ fares provide all the financial support needed to operate
Jacksonville’s bus service. [ 1 {1 [ 1] (1 [ 1 [ 1
11. Traveling by public transportationis more relaxing than driving my car. [ 1 I il [ 1} [ 1] [ [ 1
12. Carpooling does not appeal to me. [ 1] [ 1 (G [ 1] [ 1] i ]
13. 1 couldn’t manage without my car. [ 1 (1 {1 [ 1 [ 1 [ 1
14. 1 fully understand Jacksonville’s bus schedules and fares. (1 [} [ ] [ ] [ ] [ )
15. 1 generally do not enjoy driving a car. [ 1 [ 1] [ 1] [ 1 [ 1 [ 1

12
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16. I would not like to ride with the type of people who typically use public

17.
18.

19.
20.

21.

22.

24.

26.

27

28.

29.
30.

31.

32.
33.

transportation.

I do not travel within the Jacksonville area on a regular basis each week.
Parking is an annoying problem at the place where I work.

My friends judge people by the type of car they drive.

I would rather my fellow workers see me arrive at work by car than by
public transportation.

I often share a ride to work with a friend.

On the way to or from work [ often stop to shop and do errands.

. Today in most families two cars are a necessity not a luxury.

With the higher automobile insurance rates, I plan to make greater use of
public transportation.

. Although mass transit would be a good way of conserving energy, I really

cannot use it since it is very inconvenient.

Someone should take measures to discourage people from using autos in
downtown areas of cities.

My own car provides the cheapest transportation 1 can buy.
| enjoy staying at home as much as possible.

I frequently go to parties and other social activities away from home.

I enjoy shopping in stores very much.

I am highly involved in non-business organization activitics that take me
away from home.

The people I most frequently socialize with live in my neighborhood.
1 do not like to walk.

13

Strongly
Agree
{1
[1
[ 1
(1
[ ]
(1]
[ 1
(1
[ 1
[ 1
[}
[ 1
[
[ 1
{. J
[ 1]
('
(1

Slightly
Agree
[1
[
[ 1]
(1
{1
{1
(1
[1
{1
{1
[
[ 1
[1
1
(1
[1
[ 1
(O

Neutral
[ 1
[1]
(1
{1
[ ]
[
[
[ 1
[ 1]
[ 1
[ 1
[ 1
[
(]
L 1
[}
|
[ 1

Slightly
Disagree
[

[ 1]

E ]

[ 1
[ 1
S
[ 1
[ 1
(G
[}

[ 1
[ 1
{1
[ 1]
|
[ 1
{1
[ 1

Strongly
Disagree
[ 1
|
[ 1]
(1
[
1]
(O
[
(1
]
(1
{1
{1
[ ]

[ 1
(U
[ 1]
[1

Does not apply

to me
Ll
[ 1]
{1
[ 1]
{1
{1
[ 1
[+]
(1
[ 1
[ 1
1
[ 1
[ 1
3
[ 1]
{3
I 43



34.

35.
36.

37.

38.

39.

41.

42.
43.

4S.

46.

47.

48.

49.

I frequently participate in sports (tennis, golf, etc.) that are played away
from home.

I seldom attend sporting events as a spectator.
1 enjoy sightseeing as often as I can.

Children in our house are involved in activities that require travel to other
parts of Jacksonville.

I do not mind my children riding on public buses without being accompanied
by an adult.

I really enjoy riding with other people I know when I travel within the
Jacksonville area.

. 1 would never use public transportation more frequently than I do now no

matter how much the service improved.

Only the really poor people in Jacksonville use the buses.

1 frequently worry about having an accident while driving or riding in a car.

1 don’t mind being restricted to fixed times and schedules for my travel
within the Jacksonville area.

. 1 thoroughly enjoy being with other people.

I do not like to ride in the same vehicle with people 1 do not know.

It is dangerous to stand at a bus stop while waiting for a bus.

1 like to get away from my home frequently for entertainment activities.

I do a lot of traveling within the Jacksonville area as part of my job.

1 dislike having to chauffeur my children to and from activities in which they
are involved away from home.

14

Strongly

Agree
(1
[ 1
[ 1
[}
[ 7
{3
[ 1
[ 1
(1
[ 1
I 4
[ ]
[ O
(1
{1
{1

Slightly
Agree
¢
(1
[
(1
(1
[ 1
(1
1
[ ]
[ 1
[ 1
[ ]
(|
[ ]
{1
[ 1

Neutral
[ 1]
[ 1
[1
[ 1
[1
[ 1
(1
[ 1
[1
[ 1
[
(1
(1
i1
{1
[ 1

Slightl

Di;iglgre{:
[1
[ ]
1
[ 1
[ 1
[ ]
[ 1
[ 1
[
i
&
L1
[ 1
[
[ 1
[ 1

Strongly
Disagree
L1
(1
[ 1]
(1
[ 1]
{1
k3
[ ]
L1
[ 1
[
(1
1
(1
[ ]

[ ]

Does not apply

to me
(O
(1
(1
{1
[ ]
[
t 1
(1
[ 1
G
]
(1
L 31
[
(|
(]
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50. When you want to go somewhere in the Jacksonville area other than golng to work, how Influentlal is each of the factors listed
below in making up your mind on whether or not you will take the trip?

lnlé[j:gttt:t);al Influential 1%&2&1 Conggtered

Availability of auto [ 1 [ [ (1
Availability of baby sitter [ ] [ 1 [ 1 g
Time of day [ 1 {1 3 [ 1
Safety from crime [ 1] [ ) | [ 1
Urgency of trip L 3 [ 1] (1 {1
Time to reach destination [ 1 [ I 1] {1
Distance to destination [ 1 [ [ [1
Amount of traffic congestion I' 1} [ 1 [ 1 (1
Availability of parking (1 [ 1 (1 (O
Weather conditions [ Ll [] [ 1
Cost of making the trip () [ 1] [ 1 [
Other (Please list)

[ {1 (] [ ]

15
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51. If you were going to choose between two or more methods of transportation for your mest frequently taken trip other than work,
how important are the following Items. For cxample, if a short time spent traveling in the vehicle is not important to you when
considering what method of transportation to use for your most frequently taken trip other than work, you would check the box
under *‘not important.”” Do not answer this question with only one particular method of transportation in mind. Imagine that you

have several alternatives and are trying to choose the one that is best for you.

Only
Very Slightly Not
Important _  Important Important Important
A short time spent traveling in the vehicle. [ ] [ ] [ 1] [ )
A short time spent waiting to use the vehicle. [ 1 [ 1 [ ] [ 1]
Arriving at your destination when planned. I [ ) [ ) [
Adequate space near your seat for storing your packages while traveling. [ 1 [ 1 [ 1 [ 1
A stylish vehicle exterior design. [ 1 [ ] [ 1 [ ]
Small variation in travel time from one day to the next. [ 1 [ 1 I 1 [ ]
Phones available in public places used to call for service. [ 1] [ 1] [ 1] [ ]
Personal security from crime. | £ 1 {1 | |
Adequate protection from the weather while waiting to use the vehicle. 3 [ 1 I 1] i 1
Being able to ride in privacy. [ 1 [ ] { 1 L )
A low cost for the trip. [ 1 [ 1 [ ] |
Being able to make a trip without changing vehicles. [ ] [ ] {1 [ 1]
Short time spent getting to the vehicle. [ 1 [ ] [ | [ 1
Being able to select the time you can use the vehicle. [ 1] [ 1 [ ] [ ]
A vehicle whose size and appearance do not detract from the character of the
neighborhood through which it travels. i ] [ 1 [ ) [ 1]
Ease of entry and exit from the vehicle. I 1 (. | 1 1 .
Little chance of meeting with people who make you feel insecure or
uncomfortable. [V [ 1 () )
Being able to take a direct route, with few turns and detours. [1 1 [ ) L 1 [ 1
Being able to take routes which are pleasant or scenic. [ 1 | | | | [ 1]
Convenient method of paying for the cost of the trip. 1 ] [ ] {1
The assurance of getting a seat. i 1 [ 1 [ 1 (]
Being able to talk to and ask questions of system representatives when desired. [ ] [ 1 [ ) [ 1}
Being able to go to more than one destination on the same trip. S [ 1 [ 1] [ 3
Service is available throughout the day. [ | (1 (]
Adequate room between you and others in the vehicle. [ 1] g ] [ ] [ 1
16
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52. (Answer this question only if you travel to work.)
If you were going to choose between two or more methods of transportation to go 7O AND FROM WORK, HOW IMPORTANT
ARE THE FOLLOWING ITEMS. For example, if a short time spent traveling in the vehicle is not important to you when
considering what method of transportation to use FOR WORK, you would CHECK THE BOX under *‘not important.”” Do not
answer this question with only one particular method of transportation in mind. Imagine that you have several alternatives and are
trying to choose the one that is best for you.

Only
Very Slightly Not
Important Important Important Important
A short time spent traveling in the vehicle. I 3 t 3 [ ] (]
A short time spent waiting to use the vehicle. [ 1 [ ] [ 1] [ 1
Arriving at your destination when planned. [ [ L1 (1
Adequate space near your seat for storing your packages while traveling. [ ) | G | { 1 §
A stylish vehicle exterior design. [ 1 [ 1 (1 [ 1
Small variation in travel time from one day to the next. 1 [ 1 [ 1] [ ]
Phones available in public places used to call for service. [ 1 [ 1 [ 1 |
Personal security from crime. [ | I (1 I 3
Adequate protection from the weather while waiting to use the vehicle. i 3 | [ [ ]
Being able to ride in privacy. | £ 3 { 1 [
A low cost for the trip. [ 1 ] [ 3 £ 1
Being able to make a trip without changing vehicles. [ | { 2 S | £ 19
Short time spent getting to the vehicle. [ 1 [ 1] [ 1] [ 13
Eeing able to select the time you can use the vehicle. [ 1] I 3 A [ ]
A velicle whose size and appearance do not detract from the character of the
neighborheod through which it travels. t 3 [ 1 [ ] [ 1
Ease of eatrv and exit from the vehicle. 1] (] 1] [ ]
Little chance of meeting with people who make you feel insecure or
uncomfortal:le. [ [ 1 (1 [
Being able !0 take a direct route, with few turns and detours. [ 1 [ ) t 3 [ 1
Being able to take routes which are pleasant or scenic. [ 0} [ ) [ 1 . |
Convenient method of paying for the cost of the trip. 1 1 4 [ [
The assurance of getting a seat. [ [ 1] { 1
Being able to talk to and ask questions of system representatives when desired. [ ] [ 1 { 1 i 3
Eeing able to go to more than one destination on the same trip. [ L 4 [ 1 [ ]
Service is available throughout the day. {1 - | I il o
Adequate room between you and others in the vehicle. [ [ ] [ 1 [ ]
17
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53. Below are statements that have been used to describe kinds of transportation within the Jacksonville area. Please read each
statement and then circle the number that best Indicates how much you agree or disagree with that statement as a description of
car, bus, and then again for carpool or vanpool travel on the trip you take most frequently. Please give your opinlon for each
method of transporiation whether or not you actuslly use that vehicle.

