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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 po3ition 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. 
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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 
defined 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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MARKET OPPORTUNITY ANALYSIS 
FOR SHORT-RANGE PUBLIC 

TRANSPORTATION PLANNING 

METHOD AND DEMONSTRATION 

SUMMARY 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. 
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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 Engineerinp: 

NCHRP REt, 211 NCHRP R[!t, 209 NCHMP Ret, 208 
Short-Range Transportation Transportation Services for the Procedures for Local 

r.oals and Policy Development Transoortation Disadvantaged Selection and Cost Evaluation 
for Urban Communities of Alternative Public Trans-

Institutional Issues Facing NCHRP Ret, 212 portation Service Concepts 
Public Transportation A Market Opportunity Analysis Organization of a Public NCIIRP R(!t: , 2 10 Approach to Short-Range Transportation Market-Oriented Public Transportation Planning Economic, Energy, and Enyiron-
Approach Methodology and Demonstration mental Impacts of 

of a Market Opportunity Analysis Transportation 

tor Short-Range Public 
Transportation Planning 

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 from 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 results 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 cf attribute data, the same data i;vere sho\.vn to practicing transit planners 

Public 
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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 aqd 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. InitiaHy, 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 traditionai 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, 
am! financially suppurleu 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 
public transportation services is one distinctly different from 

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 societai 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 gone from an era 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-
,...10.nth, 
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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: 

1. Public transportation providers. 
2. Private transportation providers. 
3. Social service agencies. 
4. Elected public officials dealing with public transpor

tation. 
5. Local planning officials vested with the responsibility 

of planning public transportation. 

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. 
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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 oflocal 
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 oflocal 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 
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Figure 1. NCHRP Project 8-16 modd--a market opportunity analysis to short-range public transportation planning. 
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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. 

Figure 2. Relation
ship of activities to 
project model. 

Marketing Activities 
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Population Analysis 

Select a Population 
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Stud 

Describe Market 
Segments 

Identify Attribute 
Preference Structure 
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impl,ementa tion, 
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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 
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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
n1ents of the n1arket segn1ent, 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 ACT!V!T!ES 

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
.~is of thP ::iltt>rn::itivP.s to clPtPrminP if it is rP::ison::ihlv fp::isihlP 

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 reiativeiy smaii 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 iocai 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 m 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 ofa 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 detern1ine 
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 
n~y. The tnt:::11 incrP~SP in f"n..:t, ln ..... l11r11ng thP ("'(\f;;:t nffnlLtlmP 

drivers, is needed by decision-makers in making the final 
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 iisted 



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 
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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 . 

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. 

ORGANIZATIONAL MISSION AND 
OBJECTIVES 

MARKET OPPORTUNITY ANALYSIS 

MARKETING STRATEGY DESIGN 

EVALUATION OF MARKET 
TARGET(S) RESPONSE 

DETERMINE 

MARKETING 

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
seiecting marker targets, derermining 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
sponse 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 ofan 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 u 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. F.ach "f thPsf> 
situations requires somewhat different information describ
ing different groups of people in a community. 

Consistent with differing marketing management tasks, the 
MOA should noi be viewed as a single 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 ofMOA for the public 
uansporiation planning 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 planner 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 could 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 all 
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 
Systems 

Modified 
Systems 

New Systems 

Existing Markets New Markets 

X 

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. 

Figure 5. Public transportation 
market opportunity analysis . 
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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 
"rP. "fferPcl. N" ,otncly ""'" frnmcl which f"ll"w"cl thP. pr"C"·S" 

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 oflarge 
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-

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 Mey bury, 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 Tischer (1976) explored potential use of car
pooling by Los Angeles commuters. Fielding et al. (1976) 
uinaim:u Lht: rt:auiun uf Orange Cuuniy, Caiif., 1.:unsumers 
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 need, 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 

, terms of attributes, 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 evaluate 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 beiiefs about ihe 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
rers, occasionai users, and iriers) and nomriers for 92 perceni 

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 bused on residential transit route location and income 
were preselected. 

A lthonoh thP hPh>ivior of non11htion oronn<: h>i<: hPPn 
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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 wiiiingness io use improved rransii 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 f9r 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 ofliterature 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. 

BIBLIOGRAPHY 

Aerni, D. R., and Surti, V. H., "Analysis of Suburban 

15 

Shopper Market for Public Transit: A Case Study." Trans
portation Research Record 590. (1976) pp. 17-20. 

Alan M. Voorhees and Associates, Inc., Short-Range Tran
sit Planning. Washington, D.C.: U.S. Department of Trans
portation, Urban Mass Transportation Administration (July 
1973). 

Alpert, M., and Davies, S., The Marketing of Public Trans
portation: Method and Application. Prepared for Council for 
Advanced Transportation Studies, The University of Texas 
at Austin, Austin, Texas (Jan. 1975). 

Ashford, N., and Holloway, F. H., "Variations of Urban 
Travel Characteristics with Age." Transp. Eng. J., Vol. 98 
(Aug. 1972) pp. 715-732. 

Bates, J. W., '' Effect of Fare Reduction on Transit Ridership 
in the Atlanta Region: Summary of Transit Passenger Data.'' 
Transportation Research Record 499 ( 1974) pp. 1-11. 

Beier, F. J., "Marketing Programs for Mass Transit." Traffic 
Quarterly, Vol. XXVI (Oct. 1972) pp. 533-545. 

Blankenship, D. P., "Segmentation Analysis of Transit 
Users and Nonusers." Transportation Research Record 590 
(1976) pp. 1-8. 

Brown, G. R., "Correlation of Socioeconomic Factors with 
Corridor Travel Demand.'' Transportation Research Record 
499 (1974) pp. 34-46. 

Byrd, J. P., IV., "Characteristics, Attitudes, and Percep
tions of Transit Nonusers in the Atlanta Region." Transpor
tation Research Record 563 (1976) pp. 29-37. 

Constantino, D. P., "Attributes of Transit Demand." Traffic 
Quarterly, Vol. XXIX (Apr. 1975) pp. 243-257. 

Costantino, D. P., Golob, T. F., and Stopher, P.R., "Con
sumer Preferences for Automated Public Transportation 
Systems." Transportation Research Record 527 (1974) pp. 
81-93. 

Dajani, J. S., and Su)Jivan, D. A., "A Causal Model for 
Estimating Public Transit Ridership Using Census Data.'' 
High Speed Ground Transp. J., Vol. IO (Spring 1976) pp. 
47-57. 

Deslauriers, B. C., "A Behavioral Analysis of Transpor
tation: Some Suggestions for Mass Transit." High Speed 
Ground Transp. J., Vol. 9 (Summer 1975) pp. 13-20. 

Dobson, R., Documentation for the Metro Guideway Home
Interview and Leave-Behind Questionnaires. Transportation 
and Urban Analysis Department, General Motors Research 
Laboratories, Warren, Michigan (Sept. 1973). 

Dobson, R., and Kehoe, J. F., "Disaggregated Behavioral 
Views of Transportation Attributes." Transportation Re
search Record 527 (1974) pp. 1-15. 



16 

Dobson, R., and Tischer, M. L., "Beliefs About Buses, Car
pools, and Single Occupant Autos: A Market Segmentation 
Approach."' Transporrarion Research Forum Proc . (May 
1976). 

Fielding, G. J., Blakenship, D. P., and Tardiff, T., "Con
sumer Attitudes Toward Public Transit." Transportation Re
search Record 563 (1976) pp. 22-28. 

Foerster, J. F., Young, F. W., and Gilbert, G., "Longitudi
nal Changes in Public Preference for Attributes of a New 
Transit System." Transportation Research, Vol. 11 (Oct. 
1977) pp. 325-336. 

Gensch, D. H., and Golob, T. F., "Testing the Consistency 
of Attribute Meaning in Empirical Concept Testing." J. Mar
keting Res., Vol. XII (Aug. 1975) pp. 348-354. 

Golob, T . F., Canty, E. T., and Gustafson, R. L., "An 
Analysis of Consumer Preferences for a Public Transporta
tion System." Transportation Research, Vol. 6 (Mar. 1972) 
pp. 81-102. 

Golob, T., Dobson, R., and Sheth, J. N., "Perceived At
tribute Importance in Public and Private Transportation." 
1973 AIDS Proc., Atlanta: American Institute for Decision 
Sciences (1973) pp. 7-13. 

Grant, A. A., "Use of Origin-Destination Data in Determin
ing Urban Needs." Traffic Quarterly, Vol. XXIV (Apr. 1970) 
pp. 219-230. 

Guest, A. M., and Cluett, C., "Analysis of Mass Transit 
Ridership Using 1970 Census Data." Traffic Quarterly, Vol. 
XXX (Jan. 1976) pp. 143-161. 