For example, the first statement below is ‘'l only have to spend a short time in the vehicle while traveling.’’ First, think of the
vehicle as ‘‘a car’’ that you are driving alone or riding with a family member and indicate the extent to which you agree or
disagree with the statement. If you ‘‘strongly agree’’ that you only have to spend a short time in a car while traveling, you would
circle the number ‘‘1’. Then, think of the vehicle as ‘‘a bus’’ and indicate the extent to which you agree or disagree with the
same statement. Finally, think of the vehicle as a car or van that you are sharing with other people in a car/vanpool and again
indicate the extent to which you agree or disagree with the same statement, *‘I only have to spend a short time in the vehicle
while traveling.”’

. Neither
Strongly Slightly Agree Slightly Strongly
Agree Agree Nor Disagree Disagree Disagree
I only have to spend a short time in the vehicle while traveling.
Car 1 2 3 4 5
Bus 1 2 3 4 5
Carpool/Vanpool 1 2 3 ) 5
I only have to spend a short time waiting to use the vehicle.
Car 1 2 3 4 5
Bus 1 2 3 4 5
Carpool/Vanpool 1 2 3 4 5
When [ use this vehicle, 1 am very likely to arrive at my destination on
time.
Car 1 2 3 4 S
Bus 1 2 3 4 5
Carpool/Vanpool 1 2 3 4 5

Continued on Next Page
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When using this vehicle, I have adequate space for storing packages.
Car

Bus
Carpool/Vanpool

This transportation method provides a low cost for trip.
Car

Bus
Carpool/Vanpool

Using this transportation method requires no vehicle changes.
Car

Bus
Carpool/Vanpool

1 only have to spend a short time in getting to the vehicle when I need
to use it.

Car

Bus

Carpool/Vanpool

I have great assurance of getting a seat.
Car

Bus

Carpool/Vanpool

There is adequate ability to communicate with system representative
when desired.

Car

Bus

Carpool/Vanpool

19

Strongly
Agree

Slightly
Agree

Neither
Agree
Nor Disagree

Slighsly
Disagree

4
4

Stirongly
Disagree

5
5

Continued on Next Page
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It is very easy to go to more than one destination on the same trip.
Car

Bus

Carpool/Vanpool

By using this vehicle, there is little chance of meeting people who make
me feel insecure or uncomfortable.
Car

Bus
Carpool/Vanpool

When using this vehicle I am able to take a direct route with few turns
and detours.
Car

Bus
Carpool/Vanpool

When using this vehicle I am able to take routes which are pleasant or
scenic.
Car

Bus
Carpool/Vanpool

This transportation method provides a convenient methoed of paying for
the cost of the trip.

Car

Bus

Carpool/Vanpool
There is usually only a small variation in travel time from one day to
another.

Car

Bus

Carpool/Vanpool

20

Strongly
Agree

Slightly
Agree

Neither
Agree
Nor Disagree

Slightly
Disagree

4

4

Strongly
Disagree

5

5

Continued on Next Page
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Riding in this transportation method provides me with high personal
safety from crime.
Car

Bus
Carpool/Vanpool

I usually would have adequate weather protection while waiting to use
the vehicle.

Car

Bus

Carpool/Vanpool

This transportation method provides adequate privacy when traveling.
Car

Bus
Carpool/Vanpool

Vehicle typically has a stylish exterior design.
Car

Bus

Carpool/Vanpool
1 am able to select the time I want to go on a trip when using this
method.

Car

Bus

Carpool/Vanpool
I know that if I wanted to use this method, service would be available
throughout the day.

Car

Bus

Carpool/Vanpool
21

Strongly
Agree

Slightly
Agree

Neither

Agree
Nor Disagree

Slightly
Disagree

4
&
4

Strongly

Disagree

5

5
5

Continued on Next Page
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The vehicle used in this method of transportation has a size and

appearance that will not detract from the character of the neighborhood
through which it travels.

Car

Bus

Carpool/Vanpool

I find it very easy to get in and get out of this vehicle.
Car

Bus
Carpool/Vanpool

There is adequate room between me and others riding in this vehicle.
Car

Bus

Carpool/Vanpool

22

Strongly
Agree

Slightly
Agree

Neither
Agree
Nor Disagree

Slightly
Disagree

Strongly

Disagree

W5
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54. Please check the time categories (check all that apply) that show when you do not have access to a car for your personal use.

1 always have access to a car for my personal use (if you check here, go on to question 55).

or

69 a.m. 9-11 am.  11-2 p.m. 24 pm. 47 pm. 7-12 p.m. 126 a.m.
Monday [ ) [ () (1 (1 [ [ ]
Tuesday [ 1 [ ) [ [ [} [ [ ]
Wednesday [ [ ] (1 [ [ [ 1 [
Thursday [ [ 1 [ 1 [ ] () [ ) [ 1]
Friday (I [ ] [ [} [ [ {9
Saturday [ [ ] [ [ [ [ [ 1]
Sunday [ [ [ ] [ (] [ [}

55. How well do you feel the cost of each of the following methods of transpartation compares to the cost of driving your personal car
for the same trip. Remember we are interested in your opinions concerning these costs.

Dt e i Con;j;‘f;;ably Mosle;:;ely sggggy Aﬁlb‘:».m sriglsngy Mogzrsztely Consggssrably
Expensive  Expensive  Expensive Same  Expensive  Expensive  Expensive
than a . ..
Carpool (1 1] [ 1 i1 (] {1 [ ]
Vanpool [ 1 [ 1 [ U | (1] {i+1
Express/Commuter Bus Service [ 1 I J [ ] (1 [ 1] [ 1 [
Regular Bus Service (. (] (] [ [ [ [ i
Taxi (1] [ ] [ 1] (] (1] (1 (1]
Motorcycle (1 [ (1 (] (] [ [
Bicycle {1 (1 [1 (1] [ ) (] i1
23
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56. Pleasc check the category that best expresses how famillar you are with each of the methods of transportation in the Jacksonville area.

I don’t know anything

I know a lot about it 1 know something about it about it
Express/commuter bus [ ) (1 (1
Regular bus {1 [ 1 [ 1]
Carpool [ 1 [ ) [
Vanpool [ 1 [ 1 1
Taxi [ 1 [ 1 ’ [ 1
IV. CLASSIFICATION
1. Your sex is: - Male —— Female
2. What is your marital status? —_ Single —_— Married —— Separated —— Divorced —— Widowed
3. How many persons are currently residing in your household? —1 —2 __ 3 __4 __5 6 or more

4. If you have children residing with you in your household, please circle the number in each age group.
Under 10 years 0 1 2 3 4 or more
10-14 years 0 1 2 3 4 or more
1S years or older 0 1 2 3 4 or more

S. Indicate in each blank below the number of family members in your household who are paid to work more than 30 hours per week.

— Male Wage Earner(s) Female Wage Earner(s)

6. What is your occupation?

student ——— salesperson —— skilled/semi-skilled ————— manager/proprietor
housewife ——— machine or vehicle operator —— clerical/office worker retired (omit questions 7 & 8)
military —  professional/technical ———— service worker ————— other (please specify):

7. Are you the major wage earner in your household? Yes No

8. Write in the number of days per week you work outside your home.

24
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9. How long have you lived in the Jacksonville area?

Less than 2 years ——— 5-7 years
8-10 years

more than 10 years

2-4 years

10. What was your age on your last birthday?

11.

12.

13.

14.

15.

16.

17.
18.

20.

Under 20 25-29 35-39 50-59
20-24 30-34 40-49 — 60 and over
What was the last grade you completed in school?
0-8 -high school graduate —— college graduate
1-3 years high school 1-3 years college ____ more than 4 years college

Please indicate your total family income before taxes last year.
— $0-4,999 —— $10,000-14,999 ————— $20,000-24,999 ——— More than $30,000
$5,000-9,999 —— $15,000-19,999 ——— $25,000-29,999
How many vehicles in operating condition are regularly available to you within your household?
Three Four or more

None One —— Two

Please write in your name, address and telephone number. Please understand that statistical analyses will be made upon the total
group interviewed, and that no information concerning a private individual will be released.

Name Address Telephone number

The responses to the following question will be used to determine if the respondents included in this study are representative of
the overall Jacksonville population. While we feel this information would be very helpful in determining if the results of this study
can be generalized, if you feel that this question is irrelevant or offensive, please leave it blank.

Please indicate your race by placing a check in the appropriate blank.

—— White/Caucasian Black/ Afro-American Other (pl specify)

-Do you have a driver’s license? Yes No

How many other licensed drivers are in your household?

Do you have a physical handicap that you believe would prevent you from using public transportation services? Yes

. Do you require an automobile to perform your job? Yes No

In what type of dwelling do you reside?

Trailer

House, owned —_ Apartment (less than 10 units per building)

House, rented Apartment (10 or more units per building)

25
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APPENDIX D
HARRIS CLUSTER ANALYSIS

Variables
I S T e ST
INPUT 1
Observations 2
(e.g. subjects) : VAR matrix
NM
Options:

1) standardize variables (IS)?
2) weight each variable (SC)?
3) maximum # of groups (NP)?

Assign all observatiomns to

v
Group I

ALGORITHM

a) split observations into 2 groups
based on variable with largest
variable

split on mean of this variable

Group I

a) select group with largest

variable (Ivariable variances

e.g. say Group II)

within this group, select vari-
able displaying largest variance
c) split on mean of this

variable

d) examine remaining groups
(here it is Group I) and
possibly reassign observa-
tion to satisfy a minimum
within Group SS5Q criteria.

~

L

repeat up to # groups specified (NP)

S Print - (1) subject group # at each level of partitioning, (2) means +
OUTPUT variances for each variable for each group, (3) group members, (4)
univariate F-tests for each variable, (5) LAMBDA summarv measure of
within/total Group SSQ at each level of partitioning, and (6) plot of

LAMBDA vs # groups.
Punch - (1) group centroids, and (2) subject group members (optional)

16



APPENDIX E

PUBLIC TRANSPORTATION ATTITUDE QUESTIONNAIRE, JACKSONVILLE, FLA.

SCREENING QUESTIONS

1. Are you 15 years of age or older? Yes No

2. Do you travel away from your home to some other area of Jacksonville
that is more than three blocks away one or more times per week?

Yes No

3. Do you have access to an automobile (either as a driver or a rider)
for at least half of these trips?

Yes No

To qualify as a respondent, a person must answer yes to all three questions.

6



PART I: TRANSPORTATION ATTITUDES AND ACTIVITIES

We have listed a number of statements that peoplé have made about travel in the Jacksonville area. We would
like to know your opinion concerning each statement. Please check the category that best shows how much you
personally agree or disagree with each statement.

For example, if you strongly agree with the first statement below, 'getting from one place to another in Jackson-
ville is a problem for me," then you would check the "strongly agree' category; or if you disagree, you would
check the "disagree" category, and so forth.

If you do not think a statement applies to you, check the "does not apply" category at the far right.