Gustafson, R. L., Curd, H. N., and Golob, T. F., User 
Preferences for a Demand-Responsive Transportation Sys
tem: A Case Study Report. Transportation Research Depart
ment, General Motors Research Laboratories, Warren, 
Michigan (Jan. 1971). 

Hartgen, D. T., and Keck, C. A., "Forecasting Dial-A-Bus 
Ridership in Small Urban Areas." Transportation Research 
Record 563 (1976) pp. 53-6? .. 

Hartgen. D. T .. and Tanner. G. H., "Individual Attitudes 
and Family Activities." High Speed Ground Transp . J. , Vol. 
IV (Sept. 1970) pp. 439-467. 

Hind, C., and Anderson, C. V,/., METRO Transit Attitude 
and Awareness Study-1976, GMA Research Project 76 P-
598 , Portland, Oregon (1976). 

Horton, F. E., "Behavioral Models in Transportation Plan
ning." Transp. Eng. J., Vol. 98 (May 1972) pp. 411-419. 

Johnson, R. M., "Trade-off Analysis of Consumer Values." 
J. Marketing Res. , Vol. XI (May 1974) pp. 121-127. 

Keck, C. A., aod Liou, P. S., Hf:'orecasting Demand "--1Ul 

Peripheral Park-and-Ride Service." Transportation Re
search Record 563 (1976) pp. 63-74. 

Knighton, R. G., Forecasting Fare-Sensitive Dial-A-Bus 
Demand Without Surveys. Preliminary Research Report No. 
104. Albany, New York: New York State Department of 
Transportation (July 1976). 

Knoxville/Knox County Metropolitan Planning Commis
sion, Public Transportation Planning Staff, Public Transpor
tation in the Knoxville SMSA: A Critical Review. Knoxville, 
Tenn. (Apr. 30, 1973). 

Koutsopoulos, K. C., and Meyer, R., Mass Transit 
Decision-Jl.1a!dng ll1arket Segmentation: A. Pilot Study. 
Technical Report 69. The Institute of Urban and Regional 
Research, The University of Iowa, Iowa City (June 1976). 

Kullman, B. C., "Markets and Roles for Paratransit Services 
in an Integrated Urban Transportation System." Paratran
sit: Special Report 164, Transportation Research Board 
(1976) pp. 81-88. 

Lovelock, C. H., Consumer Oriented Approaches to Mar
keting Urban Transit . DOT/UMTA University Research 
and Training Grant #CA-11-0008, Research Report 3 (Mar. 
1973). 

Lovelock, C.H., "Consumer Research in Urban Transpor
tation: Some Methodological Issues." Advances in Con
sumer Behavior, Vol. III (1976), Atlanta: ACR, pp. 407-415. 

Market Facts, Inc., CTA Attitude and Usaf?e Study-A Re
port to the Chicago Transit Authority, Chicago, Illinois, un
dated. 

Market Facts, Inc., A Study of Attitudes Toward the New 
York Subway. Prepared for the New York City Transit 
Authority (June 1975). 

Markovitz, J. K., "Transportation Needs of the Elderly." 
Traffic Quarterly , Vol. XXV (Apr. 1971) pp. 237-253. 

Martin, B. V., Memmott, F. W., and Bone, A. J., Principles 
and Techniques of PredictinR Future Demand for Urban 
Area Transportation. MIT Report No. 3, Cambridge, Massa
chusetts: The Massachusetts Institute of Technology Press 
(June 1961). 

Modal Split: Documentation of Nine Methods for Estimating 
Transit Usage. Washington, D.C.: U.S. Department of 
Transportation, Federal Highway Administration, Office of 
Highway Planning (Oct. 1970). 

Moran, A. J., and Jones, W. H., "The Formulation of Mar
keting Strategy in Urban Public Transport.'' Transportation, 
Vol. 4 (Sept. 1975) pp. 209-229. 

National Transit Marketing Conference Proceedings. Wash
ington, D.C.: U.S. Department of Transportation (Sept. 
1 o,,, 
171-'J· 



Nicolaidis, G. C., Wachs, M., and Golob, T. F., Evaluation 
of Alternative Market Segmentations for Transportation 
Planning. General Motors Research Laboratories, Research 
Publication GMR-2289, Warren, Michigan (Nov. 1976). 

Oi, W. Y., and Shuldiner, P. W., An Analysis of Urban 
Travel Demands. Chicago: Northwestern University Press 
(1962). 

Recker, W. W., and Golob, T. F., "An Attitudinal Modal 
Choice Model." Transportation Research, Vol. 10 (Oct. 
1976) pp. 299-310. 

Reed, R. R., Market Segmentation Development for Public 
Transportation. Prepared for Department of Transportation. 
Stanford University (Aug. 1973). 

Reed, R.R., and Ingram, K. R., "Starting the Transit Indus
try on a Search for Affluent Markets." Transportation Re
search Record 590 (1976) pp. 9-13. 

Roeseler, W. G., "Mode Preference Model." Traffic Quar
terly, Vol. XXVIII (July 1974) pp. 401-418. 

Schwartz, M. L., "A Marketing Approach to the Study of 
Transit for Off-Peak Use." Miami University, Ohio (1977). 

Sheth, J. N., "A Psychological Model of Travel Mode Selec
tion." Advances in Consumer Behavior, Vol. III (1976), At
lanta: ACR, pp. 425-430. 

Shocker, A. D., "A Methodological Approach to the 
Identification of Mass Transit Configurations Providing 
Maximal Satisfaction to Users." Unpublished working 
paper, Berkeley, California: Graduate School of Business 
Administration University of California, undated. 

Shocker, A. D., and Srinivasan, V., "Proactive Approaches 
to Implementing the Marketing Concept: A Review of Multi
Attribute Applications to Product Concept Generation and 
Evaluation." Working Paper No. 145. Graduate School of 
Business, University of Pittsburgh, Pittsburgh, Pa. (Jan. 
1976). 

Smerk, G. M., "The Practice of Business: Mass Transit 
Management." Business Horizons, Vol. XIV (Dec. 1971) pp. 
7-16. 

Stopher, P. R., "The Development of Market Segments of 
Destination Choice." Paper submitted to the Transportation 
Research Board, Washington, D.C. (Jan. 1977). 

17 

Stopher, P.R., and Meybury, A.H., Urban Transportation 
Modeling and Planning. Lexington, Mass.: Lexington 
Books (D.C. Heath and Company) (1975). 

Stopher, P.R., Spear, B. C., and Sucher, P. 0., "Toward the 
Development of Measures of Convenience for Travel 
Modes." Transportation Research Record 527 (1974) pp. 
16-32. 

Tauber, E. M., "Why Concept and Product Tests Fail to 
Predict New Product Results ." J . Marketing , Vol. 39 (Oct. 
1975) pp. 69-71. 

Tauber, E. M., "Forecasting Sales Prior to Test Market." J. 
Marketing, Vol. 41 (Jan. 1977) pp. 80-84. 

"Transit Marketing: Do's and Don'ts for a Successful Pro
gram." Metropolitan (Jan./Feb. 1975) pp. 9-12. 

Transit On Board Survey-Phoenix Transit System. Techni
cal Report , Phoenix Arizona. City of Phoenix Public Transit 
Administration and Arizona Department of Transportation 
Travel and Facilities Section (Oct. 1976). 

Urban Origin-Destination Surveys. Washington, D.C.: De
partment of Transportation/Federal Highway Administra
tion, undated. 

Vanier, D. J., and Wotruba, T. R., "Mass Transit: Devising 
a Research Based Marketing Plan." Transp. Res., Vol. 11 
(Aug. 1977) pp. 245-253. 

Wachs, M., "Consumer Attitude Toward Transit Service: 
An Interpretive Review." J . Am. Inst. Planners, Vol. 42 
(Jan. 1976) pp. 96-104. 

Wind, Y., "A New Procedure for Concept Evaluation." J. 
Marketing, Vol. 37 (Oct. 1973) pp. 2-11. 

Winslow, R. H., and Pfeffer, J. L., "Evaluation of New 
Systems for Urban Transportation." Transp. Eng. J., Vol. 
98 (Nov. 1972) pp. 757-767. 

Wotruba, T. R., Marketing Information Study . Prepared for 
San Diego Transit Corporation (June 1975). 

Young, S., Del Belso, R., and Wilkins, J. D., "The UMTA 
Transit Marketing Project: Project Progress Report." 
National Transit Marketing Conference Proc. Washington, 
D.C.: U.S. Department of Transportation, (Sept. 1975) pp. 
99-107. 



18 

CHAPTER FOUR 

MARKET SEGMENTATION 

PURPOSE OF SEGMENTATION 

As purt ofu totul MOA process, segmentution 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 

I 
Develop Profiles of 

People Comprising 

Each Segment 

I 
Select Promising 

Segments as Candidate 

Market Targets 

I 
Match Each Selected 

Segment with a Feasible, 
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Transportation Service Figure 6. Market segmen
tation process. 