Neither
Strongly Agree Nor Strongly Does Not
Agree Agree Disagree Disagree Disagree Apply
1. Getting from one place to
another in Jacksonville is
a problem for me. C ) «c ) « ) « ) « ) «C )
24 I could not manage without
my car. « ) ¢ > € ) ¢ 2 C ) « )
3% Carpooling does not appeal to
me. «c )y )y O ) ¢ ¥ € 2 ¢
4, I like to ride on city buses. « ) « ) « ) « ) ( ) « )
S I fully understand Jackson-
ville's bus schedules and
fares. . ¥ <€ ¥ K ) « ) ( ? ¢ 2
6. Public tranmsportation is fine
for some people, but not for me. ( ) ( ) ( ) ( ) ( ) ( )
73 I do not travel within the
Jacksonville area on a regular
basis each week. ( ) ( ) ( ) ( ) ( ) ( )

£6



10.

11z

12.

13.

14.

Although public transportation would
be a good way of conserving

energy, I really cannot use it

since it is very inconvenient.

I would never use public trans-
portation more frequently than
I do now, no matter how much
the service improved.

I don't mind being restricted
to fixed times and schedules
for my travel within the Jack-
sonville area.

I do not like to ride in the
same vehicle with people I do
not know.

It is dangerous to stand at
a bus stop while waiting for
a bus.

Traveling by public transpor-
tation is more relaxing than
driving my car.

With the higher automobile:
insurance rates, I plan to
make greater use of public
transportation.

Neither

Strongly Agree Nor Strongly

Agree Agree Disagree Disagree Disagree
« ) « ) ¢ ) £ 3 { )
« ) « ) « ) (¢ 3 ¢ )
« ) « ) ¢ ) { 37 { )
¢ ) « ) ¢ ) « ) «C )
¢ ) « ) « ) ¢ ) « )
¢ ) ¢ ) « ) ¢ ) { 3
¢ ) « ) « ) ¢ ) « )

Does Not
_Apply



15.

16.

17.

Neither
Strongly Agree Nor Strongly
Agree Agree Disagree Disagree Disagree

We need better bus service
more than we need better
highways. « ) « ) « « ) « )
Everyone's taxes help sup-
port public transportation,
therefore everyone should
use it. « ) « ) « ) « ) « )

If you do not work outside your home, check here[::]and skip to question 18.

Does Not
Apply

Listed below are many different ways people travel to work. First, pleaselgizgzé)the one way you usually go

to work.

Then, suppose for some reason you could NOT use this method. How likely would you be to use each of the other

methods of traveling to work in Jacksonville?

Neither Likely

Very Likely Somewhat Likely - nor Unlikely Somewhat Unlikely Very Unlikely

Drive Alone « ) « ) ¢ 3 ¢ )
Drive/Ride with Family Member «C ) « ) « ) ¢ )
Carpool « ) « ) « «C )
Vanpool « ) « ) « ) « )
Express Bus « ) « ) « ) « )
Regular Bus ¢ ) « ) « ) « )
Taxi « ) « ) « ) « )
Walk ¢ ) «C ) { 7 « )
Motorcycle « ) « ) « ) « )
Bicycle ¢ ) « ) « ) « )
Rental Car « ) ¢ ¢ ) «C )

(
(

)
)
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18. Again, we have listed below the many different ways people travel.

This time we would like you to think about the way you travel in Jacksonville for trips other than to work
(nonwork trips). First, @ the one way you usually travel on a nonwork trip.

Then, suppose for some reason you could NOT use this method. How likely would you be to use each of the

other methods of traveling on a nonwork trip in Jacksonville?

Neither Likely
Very Likely Somewhat Likely nor Unlikely Somewhat Unlikely Very Unlikely

Drive Alone ¢ ) ¢ 3 «C ) « D « )
Drive/Ride with Family Member « ) « ) C ) « ) ¢ )
Carpool «C ) Y (G « ) « )
Vanpool « ) « ) « ) « ) « )
Express Bus «C ) « ) ¢ ) « ) « )
Regular Bus t 3 « ) ¢ ) « ) « )
Taxi « ) (G « ) ¢ ) «C )
Walk «C ) « ) « ) t ) « )
Motorcycle « ) « ) «C ) « ) ¢ )
Bicycle « ) ¢ 3 « ) « ) ¢ )

Rental Car « ) ¢ « ) « ) « )



PART II: TRIP DESTINATIONS

If you do not work outside your home, skip questions 1 through 4 and go to question 5. If you do work outside
your home, we would like to know where you typically go in the Jacksonville area.

Please write in the name and address of your primary place of work:

Name

Address

If you work a second job, please write the name and address of this locdtion also:

Name

Address

Please write in the number of round trips per week you take to and from each job location.
Primary job location - weekly round trips
Second job location - weekly round trips

What time of day do you normally leave home to go to work?

What time of day do you normally leave work to come home?

If you do not attend school as a student, skip questions 5 and 6 and go to question 7. If you do attend school,
we would like to know where you typically go in the Jacksonville area.

Please write in the name and address of your school:

Name

Address

Please write in the number of round trips per week you take to and from each school location.

Weekly round trips



We would like to know how frequently you make round trips for the purpose of shopping for food, other shopping
activities, and delivering and/or picking up children. DURING A TYPICAL WEEK how many round trips dc you take to
the following locations for each of the three listed purposes?

NUMBER OF ROUND TRIPS PER WEEK

Does Not Orange Other Inside Other Outside
Trip Purpose Apply ..or.. Downtown Regency Normandy Park Roosevelt Neighborhood Neighborhood
Shopping (food) ( )
Shopping (non-
food) ( )
Deliver/Pick Up
Children ( )

We would like to know how frequently you go out for Entertainment, Personal Business, Medical Visits and
Religious Activities. Please write in the Number of Round Trips you take DURING AN AVERAGE MONTH.

NUMBER OF ROUND TRIPS PER MONTH

Does Not Other Inside Other Outside
Trip Purpose _Apply .+.0r... Downtown Shopping Center Neighborhood Neighborhood
Entertainment
(visiting friends,
dining out, movies,
etc.) ( ) = SR
Personal Business
(banking, legal, etc.) ( )
Medical Trips ( )
Religious Trips ( )
Are there any other trips which you routinely take more than four times a month? No, Yes, If yes,

please list below;

Trip Purpose:

How Of ten:
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PART III: TRANSPORTATION USAGE

We would like to know the methods of transportation that you normally use when traveling in Jacksonville.
Please indicate the method you use most by placing a "1" next to that type of transportation, a "2" next

to that type you use 2nd most, a "3" next to that type used 3rd most, and so on. Be sure to place a rank
in the blanks for all methods you actually use. Do NOT rank any method you do not use.

YOUR RANKINGS:

Drive alone _____ Regular bus service
______ Drive/ride with family member ___ Taxi
______ Drive/ride with a friend _____Motorcycle
______ Carpool/vanpool ____ Bicycle
_____ Express/commuter bus service _____ Rental car

If a public transportation service were designed for you to use on your most frequently taken trip purpose,
there are many alternative types of service that could be offered. We would like to know your preferences
for each of these alternatives. Please write in your most frequent trip purpose:

A. One set of alternatives concerns the Routes that a vehicle will travel; this determines how easy it is for
you to get on a vehicle close to your starting point and to get off at your destination. Below you will
find descriptions of Routing Alternatives that could be made available to you. Please read each description

very carefully before giving your preference. Try to visualize actually using a service with these
characteristics.

Alternative 1: This public transportation vehicle will travel along a pre-established route on a major

street in your neighborhood. To use it, you must walk a few blocks to the street and wait
for the vehicle. You would wait at a corner where the vehicle makes a stop.

The vehicle would pick you up and take you to a stop nearest to your destination. You would
then walk to your destination.

To return home you would walk to the nearest transportation stop and wait for the vehicle. It
would take you to a stop nearest your home. You would then walk home.

Now, please indicate your preference for this alternative by checking (V) the appropriate
box below:

( ) I definitely would not use a service if it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service if it had these characteristics.

PN N
N N’ Nt Nt
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Alternative 2: This public transportation vehicle will travel along a pre-established route on a major
street in your neighborhood. To use it you can either walk a few blocks to the street and
wait for the vehicle anywhere along the street; or you can telephone the transportation
company office to request front door service and wait for a vehicle to come to your home.

It will take you to your destination as long as your destination is within a few blocks
of the pre-established route.

To return home you can walk to the nearest street on which the vehicle travels and wait to
be picked up, or you can telephone the transportation company office and request to be picked
up where you are. The vehicle will then take you home.

Please indicate your preference for this alternative by checking (¥) the appropriate
box below:

I definitely would not use a service 1f it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service 1f it had these characteristics.

NN NN
Nt N N Nt

Alternative 3: This public transportation vehicle will make regular stops at predetermined places such as
shopping centers, schools, industrial plants, parks, etc. but does not always travel on the
same streets between these stops.

To use the service you telephone the transportation company office to be picked up at
your door. Shortly after your call, the vehicle will pick you up and take you to your
destination as long as it is one of these predetermined places.

To return home you would get on the vehicle at one of its regular stops.

Please indicate your preference for this alternative by checking
(V) the appropriate box below:

I definitely would not use a service 1f it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service if it had these characteristics.

NN NN N
N’ S N Nt Nt
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Alternative 4:

Alternative 5:

This public transportation vehicle does not make regular stops. Destinations are

specific predetermined places such as shopping centers, schools, industrial plants,
parks, etc.

To use the service, you telephone the transportation company office to ask to be picked
up at your front door. Shortly after your call, the vehicle will pick you up and take
you to your destination as long as it is one of these predetermined places.

To return home you would telephone the transportation company office to ask to be picked
up where you are.

Please indicate your preference for this alternative by checking )
the appropriate box below:

I definitely would not use a service if it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service 1f it had these characteristics.

PN SN N NN
N N N N N

This public transportation vehicle does not make regular stops, but it serves all destinations
within a,20 minute drive of your home.

To use the service, you telephone the transportation company office to ask to be picked up
at your door. Shortly after your call, the vehicle will pick you up and take you anywhere
you want to go within 20 minutes of your home.

To return home you would telephone the transportation company office to ask to be picked up
where you are.

Please indicate your preference for this alternative by checking (V)
the appropriate box below:

I definitely would not use a service if it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service if it had these characteristics.

NN NN
N N N N Nt
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10

Another set of alternatives concerns the Scheduling that a vehicle will follow. Scheduling describes the
time at which vehicles will pick people up and drop them off. Below are descriptions of scheduling
alternatives that could be made available to you.

Alternative 1:

Alternative 2:

This vehicle will pick up and deliver passengers at regularly scheduled times. To
use the service you would find out the vehicle's schedule and then wait for 1t to pick you
up at its regularly scheduled time.

Please indicate your preference for this alternative by checking (Y) the appropriate box
below:

I definitely would not use a service if it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service 1f it had these characteristics.

This vehicle will pick up and deliver passengers at regular scheduled times, but the
passengers help determine the schedule. To use the service you would wait for the vehicle
to pick you up at its regularly scheduled time.

To change the schedule you would notify the driver of your suggested change. The driver
would ask the other riders to agree to the change. Changes would be made if there is a
consensus of the riders.

Please indicate your preference for this alternative by checking (/) the appropriate box
below:

I definitely would not use a service if it had these characteristies.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service if it had these characteristics.

PN SN SN NN
N Nt N N
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Alternative 3:

Alternative 4:

Alternative 5:

11

This vehicle will not follow a fixed schedule. It provides frequent service along the
same street to the same predetermined places such as shopping centers, schools, industrial
plants, parks, etc.

To use the service you would walk to the street or one of these predetermined places and
wait for the next vehicle to pass. You would hail (wave or call) the vehicle to stop and
pick you up.

Please indicate your preference for this alternative by checking (V) the appropriate box below:

definitely would not use a service 1f it had these characteristics.
probably would not use a service if it had these characteristics.
might or might not use a service 1f it had these characteristics.
probably would use a service '1f it had these characteristics.
definitely would use a service if it had these characteristics.

This vehicle will not follow a fixed schedule. To use it you telephone the transportation
company office and ask to be picked up. The dispatcher will tell you when the vehicle will
be able to pick you up. You would then wailt for the vehicle.

Please indicate your preference for this alternative by checking (¥) the appropriate box below:

I definitely would not use a service if it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service if it had these characteristics.

PNSNN NN
N N N Nt N

This vehicle will not follow a fixed schedule. To use it you would telephone the transpor-
tation company office at least a day in advance to request service on a specific day
and at a specific time. On that day the vehicle would pick you up at the designated time.

Please indicate your preference for this alternative by checking (Y) the appropriate box below:

I definitely would not use a service if it had these characteristics.
I probably would not use a service if it had these characteristics.

I might or might not use a service if it had these characteristics.

I probably would use a service if it had these characteristics.

I definitely would use a service if it had these characteristics.

PNN NN N
o N N Nt N
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A final set of alternatives concerns the types of vehicles that will pick up or drop off riders. Below 1is a
list of possible vehicles that could be used. Please rank them number "1" for most preferred through

number "7" for least preferred.

Limousine (extra long automobile, similar to those used at many airports, has storage area in back
for packages, individual side doors, padded bench seats).

Van (many windows, side door as well as front door, has automobile-type padded bench seats).
Transit Bus with traditional bus bench seats.
Automobile with four-doors, trunk space for packages, padded bench seats.

Mini-Bus (holds 20 passengers instead of 40, has smaller profile, less noise to neighborhood, has
traditional bus bench seats).

Automobile with four-doors, trunk space for packages, individual contour seats.

Transit Bus with individual molded seats, wide doors, lots of seat room.

01
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PART IV: OPINIONS CONCERNING TRANSPORTATION SERVICE BENEFITS

If a new public transportation service is going to be attractive to you, it will have to have certain
benefits you want. We need to know what these benefits are. Below are several questions that will

help us better understand what you want in a transportation service. Please answer all questions com-
pletely. Some questions may look like they are repeating previous questions, but they are really getting at
different aspects of what you want in a service. So, it is important that you answer all questions as care-

fully as pcssible.

1, Listed below are several different characteristics that are typically part of a public trans-
portation service. We would like to know how desirable it is to you to have each characteristic.
Please check (/5 the box that best shows how desirable each characteristic is to you when deciding
whether to use a public transportation service. If any characteristic does not matter one way or
the other to you when you choose a method of transportation, check the '"does not matter" box at the

far right.
&
o
) &Y
0 eL,
o @
e ol
Q’Z‘ OR g;‘
eo/,g e
¢ )

)

Short waiting time prior to using the service.

Arriving at your destination at the
time you want to arrive. ( ) ( ) ( ) ( ) ( )

Being able to arrive at your destination with—
out changing vehicles. « ) « ) « ) « ) « )

Having the vehicle pick you up at a point very
close to where you are when you need the

service. ( ) ( ) ( ) ( ) ( )

Having very good protection from adverse weather
while waiting to use vehicle. « ) « ) « ) « ) « )

So1



| S

Certainty of getting a seat on the vehicle you
want to use.

Having a non-stop, direct service to your
destination.

Having the freedom to change your destination
after you are in the vehicle.

Very easy entry and exit from the vehicle.

Being able to stop at more than one destina-
tion while using the same vehicle.

Being able to stop at more than one destina-
tion without having to pay an extra or
additional fare.

Low cost for using the service relative to
using your car.

Having an uncrowded vehicle where you have
plenty of space between you and other
people.

Having a service that is available to you
whenever you want to use it throughout
the day and evening.

Having a convenient way of paying for the
service,

Being able to use the service exactly when
you are ready to ride.

| B dl
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Being able to ride directly to your destina-
tion without the vehicle taking any de-
tours off the most direct route.

Being able to get to your destination by
using the service as fast as if you
drove by yourself in a car. « ) C ) « ) « ) « )

2. We all know that a public transportation system must be designed to provide the most desirable service if you
are going to use it. We need to know how you feel about each alternative level for every service characteristic.
Please rate how desirable each level of every characteristic is to you. If having a particular level of a
characteristic would cause you not to use the service, check the box under "this level is not acceptable.”
For example, if you feel $.25 is a very desirable rate to pay for a typical shopping trip, you would check
(¥) the box below under "very desirable." Similarly, you would rate how desirable each of the other eosts is
for a typiecal shopping trip. If any cost is unacceptable to you, you would check the box under “this level
is not acceptable."

3/ o %
’5/ ":« .g? sxaORS5%
. &

Cost of a typical shopping trip g}%g cgflo Aq%:,
$ .25 one way ( ) ( ) ( ) ( ) ( ) (
$ .75 one way « ) (O « ) « ) ¢ ) (
$1.25 one way « ) ( ) « ) « ) C ) (
$2.50 one way « ) « ) « ) « ) « ) (

Chances of getting a seat on the

vehicle:

Certainty of getting a seat « ) « ) « ) « ) « ) « )
3 out of 4 chance « ) « ) ¢ ) « ) ¢ ) « )
50-50 chance « ) ¢ ) « ) (A ( ) C )
1 out of 4 chance « ) ( ) « ) C ) « ) « )

LO1
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Cost of a typical work trip:

$ .25 one way
$ .75 one way
$1.25 one way
$2.50 one way

Space between you and others on the
vehicle:

Sitting shoulder to shoulder on
the same bench type seat.
Sitting in the same bench type

seat with shoulders not touching.

Separate seat for each individual.
Separate seat for each individual

with extra leg and shoulder room.

Waiting time prior to using service:

Less than 5 minutes
5 to 10 minutes
10 to 20 minutes
20 or more minutes

Arriving at your destination:

On time

5 minutes late

5 to 10 minutes late
10 to 20 minutes late

Number of vehicle changes required to
get to your destination:

No transfers
1 transfer
2 transfers
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Time necessary to get to a point where
vehicle will pick vou up:

When walking:

Less than 5 minutes
5 to 10 minutes
10 to 20 minutes

When driving:

Less than 5 minutes
5 to 10 minutes
10 to 20 minutes

Protection from adverse weather:

Pickup area bus shelter equipped
with seating, telephone, and
lights.

Pickup area has shelter from
weather only.

Pickup area has no shelter.

Availability of service per day:

24-hour service

6 a.m. to midnight service

6 a.m. to 6 p.m. service

Selected time periods between
6 a.m. and 6 p.m.

Your control over when you use service:

Vehicle makes regular, preplanned
stops each day.

Can call for vehicle the same day
you want to use it.

Must call for vehicle the day before

you want to use it.
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Route Directness:

Nonstop to your destination

Direct to your destination with
1 or 2 stops

Direct to your destination with
more than 2 stops

Amount of travel time compared to using

your car:

Faster than by car

Same travel time as by car

One and a half times as slow as
by car

Twice as slow as by car

Three times as slow as by car

Method of payment for service:

Credit is available
Cash only, change given
Exact change required
Prepurchase of tokens

You would use a service that
leaves earlier or later than usual
from work:

30 minutes early
30- minutes late
1 hour late

Amount of time you are willing
to schedule vehicle in advance
of its picking vou up:

30 minutes
1 hour
24 hours
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PART V: PREFERENCES FOR TRANSPORTATION SERVICES

Several different transportation services could be offered within the Jacksonville area. These services can be
described by showing what combinations of benefits each one may offer you.

For example, one combination offers you a pickup area that is sheltered from weather conditions and allows you
to get to your destination without transferring to another vehicle.

Below are descriptions of possible public transportation services. We would like to know which combinations
you prefer most and which ones you prefer least. Please read each description and try to imagine yourself using
it for work, shopping, or other trips you take in the Jacksonville area.

EXAMPLE

This is an example to help you answer the questions that follow. Please work through this example with the inter-
viewer until you are sure you know how to answer similar kinds of questions. The example below illustrates how
you might rank the different combinations a transportation service might offer you. Here a service has been
described as having alternative combinations of (1) NUMBER OF VEHICLE TRANSFERS REQUIRED TO REACH YOUR DESTINATION
and (2) AVAILABILITY OF SHELTER AT THE PICKUP AREA. Each box describes a different combination. All combinations
represent a transportation service that would take you to the same place.

Suppose you most prefer having NO VEHICLE TRANSFERS and a PICKUP AREA THAT HAS A SHELTER EQUIPPED WITH SEATING,
TELEPHONE, AND LIGHT. You would place a "1" in the block representing this combination to show it is your first
choice. Next, suppose your second most preferred combination is NO TRANSFERS and a PICKUP AREA THAT INCLUDES
only SHELTER FROM THE WEATHER. You would place a '"2" in the box for that combination. You would continue in
this way until all nine combinations are ranked from 1 to 9.

YOU WOULD HAVE TO MAKE THIS MANY VEHICLE
CHANGES TO GET TO YOUR DESTINATION:

AND THIS TYPE OF SHELTER AT THE PICKUP AREA
WOULD BE AVAILABLE: No Transfers One Transfer Two Transfers

Pickup area includes a shelter equipped with
seating, telephone, and light

Pickup area includes cover from weather

A designated pickup area is available

141!
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This public transportation service is described in terms of different combinations of WAITING TIME FOR

THE VEHICLE TO ARRIVE and different ONE-WAY FARES. Place a "1" in the block that shows your most
preferred combination of WAITING TIME BEFORE PICKUP and TRIP COST; next write a "2" in the block

for your second most preferred combination, a "3" for your third choice and so on until all
nine combinations are ranked.

YOU WILL HAVE TO WAIT THIS LONG FOR
THE VEHICLE TO ARRIVE:

AND YOUR ONE-WAY FARE WOULD BE: Less Than 5 5 to 10 10 to 20 !
Minutes Minutes Minutes
§ .25
|
|
$ .75
51.25

This public transportation service is described in terms of different times it would take you
to walk to a PICKUP POINT and different ONE-WAY FARES. Place a "1" in the block that shows
your most preferred combination of TIME TO PICKUP POINTS and TRIP COSTS; next write a

"2" for your second most preferred combination, a '3" for your third choice and so on until
all 9 combinations are ranked.