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. T~s 
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-Class if icat ions 

Between Selected Variables 

factor Analyses of 

Selected Variables 

Cluster Analyses Using Alternative 

Variables as Grouping Bases 

AIO Mode Composite Mode I Mode Usage : Attribute 

Variables ! Attitudes : Attitudes : and Travel 1Pn:. fercnc::es 

Pair-Wise Cross-Classifications 

of Groups Formed by Each Basis 

Frequency Counts 

for Selected Profile 

Variables Within 

Selected Groups 

Discriminant Analysis 

of Profile Variables 

Ability to Separate 

Selected Groups 

Figure 7. jacksonviiie segmenracion srudy anaiysis 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-Classlflcatlon 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 
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Demographic Category Respondents % Census Tracts % 

Sex 
Hale 47 so 
Female 53 so 

Marital Status 
Single 21 23 
Harried 67 67 
Separated l I 
Widowed 7 4 
Divorced 4 s 

Persons Per Household 3.2 3. I 

~ (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 IS 

Nu.mbttr af Aut..amobUcs in 1-'.amilj'._ 
1 Auto 48 35 
2 Autos 38 47 
3 or More Autos 6 15 
None 8 3 

~ 
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, Ql-49 of the questionnaire; (2) 
mode attitude variables-Part III , Q53; (3) composite or 
weighted mode attitudes-Part III, Q53 and a combination of 
Q5I and 52; (4) mode use and travel variables-Part I, Q3, 
Q5, Q6a and b, Q7a and Part II , Q3; and (5) mode attribute 
preferences-Part III, combined 51 and 52. 

Cross-Classification 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 
AIO 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 
GEITING TO WORK 

Hale 

Female 

V, 
« 

"' H 
"' ::, ..., Cluster 1 u 
>< 
H 
H Cluster 2 
;':; ... 
u 
< Cluster 3 
A 
:;! 
"' 

Cluster 4 
A 
::, 
H 
H ... 
H 
< 

Does Not 
Apply 

165 

367 

Cluster l 

24 

83 

86 

57 

Completely 
Dissatisfied 

13 

2 

Moderately 
Dissar.is f ied 

18 

BUS ATTITUDE CLUSTERS 

Clus.te.!' 2 ClnstPr 3 Cluster 4 

91 49 40 

30 110 67 

44 79 84 

77 87 100 

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

CHAPTER FIVE 

SELECTION OF A SEGMENT 

T"' 11 ~ _ _ .. 1. - ~ Ir'\. A - --- _ --- ..l - - ! ..... ,.. .-1 ; _ 'C! ,,.,. ,. _,.. 'l ...., 0 ,...,.. 

J. 'UllUWlll!, Lil~ 1VJ.Vn ptV\,.,\.,.3.3 U\.,.Pl'-'"'""u Ul .&. .1.f,U.1\., ..,, " """"6 
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, und marketing expertise. Criteria used to select the 
segment are: 

l. 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. Te<!hnical and cost feasibility of implementing a public 

transportation service likely to compete with currently used 
111odes. 

Nei t her 
Moderately 
Satisfied 

105 

35 

Complete ly 
Satisfied 

223 

117 

public transportation clusters formed by other variable sets . 
Greater confidence can be felt in selecting a particular cluster 
for further analysis if it contains people who are also in other 
clusters that indicate a favorable reaction toward a public 
transportation service. 

Bulldlng Cluster Profiles 

The final step in the segmentation analysis process is to 
find out what people are like in selected clusters. First, dis
criminant analysis was used to examine the ability of demo
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 interest are distributed on t:ach profile 
variable. 

A&.l&I ""''" "r" ft&T& 1"'11.1"\ .. I"°''"' VI ..,l"I I"' 

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 ofan 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. 

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 JO 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 

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. 

Travel Behavior and Mode Use Within the Jacksonville Urban Area 

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

• Modal split frequency 

• Number of stops 

• Geographic location of trip destination 

• Number of persons traveling with respondent 

• 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 Socioeconomic Descripcors 

• Sex 

• Marital status 

• Household size 

• Ages of children 

• 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 

Figure 9. 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 
graduares. Income is disrribmed such rhar one-founh 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 completely satisfied 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 trave.Jing to work or school 1md for 11ttencling 
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 
th~ st:g1nc.:11tatiun 4uestionnaire in an effort to probe con-