YOU WILL HAVE TO WALK THIS LONG
TO ARRIVE AT YOUR PICKUP POINT

AND YOUR ONE-WAY FARE WOULD BE: Less Than 5 5 to 10 10 to 20
Minutes Minutes Minutes

$ .25

$ .75

$1.25

—
—



This public transportation service is described in terms of different combinations of ONE-WAY FARES
and RELATIVE TRAVEL TIMES it would take you to reach your destination. Place a "1" in the block that
shows your most preferred combinations of TRIP COST and TRAVEL TIME; next write a "2" for your second
most preferred combinations, a "3" for your third choice and so on until all 9 combinations are ranked.

YOUR ONE-WAY FARE WOULD BE:

AND YOUR RELATIVE TRAVEL TIME WOULD BE: §.25 $.75 $1.25

Same as by car

Twice as slow as by car

Three times as slow as by car 93

This public transportation service is described in terms of combinations of TIME TO PICKUP POINT and
TRAVEL TIME. Place a "1" in the block that shows your most preferred combination of TIME TO PICKUP and
TRAVEL TIME; next write a '"2" for your second most preferred combination, a "3" for your third

choice and so on until all 9 combinations are ranked.

YOU WOULD HAVE TO TRAVEL THIS LONG
TO ARRIVE AT A PICKUP POINT

AND YOUR RELATIVE TRAVEL TIME WOULD BE: Less Than 5 to 10 10 to 20
5 Minutes Minutes Minutes

Same as by car

Twice as slow as by car

Three times as slow as by car

14!
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This public transportation service is described in terms of combinations of WAITING TIME and TRAVEL TIME.
Place a "1" in the block that shows your most preferred combination of WAITING TIME and TRAVEL TIME; next
write a "2" for your second most preferred combination, a "3" for your third choice and so on until all 9
combinations are ranked.

YO WOULD HAVE TO WAIT THIS LCNG
FOR THE VEHICLE TO ARRIVE:

Less Than 5 to 10 10 to 20

AND YOUR RELATIVE TRAVEL TIME WOULD BE: 5 Minutes Wi e Minutes

Same as by car

Twice as slow as by car

Three times as slow as by car

This public transportation service is described in terms of combinations of TIME TO PICKUP POINT and
WAITING TIME BEFORE PICKUP. Place a "1" in the block that shows your most preferred combination of
TIME TO PICKUP POINT and WAITING TIME FOR THE VEHICLE TO ARRIVE; next write a '"2" for your second most
preferred combination, a "3" for your third choice and so on until all 9 combinations are ranked.

YOU WOULD HAVE TO WALK THIS LONG
TO ARRIVE AT YOUR PICKUP POINT:

AND YOU WOULD HAVE TO WAIT THIS LONG FOR Less Than 5 to 10 10 to 20
THE VEHICLE TO ARRIVE: 5 Minutes Minutes Minutes

Less than 5 minutes

5 to 10 minutes

10 to 20 minutes
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PART VI: CLASSIFICATION

Your sex is: Male Female
What is your marital status? Single Married Separated Divorced Widowed
How many persons are currently residing in your household? 1 2 3 4 5 6 or more

If you have children residing with you in your household, please circle the number in each age group.

Under 10 years 0 1 2 3 4 or more
10 - 14 years 0 1 2 3 4 or more
15 years or older 0 1 2 3 4 or more

Indicate in each blank below the number of family members in your household who are paid to work more than
30 hours per week.

Male Wage Earner(s) Female Wage Earner(s)

What is your occupation?

Student Salesperson Skilled/Semi-Skilled Manager/Proprietor
Housewife Machine/Vehicle Operator Clerical/Office Worker Retired (omit questions 7&8)
Military Professional/Technical Service Worker Other (please specify):

Are you the major wage earner in your household? Yes No

Write in the number of days per week you work outside your home.

How long have you lived in the Jacksonville area?

Less than 2 years __ 5-7 years ___ More than 10 years
2-4 years _____ 8-10 years
What was your age on your last birthday?
__Under 20 ___ 25-29 = 35-39 ____ 50-59
L 20-24 __ 30-346 __ 40-49 60 and over
What was the last grade you completed in school?
_______0-8 ______High School Graduate ____ College Graduate
1-3 Years High School ___1-3 Years College _____ More than 4 years College

STI
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13.

14.

15.

16.
1.7
18.

19.
20.
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Please indicate your total family income before taxes last year.
$0-4,999 _____ $10,000-14,999 ____ $20,000-24,999 ____ More than $30,000
$5,000-9,999 ____ $15,000-19,999 ___ $25,000-29,999

How many vehicles in operating condition are regularly available to you within your household?

None One Two Three Four or more

Please write in your name, address and telephon number. Please understand that statistical analyses will be
made upon the total group interviewed, and that no information concerning a private individual will be
released.

_White/Caucasian Black/Afro- American Other (please specify)

Name Address Telephone Number

The responses to the following question will be used to determine if the respondents included in this study
are representative of the overall Jacksonville population. While we feel this information would be very
helpful in determining if the results of this study can be generalized, if you feel that this question

is irrelevant or offensive, please leave it blank.

Please indicate your race by placing a check in the appropriate blank.

Do you have a driver's license? Yes No

How many other licensed drivers are in your household?

Do you have a physical handicap that you believe would prevent you from using public tramnsportation

ervices?
E Yes No

Do you require an automobile to perform your job? Yes : No

In what type of dwelling do you reside?
House, owned Apartment (less than 10 units per building) Trailer

Other (please specify):

House, rented Apartment (10 or more units per building)

Tract No.
Block No.

911



APPENDIX F

PUBLIC TRANSPORTATION CONCEPT TEST QUESTIONNAIRE

Interview Information and Instructions

The Transportation Center of The University of Tennessee and the National
Cooperative Highway Research Program have commissioned Irwin Research to
undertake this survey in Jacksonville. Basically, this survey is the last

stage of a study begun in Jacksonville nearly three years ago.

In the first two surveys conducted in Jacksonville, data was gathered on
individual preferences for different modes of transportation. We have identi-
fied a number of these people as likely users of public transportation. This
current and final survey is to test the public bus concepts among these pre-
selected individuals. The two public bus concepts are a loop system and a
grid system. This survey will not affect regular bus service, and the city of
Jacksonville and the JTA are not likely to implement either of these systems
in the near future; the purpose of this survey is to gather information about
people's attitudes toward the concepts and to demonstrate the effectiveness of

this research approach.

The loop system is simply two circular bus routes on the west side, par-
tially intersecting one another, serving Five Points, Normandy Mall, Roosevelt

Mall, all the hospitals on the west side, and various shopping areas.

The grid system is much easier to use but more difficult to describe. It
is essentially ten different routes criss-crossing the major streets on the

west side.

It is important that you be able to help the respondents understand the
grid and loop bus system concepts and how they may be used. Show the respon-
dent the location of her home on the map in the binder, trace the patch to the
nearest bus stop on the loop (or grid) system and then trace the vehicle route
to appropriate bus stops at destinations (a mall, hospital, work place etc.).
Also estimate total trip time and measure the approximate length of the route

to estimate the time it would take in travel on the bus.

The pictures in the binder may be shown to the respondent next. Accom-

panying each picture is part of the concept description text which should be

read to the respondent from your concept description card. Proceed slowly and
occasionally inquire as to understanding to be certain the concept is tho-
roughly understood.

Make sure the respondent has a clear idea how to use the loop or grid
system before proceeding with Sections A or B of the survey. Make certain the
respondent understands that these systems will not affect the current JTA bus

service in any way.

LT



Grid Concept Description

Consideration may be given to adding ten additional routes in this area
of Jacksonville--and the existing bus service would not be affected. Rather
than have all the buses going downtown, special routes would be available here
on the west side between 6:00 a.m. and 9:00 p.m., Mouday through Saturday.
The buses would travel along specific routes on major streets in this area.
The bus service could take you to get where you want to go. (Interviewer
please show respondent the route map and trace a line to a bus stop and to the
more likely destinations. Also show them the bus stop nearest their destina-

tions and the walking distance. Also estimate total trip time.)

You would wait at a corner where there is a bus stop sign. At some major
stops a bench would be available and schedules and routing information would
also be there. Since the schedule is the same every day, you could call JTA
(633-7330) to find out when the next bus arrives in order to reduce your
waiting time probably no more than five minutes. All buses would be heated
and air-conditioned with comfortable seats and space for packages. Buses
would come by your bus stop every 15 minutes ia the peak hours (6:00-9:00 a.m.
and 3:00-6:00 p.m.) and every 30 minutes at all other times. The fare would
be 35¢ and exact change would be required. All transfers to other buses would
be at major intersections and covered bus shelters would be available such as
at Five Points, Normandy Mall, Roosevelt Mall, Park and Roosevelt, and Edge-
wocod and Park. Transfer to another bus would require an additional 35¢ and

the wait between buses would usually be 15-20 mninutes.

Bus Joop Description

There could be a new bus service made available here on the west side of
Jacksonville-~and the existing bus service would not be affected. The bus
service could take you to a number of locations in this area of Jacksonville
(show respondent map). As you can see, there would be service to the business
plants along Beaver and Commonwealth--this between 5:30 a.m. and 9:00 a.m. and
between 3:00 p.m. and 6:30 p.m. They would come by your btus stop every 30
minutes, Monday through Friday. You can see here that another bus service
would go to shopping areas along Riverside, Normandy, Five Points, Post and
Kig, Edgewood Avenue, Normandy Mall, Roosevelt Mall, Poplar Point, and Avon-
dale Center. This second service would come by the bus stops every 45 minutes
between 8:30 a.m. and 6:00 p.m., Monday through Saturday. Also served would
be St. Vincent Medical Center, Riverside Hospital, Murry Hill Library, and the
medical offices in Riverside. (Interviewer, please show respondent the route
map and trace a line to a tus stop and to the more likely destinations. Also
show them the bus stop nearest their destination and the walking distance.

Also estimate total trip time.)

To catch the bus, you would wait at a corner where there is a bus stop
sign; at some major stops a bench and schedules would also be provided. Since
the bus would be on a set schedule, you could call the JTA at 633-7330 to find
out when the next bus arrives and to reduce your waiting time--usually no more
than five minutes. All buses would be heated and air-conditioned, with com-
fortable seats and space to put packages. The fare would be 35¢ and exact
change would be required. The bus would then take you to the bus stop nearest
to where you want to go. This could be for work, shopping, to a doctor or
hospital, to a church, or whatever. For major locations, such as Normandy
Mall, the vehicle would stop at the main entrance to the mall (at Penney's).
For some other locations, one might have to walk as far as six blocks, taking

about 10 minutes.

If necessary, you could also transfer to another bus. Transferring to
another bus would require usually an average of 15-20 minutes wait at a

covered bus shelter and would cost an additional 35¢.

811



PUBLIC TRANSPORTATION CONCEPT TEST QUESTIONNAIRE Introduction: ([Reference earlier telephone contact and the reason for this adiiiicral
interview. )
JACKSONVILLE, FLORIDA [Exzress appreciation to respondent jor again particirating <in the s*udy.]

PRELIMINARY QUESTION SECTION

1. Do you still travel to about the same places as when we talked to you in 2
[e.g., same ermployer, (if any) same snorping centers, ete.] [ezza on osier
() yes () no [If "ro,"] pleasz exvlain. [Interviewer note here if race]

he/she lives at a different location in study arec
or the location of a new employer, new snopping

. ter used, ete.
Interviewer Name center usea, ]

2. a. Do you still travel to places using the same method(s) of tramsportation
[e.g., auto, bus, etec.] as when we talked with you last?
() yes () no

Note: Please contact the person noted
below to arrange an interview.

Respondent Informacion: No. b. (If "no") What method(s) do you use now that's different since we talked to you last?
Name
Addre 3s When, if ever, were you last on a Jacksonville city bus?
TeSS () never ( ) over a () over six ( ) over three ( ) three months
Teisgione year ago months ago months ago ago or less

4. Ask these questions only if been on bus within the last three monihs.
Previously Participated in Phase I : w v if :

(Spring 1977) a. About how many round trips do you usually make a month on a city bus?

()mnone () 1-4 () 5-9 () 10-19 () 20-29 () over 30 trips
— Phase II

(Wincer 1978) b. How satisfied are you with the city bus service you now receive? (give 4B card)

( ) very ( ) somewhat ( ) neutral or ( ) somewhat () very
satisfied satisfied undecided dissatisfied dissatisiied

c¢. [If respondzsnt does rot answer "very satisfied” in (4b), ask:]
What two or three things about the service cause you to be less than fully

satisfied? (Probe) ( ) schedules
Notes: ( ) vehicles
( ) cost
( ) routes
( ) other (note)
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[If "work" is martzd in 6 above, go to question 7.

SECTION A: BUS LOOP INTRODUCTION

Intervicwer now introduce the bus leor sysiem using description provided end
photograris. Then nave respondent read the swmmay concept card and you may
need to responc to questions. Leave the swmmary card with the responcent as 7.
a referenca.

Please think for a moment about the various types of trips you make around
area; whether to work, to shop, to school, or whatever. [Pzuse] Now think
abouct the bus service I just described. Keeping in mind that we want your
pletely honest opinion, can you think of any types of trips that you would

again
com-

consider making by wsing this bus service?

() yes () mo
Encourage discussion and reviaw of the corcept. FProbe with such questiorns 8.
as: "Waat would this new bus service mean to you?” Be certain that thz

concept 15 understood.

[If "mo," skip to Question 7].

[If "yes"”] Wnat types of trips? [Check those that apply in colum A below]

[For each trip NOT MNEITICIED ASX]: Woulc you consider using the bus service I
described for ?  [Mention trip. . .Check those that apply in Column 3]
{Hand card § to Respondent]

Column A Column B

Work ) ()
Grocery Shopping () )
Other Non-Food Shopping 8 ()
Education/School ) ¢) e
Visit Friends, Relacives <) ()
Attend Religious Functions () ()
Entercainment € ¢
Medical Trips () )
Personal Business (Banking, Meetings) () ¢)
Deliver/pick up Children C) ()
Other (specify) ) )

) )

) )

) )

If not, but some

other trip is eited, go to question 14.)

SECTION al: BUS LOQP--WORK TRI?S

Now I would like to ask some questions about your trips to work as they mighc ralate
to the new bus system I described.

Suppose the bus service I described became available in about 3 monch. [Cize oxng
7] Which of these stataments best indicates how likely vou would te to trw this
service to and from work? Please take vour time in deciding and feel free o
ask me more questions about the proposed new service if you wish.

pefinitelr would try the service once or twice

Probably would try the service once or twice

Might/zight not try the service once or twice

Probably would not try the service once or twice

Definitely would not try the service once or twice

Based on the description we just read, what advantages, if any, would this
new bus service have over the way you now travel to work? [Intervieuver
please proce and make detaiied notes.]

Any others? [Repeat]

Based on the description we just read, what disadvantages would this new bus
service have compared to the way you mow travel to work?
make detailed rotes.] Any others? [Repeat]

i74}
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SECTION Al

10. Think about the next 10 trips you make to go to work. How many times , if any,
would you use this new service and how many times would you use vour present
method(s) of transportation? [Record below, mus: add to 10]

No. of Times

Use New Bus Service

Use Present Method(s)

Total 10

[Jote: Check Question 7. If respondent said "Definitely” or "Propcbly woull
try service, ask Questions lla and ilb. Otheruise, skip to Quesiion 13)

lla. If you were to use this new bus service to 2o to work, which method(s) of
traveling would you stop using or use less often? [Show card 1la]
( ) car/auto Carpool/vanpool (riding with friends, relatives)
( ) Regular bus service Other (specify)
() Taxi Not one more than others
( ) Express/commuter bus

~~~
(NN

[If only ore arnswer to Cuestion 1lla, go to Question 12.]

11b. [If more thar onz menticned ask]:
Which one of these methods of transportation would be most affected by your use
of the new bus service? ([Check the single method menticned]

( ) Car/auto ( ) Carpool/vanpool (Riding with friends, relacives)
( ) Regular bus service ( ) Other (specify)
() Taxi ( ) Not one more than others

( ) Express/commuter bus
12. [Ask if ecited Regular Bus in 1la]: Think about the next ten work trips you make
using the regular existing bus service, how many (if any) would you replace with
the new service?
No. of Times

Use New Bus Service

Use Present Method(s)

Total 10

SECTION Al

13. Suppose you could change the bus service that I described in any way vou wish.
What changes, if any, are essential before you would try using the service for
work trips? [Have respordent refer to concept swmary cerd. )

Intervizwer please note each crarge
that is mertioned and for each change
seek clarizy as to the nature and

extent of crange desired. 5 s s z
= nge cest [This portion is for coding only--do not usz

in interview. )

Route:
( ) Closer to home
( ) Closer to destinatiomn
( ) No transfers required
Schedule:

More frequent buses
Arrive at destination fascer

Less waiting ctime
Available more hours during dav

Fewer stops on route
(more like an express bus)

Vehicle Characteristics:

( ) Seating comfort
( ) Effective heat/air conditioning

( ) Size of bus

Other:
More sheltered bus stop

Better chance of getting a seac
Less likely bus would be crowdad

Different methods of payment
Lower fare

el alelelale
R

Other (please note)

1a



14,

15.

1s.

SECTION A2: BUS LOOP--NONWORK. TRIPS

Now I would like you to chink of the trips other than to work that you mentioned
earlier while you continue to think of the proposed new bus service.

Again suppose the tus service I described became available in about a month. [Give
card 7] Which of these statements best indicates how likely you would be to trv
this new service for making nonwork trips?

( ) Definitely would try the service once or twice

Probably would try the service once or twice

Might/might not try the service once or twice

Probably would not try the service once or twice

Definitely would not cry the service once or twice

~ s
N N

Based on the description we just read, what advantages,
bus service have over cthe way you now make nonwork trips?

probe and make detailed notes.]

if any, would this new
[Interviever, plecsz

Based on the description we just read, what disadvantages, if any, would this
new bus service have compared to the way you now travel for nonwork trips?
[Interviewver, plzase probe and make detailed notes.] Any others? [Repect]

| & dil

SECTION A2

17.

18a.

18b.

19.

ol

Think about the next 10 trips you make for nonwo-k purposes. How many tirmes,
if any, would you use this new service and how many times would you use vour
present mettod(s) of cransportacion? [Record below, must add to 10]

No. of Times
Use New Bus Service

Use Present Method(s)

Total 10
[Note: Check Question 14. IJ Respondent said "Definitely" or "Prozc>ly woull
try service,” ask Questions 18a and 18b. Otheruise, skip to Quesiion £0.)

If you were to use this new bus service for nonwork trips, which method(s) of
traveling would you stop using or use less often? [Show card 1ia]

( ) Car/auro ( ) Carpool/vanpool (riding wich friends, relatives)
( ) Regular bus service ( ) Other (specify)
() Taxi ( ) Not one more than others
( ) Express/commuter bus

{If more trar one mentioned ask]:
Which one of these methods of transportation would be most affected by vour

use of the new bus service? [Check tze single method mentioned)
( ) Car/auto ( ) Carpool/vanpool (riding with friends, relatives)

( ) Regular bus service ( ) Other (specify)
() Taxi ( ) Not one more than others
( ) Express/commuter bus

[Ask if eited reguler bus in 18a]:

Think about the next 10 nonwork trips you make using the regular existing bus
service, how many, if any, would you replace with the new service? [Record zzlow,

add to 10.]
No. of Times
Use New Bus Service

Use Present Method(s)

Total 10



SECTION A2

20. Suppose you could change the bus service that I described in any way you wish.
What changes, if any, are essential before you would try using the service for
nonwork trips? [dave responcent refer to Soncept summary cars.]

Intervisuer please note each change
that is mentiored and for sach change
seek clarity as to tae naiure and
xiont of enange desired.

[This portion is for coding only--do not use
in interview.)

Rouce:

Closer to home

Closer to destination

No transfers required

~N o~
e

Schedule:

More frequent buses

Arrive at destination faster
Less waiting time

Available more hours during day
Fewer stops on route

(more like an express bus)

e tatata
Nt N N

Vehicle Characteristics:
( ) Seating comfort
( ) Effective heat/air conditioning
( ) Size of bus

Other:
More sheltered bus stop
Better chance of getting a seat

Different methods of payment
Lower fare
Other (please note)

e lalalale
N A Nt N N

SECTION A3: INTENTIONS AND ATTRIBUTES

21. We are interested in how likely you believe you would be to regularl- ride the
new bus service (at least once a week) first for work and then for nonwork t

Does Not I Defi~ I Prob-= I Might I Probab- I Definite-~ | Ques-
Apply nitely ably or Might ly Would ly Would tion
To Me Would Would Not Not Not 22
Work Trips ) () ) ¢) () ¢)
Nonwork Trips ) (3 ) ) () )

22. Now if you indicated you would probably or definitely regularly ride the bus,
I would like you to estimate as best you can how manv round triss vou would acruall-
make bv bus during a cvpical one-week period--for work trips and/or nonworx trigs.
[Inzervisuer, please enter nwaZers in spaces to rignt of aquestion 21 arove. Also,
if respordent would make 10 one-way trips, for example, enmter as § rcuri irivs.]

23. Now, I would like to ask what you would chink of some possible changes in the new
bus service. For example, if the round trip fare were increased to $.90, how
likely would you be to regularly ride the bus? [Fand respordent card 13].

Please assume that only one thing is changed at a time; all the rest remains the
same as I described it earlier. Please think of work (or nonwork) trips.

[Scy "work wrips" if respordant can use the new system for worx; otnerise say
romork trips." Make sure you check () work or rorwork below.] You may wish to
keep in mind ycur answer to Question 21 which was . So, how likelr
would you be to regularlv ride the new bus service if the following change was sada’

Less likely bus would be crowded

[(Intervieswer: in whicn con- I 1 1 Might I I
text arc respomszs given? Definitely Probably or Probably Definitely
( ) work ( ) nonwork] Would Would Might Not Would Not Would Yot

If respondernt cncwers "definitely would not,” as you proceec, skip to 237.

a. Round trip fare () () ) () (@]
were $.90

b. Round trip fare e, ) <) () )
were $1.00

c. Round trip fare ) (D] ) () (@]
were $1.20

d. Round trip fare ) ) ) ) )
were $1.50

e. Round trip fare () (. ) ¢) ¢ )
were $1.80

9
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SECTION A3

I I I Might I
Definitely Probably or Probably
Would Would Might Not Would Not

L

Definitely
Would

SECTION A3

144!

If responcent arswers "dejinitcly would not” as you proceed, skip to 23i;

f. You would have to stand () () ) ()
(would not have a seat)
once every 4 bus trips
(1/4 of time)

g. You would have to stand ) () () (@)
once every 3 bus trips
(1/3 of time).

h. You would have to stand () () () ()
once every 2 bus trips
(1/2 of time)

D]

I b I Might
Definitely Probably or
Would Would Might Not

1

Probably
Would Yot

I
Definitely
Would Not

If respondznt crswers "derinitaly would not" as you proceed, skip to 23i;
(

) ) ) )

i. You would often®* have to
wait 10 minutes for the bus
beyond its scheduled time.

J. You would often* have to ) () () )
wait 15 minutes for the bus
beyond its scheduled time.

k. You would often* have to <) () ¢y ()
wait 20 minutes for the bus
beyond its scheduled time.

*[Ingervieuer: "0ften’ means about 1/5 of the time. Please explain.)
If respondent answers "definitely would not" as you proceed, skip to 230;

1. You would often arrive 5 () () () ()
minutes after scheduled
arrival at destinacion

m. You would often arrive ) ) () )
10 minutes after sched-
uled arrival at desti-
nation

n. You would often arrive () () () ¢35
15 minutes after sched-
uled arrival at desti-
nation

[ask eitaer o or p]
o. [ack only if no () ) () )
transfers required]
If you had to transfer
to anotiher bus to
reach your destination

10

p- [4sk only if do Gy ¢) )
have to transier)

If you did not have to
transfer to another
bus to reach your
destination

(.

)

If respondent answers "definitely would not" on q, skip to 23s.

q. If it took you 10 ) ) )
minutes less than
we estimated to walk
to the bus stop.

r. If it took you 5 minutes () (@D] ()
less than we estimated
to walk to the bus stop

)

)

)

)

If respondent answers "definitely would not” on s, skip to 23u.

s. If it took you 5 minuctes () () ()
more than we estimated
to walk to the bus stop

t. If it took you 10 minutes ( ) ) ()
more than we estimated
to walk to the bus stop

)

(D)

)

€0

u. If the new bus service ) ) ()
were availatle 2 more
hours each cday, from
4:30 a.m. to 7:00 p.m.

()

)

v. [If applicable]

If weather shelters () () )
could not be provided
at transfer points

w. 1f weather shel- ) ) ()
ters were provided
at all bus staps

11

)
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)
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SECTION A3

L I I Might i I
Definitely Probably or Probably Definitely
Would Would Might Not Would Not Would Not

SECTION B:

GRID INTRODUCTION

For the following, please compare the new service to the way you now travel and decide
whether you would use the service if:

[Interviewer enter "worx" or '"nmomuork” trip (shopping) in blanks below as determined
earlier): na = not applicable]

If respondent answers 'definitely would not," as you proceed go to next section.

L 2 If it took a total ma € ) ) ) ¢ ) )
of 20 minutes lon-
ger to go from your
home to
compared to the way
you now cravel

y- 1f it took a total na () ) ) ) ()
of 30 minutes lon-
ger to go from your
house to __
compared to the way
you now travel

z. If it took a total na () ) &) ) )
of 40 minutes lon-
ger to go from your
home to
compared to the way
you now ctravel

[Interviewer: If you now go on to the second concept description, please take a break
and change the conversation away from transportation.]

Interviewer now intreduce the dus loop system using description providzd and

photographs.
need to resvond to questions.

a refzrence.

Then have respondant read the swummary concept card and you may
Leave the summary card with the responceni as

12

5.

[If "work" is marked in 6 above, go to question 7.
other trip is cited, go to quection 14.]

Please think once again about the various types of trips you make around the
to school, or whatever.

area; whether to work, to shop,

Now think again about the bus service I just described.

Keeping in mind that

we want your completely honest opinion, can you think of any types of trips
that you would consider making by using this bus service?

() yes () no

Encourage discussion and review of the grid concept.
"Waat would the grid concept serviee mean to you?"

understood.
[If "no", go to Question 7.]
[If "yes"] What types of trips?

[For each trip NOT MEUTIONED ASK]:
described for 7
[#and card 6 to Respondant]

Work

Grocery Shopping

Other Non-Food Shopping
Education/School

Visit Friends, Relatives
Attend Religious Functions
Encertainment

Medical Trips

Personal Business (Banking, Meetings)

Deliver/pick up Children
Other (specify)

Column A

A A A A

~

If not, but

13

Nl N N s A et A A

.

sorie

e lalalalalalatatatatal

~

[Check those that apply in colwm A below]

Would you consider using the bus service I
[tlention trip. . .Check these that apply in Column B]

Column B

L N N L R

Probe with such questicns as
Be certain that the concezt is

Y4l

K}



SECTION Bl: GRID--WORK TRIPS

Now I would like to ask some questions about your trips to work as they might relate
to the new bus system I described.

7.

9.

Suppose the bus service I described became available in about a month. [Give ca.rd
7] Which of these statements best indicates how likely you would b. to Iy this
new service to and from work? Please take your time in deciding and fzel free to
ask me more questions about the proposed new service if you wish.

( ) Definitely would try the service omce or twice

( ) Probably would try the service once OT tuice

( ) Mighc/might not try the service once or twice

( ) Probably would not try the service once or twice

( ) Definitely would not try the service once OT twice

Based on the description we just read, wha:z advantages, if any, would this
new bus service have over the way you now travel to work? [Interviewer
please probe and make detailed notes.}

Any others? [Repeat]

Based on the description we just read, what disadvantages would this new bus
service have compared to the way you now travel to work? [Interviever pleasz

probe and make detailed notes.] Any others? [Repeat]

14

SECTION Bl

10.

Think about rhe next 10 trips you make to go to work. How many ctimes, if any,
would you use this new service and how many times would you use your present
method(s) of transportacion? [Record below, must add to 10]

Yo. of Times

Use New Bus Service

Use Present Method(s)

Total 10

[Note: Check Question 7. If responcent said "Definitely" or "Prodaily woul
try service, ask Questions lla cnd 113. Otherwise, skip to Quesiion 13]

XN

1lla. If you were to use this new bus service to go to work, which methed(s) of

11b. [If more than one mentioned ask]:

12.

use less often? [Show caré 1ic)

Carpool/vanpool (riding with friends, relatives)
Other (specifyl
Yot one more than others

traveling would you stop using or
( ) car/auto (@D
( ) Regular bus service [@D)]
() Taxi ()
( ) Express/commuter bus

[If only one answer to Question 1la, go to Question 12.]

Which one of these methods of transportation would be most affected by your use

of the new bus service? [Check *he single method mentioned]
( ) Car/auto ( ) Carpool/vanpool (Riding with friends, rela:zi
( ) Regular bus service ( ) Other (specify)
() Taxi () Not one more than others
( ) Express/commuter bus

[Ask if eited Regular Bus in l1la]: Thiok about the next ten work trips you make
using the regular existing bus service, how many (if any) would you reslace with
the new service?

No. of Times
Use New Bus Service

Use Present Method(s)

Tocal 10

1S

9?1

ves)



SECTION Bl

13. Suppose you could change the bus service that I described in anv way you wish.
What changes, if any, are essential before you would try using the service for

work trips?

Interviever plecse note each change
that is mentioned and for each change
seek clarity s to the naiure and
extent of cnarge desired.

[#ave respondent rerer to corcept summary card.]

14,

[This portion is for coding only-~do not use
in interview. )

Route:
)
)
)
Schedule:

el ta el
Tt A N Nt Nt

Closer to home
Closer to destination 15.
No trausfers required

More frequent buses

Arrive at destination faster
Less waiting time

Available more hours during day
Fewer stops on route

(more like an express bus)

Vehicle Characteristics:

)
)
¢

Other:

e lalalelalel
N S N N

Seating comfort 16.
Effective heat/air conditioning
Size of bus

More sheltered bus stop

Better chance of getting a seat
Less likely bus would be crowded
Different methods of payment
Lower fare

Other (please note)

16

SECTION B2: GRID--NONWORK TRIPS

Now I would like you to think of the trips other tham to work that you mentionad
earlier while you continue to thirk of the proposed new bus service.

Again suppose the bus service I described became available in about a month. [Givz
card 7] Which of these statements best indicates how likely you would be to v
this new service for making nomwork trips?

( ) Definitely would try the service once or twice

( ) Probably would try the service once or twice

( ) Might/might not try the service once or twice

( ) Probably would not try the service once or twice

( ) Definitely would not try the service once or twice

Based on the description we just read, what advantages, if any, would this new
bus service have over the way you now make nonwork trips? [Interviewer, pleasz
probe and make detailed notes.]

Based on the description we just read, what disadvantages, if any, would this
new bus service have compared to the way you now travel for nonwork trips?
[Interviewver, please probe and make detatled notes.] Any others? [Repeat]

17
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SECTION Bl

17.

18a.

18b.

19.

Think about the next 10 crips you make for nonwork purposes. How many times,
if any, would you use this new service and how many times would you use your
present method(s) of transpoctation? [Record below, must add to 10)

No. of Times

Use New Bus Service

Use Present Method(s)

Total 10

[Note: Check Question 14.
try service,” ask Questions l8a and 16b.

If Respondent said "Definiteiu" or "Probably would
Otherwise, skip to Question 20.]

If you were to use this new bus service for nonwork trips, which method(s) of
traveling would you stop using or use less often? [Show card 1la)

() car/auto ( ) Carpool/vanpool (riding with friends, relatives)
( ) Regular bus service ( ) Other (specify)
() Taxi ( ) Not one more than others
( ) Express/commuter bus

[If more tran one mentioned ask]:

Which one of these methods of transportation would be most affected by your

use of the new bus service? [Check the single meshod menitoned]

( ) Car/auzeo ( ) Carpool/vanpool (riding with friends, relatives)
( ) Regular bus service ( ) Other (specify)
() Taxi ( ) Noc one more thar others
( ) Express/commuter bus

[Ask if cited regular bus in 18al:

Think abour the next 10 nonwork trips you make using the regular existing bus
service, how many, if any, would you replace with the new service? [Record
below, must add to 10)

No. of Times
Use Yew Bus Service

Use Present Method(s)

Total 10

18

20.
nonwork trips?

Interviewer please notz each change
that is mentioned and for each change
seek clarity as to the nature and
extent of cnange dzsired.

Suppose you could change the bus service that I described in any way vou wish.
What changes, if any, are essential before you would try using the service for
[Eave respondent refer to concept summary cari.

8CI

[This portion is for coding only--cdo rot use
in intervtew. ]

Route:

Schedule:

A~

~

N

Closer to home
Closer to destination
No transfers required

More frequent buses

Arrive at destination faster
Less waiting tice

Available more hours during day
Fewer stops on route

(more like an express bus)

Vehicle Characteristics:
( ) Seating comfort

)
)

et s N N

Effective heat/:zir conditioning
Size of bus

More sheltered bus stop

Better chance of getting a seat
Less likely bus would be crowded
Different methods of payment
Lower fare

Other (please note)

(
(
Other:
(
(
(
(
(
(
19



SECTION B3: INTENTIONS AND ATTRIBUTES SECTION B3

b 1 I Might 1 b
21. We are interested in how likely you believe you would be to regularly ride the Definictely Probably or Probably Definitaly
new bus service (at least once a week) first for work and then for nonwork trips. Would Would Might Not Would Not Would Yot

If respondent answers "definiteiy would noz' as you proceed, skip to 25i;

Does Not I Defi~ T Prob- I Might I Probab— I Definice- Ques- £ You: would ‘have o ‘stand ) ) O) ) )

Apply nicely ably or Might 1y Would ly Would tion
To Me  VWould Would Not Not Not 22 feould uoe fuve & sent)
once every 4 bus trips
(1/4 of time)
. i ¢
Work Trips ) ) ) e §. You would have to stand ) €5 O) ) )
. " once every 3 bus trips
Nonwork Trips (@D Yo ) ) ¢ 2 — (1/3 of time).
h. You would have to stand ) ) ) () ()

22. Now if you indicated you would probably or definitely regularly ride the bus, onicé wvary 2 bus tips

I would like you to estimate as best you can how manv round trips vou would actuallv A
X 2 N - - (1/2 of time)
make by bus during a tvopical one-week period--for work trips and/or nonwork trips.
[Intervieuver, pleasz enter mwnbers in §pacss to right of question 21 akove. Also, If respondent answers "dejinitely would not" as you proceed, skip to 23L;

if respordent would make 10 gne-uay irips, for example, enter as 5 round trips.] i. You would often* have to ) ) O) ) )

wait 10 minutes for the bus

23. Now, I would like to ask what you would think of some possible changes in the new beyond its schedu'ed time.

bus service. For example, if the round trip fare were increased ro §$.90, how
likely would you be to regularly ride the bus? [Hand respondent card 13].

Please assume that only one thing is changed at a time; all the rest remains the
same as I described it earlier. Please think of work (or nonwork) trips.

[Sey "work trips" if respordent can use the new system for work; otherwise say
"monwork trips." Make sure you check (V) work or norwork below.] You may wish to
keep in mind your answer to Question 21 which was . So, how likely
would you be to regularly ride the new bus service if the following change was made?

j. You would often* have to ) ) € ) ¢ 3
wait 15 minutes for the bus
beyond its scheduled time.

k. You would often* have to ) (2 ) ) ¢
wait 20 minutes for the bus
beyond its scheduled time.

*[Interviewer: "Often” means about 1/3 of the time. Please ezplain.]

[Interviewer: in whicn con- I I I Might I T If respondent answers "definitely would not” as you proceed, skip to Z3o;
text are responses given? Definitely Probably or Probably Definitely .
( ) work ( ) nomuork] Would Would Might Not  Would Not  Would Not 1. You would often arrive 5 () ) ) O) ()

minutes after scheduled
arrival at destination

If responcent answers 'definitzly would not,"” as you proceed, skip to 23f.
2 if ¥ you pr 12

m. You would often arrive ) ') ) () ()
a. Round trip fare () (] ) . () 10 minutes after sched-
were $.90 uled arrival at desti-
nation
b. Round trip fare ) ) ¢ ) ()
were $1.00 n. You would ofcen arrive () ) () ) )
15 minutes after sched-
c. Round trip fare () ) () () () uled arrival at desti~
were $1.20 nation
. [ask eitner o or p]
. are =
d S:tzrexds;f;gft ) ) ) ) ) o. lask only if ro ) ) ) ) )
transfers regquired]
e. Round trip fare () € ) () ) If you had to transfer
were $1.80 to another bus to
reach your destination
20

21

621



SECTION B3 SECTION B3 ey
=)
T I I Might 1 I I I I Might I I
Definitely Probably or Probably Definitely Definitely  Probably or Probably Definitely
Would Would Might Not Would Not Would Not Would Would Might Not Would Not Would ot
If responcent's answer is "derinitely would not," skip o next section.
p. [Ask only if do () () [ ) ¢) For the following, please compare the new service to the way you now travel and decida

have to transjer]

If you did not have to
transfer to another
bus to reach your
destination

If respondent answers "definitely would not” on q, skip to 23s.

q. If it took you 10 ) ) ) () ()]
minutes less than
wve estimaced to walk
to the bus stop.

r. If it took you 5 minutes () ) ) ) (@)
less than we estimated
to walk to the bus stop

If respondent answers "derinitely would not" on s, skip to 23u.

s. If it took you 5 minutes () ) () ) O
more than we estimated
to walk to the bus stop

t. If it took you 10 minutes ( ) ) ) ) )
more than we estimated
to walk to the bus stop

u. If the new bus service () () ) <) )
were available 2 more
hours each day, from
4:30 a.m. to 7:00 p.m.

v. [If applicable]

If weather shelters ) ) ) ) )
could not be provided
at transfer points

w. If weather shel- ) ) (@] ) )

ters were provided
at all bus stops

22

whether you would use the service if:

[Interviswer entzr "work"” or "nonuerk” trip (shoppingl in blanks below as determired
eariter): na = not appliccole]
[If respondent answers "definizely would not," as you proceed go to me=t section.]

x. If it took a total na () ) ) ) )
of 20 minutes lon-
ger to go from your
howe to ____
compared to the way
you now travel

y. If it took a total mna () ) ) ) )
of 30 minutes lon-
ger to go from your
house to __

compared to the way
you now travel

z. If it took a total na ) ) () ) ()
of 40 minutes lon-
ger to go from your
home to __

compared to the way
you now travel

[Interviewer: If you now go on to the second concept description, please take a brezk
and change the corversation awcy frem transportation.]

23



o

d.

25.

)

SECTION C: BEHAVIORAL COMMITMENT

26.
Now I would like to compare the two different bus systems we have discussed.
Between the first bus service [eife loop or grid] and the second bus service
[cice other one] we discussed, which of the two do you prefer, or wouldn't it
matter?
( ) Loop Bus ( ) Grid Bus ( ) Indifferenct 27+

[Ask only < have preference and make dztailed notes. ]

Why do you prefer the
service?

If it came down to having to decide between the regular bus service that now
exists and the service you just sele:ted, which of the two would
you prefer, or wouldn't it matter?

() existing ( ) loop () grid ( ) indifferent

28.
[Please check if applicable]:

Would have to have existing servics
which respondent prefers).

to transfer into the new bus system (that one

Tell respondant the next three questions (25, 26, 27) do not mean, and smould not de
construed o mean, that the service (grid or looper) will actually be started in
Jacksonville; wou just want an indieation of how strongly thay feel abou: the pro-
posed services. They siwuld not feel at all '"pressured” to respond '"yes"” to

these quasiions.

If the city were to decide to start one of the services I described, there could,
of course, be a few changes in the route and schedule. The city could send you a
packet of information to provide details about the service if it is offered. You
would receive a bill for $1.00 at the time you received the packet of information,
solely to cover their handling costs and postage. You should feel no obligation
to request this; but if you wish, I can put your name on a list for the city to
send you this information if the service is started. Would you like me cto do
this?
() yes () no

29.

30.
[If "mo," please note explanation given, if any.l]
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Now we are to the last section of the questiounaire.
radio, and television that yon see and hear.
if they were to advertise a new bus service.

On a related idea, if one of the bus services were started, the city could also
send a bus service representative to your home to explain the service and to
answer questions. If this were done, would you like to have someone telephone
you to set up a time to discuss the service--or would you prefer to wait and look
into it yourself?

() yes () no, I'll wait and look into it myself

[If respondent indicates he/she probably or definitely would use one or toth

of the bus servicas, csk this question.] You have, in general, expressed
interest in using at least one of the bus services. Let's assume the service
you prefer is to be started. It would be wvaluable to the city if we could gec
a definice commitment from you. Would you be willing to sign this statesment
now? [Hand card] (I agree to use the bus service as described at least

times (on the average) per week if it is established, assuaing
my travel needs remain the same). [If respondent is clearly reacy to sign,
check "yes']
() yes

() no

SECTION D: MEDIA USE

It concerns the newspapers,
Your answers could assist the cicy

a. To which newspaper(s) do you subscribe, 1if any?
Florida ( ) Daily only Jacksonville ( ) Daily only
Times-Union ( ) Sunday only Journal ( ) Sunday only
( ) Both ( ) Both
b [If more than one paper, ask]: Which one do you read most carefully?
( ) Florida Times-Union ( ) Jacksonville Journal
( ) About equally ( ) Do not read them
c. About what portion of the papers that you receive in an average week
do you find time to read?
( ) One quarter or less ( ) One-half to three-quarters
( ) One-quarter to one-half ( ) Three-quarters or more
d. What section(s) of the newspaper are of most interest to you?

( ) National News ( ) Local News ( ) Sports ( ) Family

On an average weekday, how many hours per day do you watch TV between 8 a.m.
and 5 p.m.?

( ) O hours ( ) 1-2 hours ( ) 3-4 hours ﬂ( ) More than 4 hours
Do you have any favorite daytime TV programs? () yes () no
b [If "yes," ask:] What are they? 1

2,

3.
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31.

32.

33.

34.

3s.

36.

On an average weeknight, how many hours per night do you watch TV between
5 p.m. and midnight?
( ) 0 hours () 1-2 hours ( ) 3-4 hours ( ) More tham 4 hours

Do you have any favorite nighttime TV programs? () yes () no

b. [If "yes,"” ask:] What are they? 1.
2

2.

i

On the average, how many hours per day do you listen to:

AM Radio: ( ) O hours ( ) 1-2 hours ( ) 3-4 hours ( ) More than & hours
FM Radio: () O hours ( ) 1-2 hours ( ) 3~4 hours ( ) More than 4 hours
Do you have a favorite AM radio station? () yes () no

b. [If "yes," ask:] Which one?

Do you have a favorite FM radio station? ( ) yes () no

b. {If "yes," ask:] Which one?

At what times of day do you most often listen to the radio?

() 6~9 a.n. () 3-6 p.m. () 12-3 a.m.
() 9-12 a.m. () 6-9 p.m. () 3~6 a.m.
() 12-3 p.m. () 9-12 p.m. ( ) Rever listen
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