TABLE 3 TRAVEL PATTERNS BY TRIP PURPOSE 
IN THE JACKSONVILLE AREA 

Mean Round Mean Round 
Purpose Hours Trip Mi les Trip Minutes 

Commuce 6- 9 , 4- T 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 

,:,u111t;;1 iutc:ntiuu~ a~ well c1~ tu 111c;cusu1e actual rnode use. In 
Table 4 the set of modes considered by the sample are ranked 
for various trip purposes. As shown in the table, driving 
aione 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 transp01tation attitudes and 
behavior, a set of 49, Likert-scaled AIO statements was used 
to measure global transportation-related activities, interests, 

TARLE .1 

PURPOSE 
RA NKPn nRnPR nP unnP" RV TRTP 
----- •---- ---- --- ~- - ·· ....,._.a...,...., - - -----

Work 
Education 

Purpose 

Shopping (Non-food and Grocery) 
Visit 
Medical Trips 

Entertainment 
Deliver/Pick up Children 
Attend Religious Functions 

Rank Order of Modes Considered 

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

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

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 Specific Attitudes 

In addirion 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: 

1. Arriving at destination when planned. 
2. Service available throughout the day. 
3. Being able to make trip without changing vehicles. 
4. Personal security from crime. 
5. Adequate protection from the weather. 
6. Assurance of getting a seat. 
7. Low cost for trip . 
8. Short time spent getting to the vehicle. 
9. Convenient method of payment. 

10. 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. 

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. 

2. Transportation-related attitudes and activities . 
3. Attitudes toward buses. 
4. Attitudes toward carpools/vanpools. 
5. 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, Ql-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 
Mean Differences Variances 

AIO Clusters Operational Moderate 
differences are 
apparent 

Mode Attitude Operational 
Clusters differences are Large 

apparent 

Weighted Mode Operational 
Attitude differences are Large 
Clusters apparent 

Usage Clusters Very few operational 
(Work trip- differences are Large 
Best perform- apparent 
ance) 

Attribute Pre- Group differences are 
ferences apparent, but were not Large 

very opera tiona 1 

Ability to 
Discriminate 

About a 50% 
improvement 
over chance 

About a 30% 
improvement 
over chance 

About a 33% 
improvement 
over chance 

About a 75% 
improvement 
over chance 

About a 33% 
improvement 
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 my automobile. 
Orice 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 each of the 
seven transportation AIO factors. The first number in each 
'.:e!! ~ the !!lea!! 0f !.h.e fa,,;t('r ~,:'(lrP ni~trihntinn ::>nn thP ~e<'
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 comhination 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 Table 7 were used to select higher 
public transportation opportunity groups, the analysis 

TABLE 6 TRANSPORTATION SPECIFIC FACTORS 
ON WHICH MARKET SEGMENTS WERE FORMED 
VIA CLUSTER ANALYSIS 

Factor .Load.i n,& 

. 651 

.594 

.590 

. 541 

. 500 

. 447 

.430 

factor Lo.11dinB 

. 533 

, 459 

, 417 

F11cto r Loadi ns 

• 469 
. 464 

, 231* 

Factor 1: 

Acccpt nb l lity 0£ Public Tn.m11 pci, rtatinn 

# ~ 

4. I like to ride on city buses . 
11. Traveling by public t!"ansporta

tion is more relaxing than driv
ing my car. 

24. With the higher automobile insur
ance rates, I plan to make great
er use of public transportation. 

5 . We need better bus service more 
than we need better highways. 

9 , Public transportation is fine for 
some people but not for me. 

7 , Everyone pays for bus service 
through taxes, therefore, every
one should use it. 

40 . I would never use public trans
portation more frequently than 

Factor 3: 

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

St.Jt.uil Str:teotY}'c:S of Tcaosportat:.ion Hodei:11 

# ~ 

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

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

41. Only the really poor people in 
Jacksonville use the buses. 

Factor 4: 

Necessity of Hy Automobile 

13 . I can't manage without my car . 
25 . Although mass transit would be 

good way of conserving energy, 
really cannot use it since it is 
very inconvenient. 

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

Factor 6: 

Public Transportation Should Pay Jts Own_ Way Through Fares 

f mctc c Loedi.ng 

. 417 

Faictor Lo111ding 

.581 

-.31P'r 
, 274* 

II Variable 

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

Factor 8: 

Carpooling is Cost-Effective 

8 , Carpooling is an effective means 
of conserving gasoline and reduc
ing the cost of transportation. 

1·2 . Carpooling does not appeal to me. 
39. I really enjoy riding with other 

;-::~;!: ! !':::.".:'"' . 

Factor 9: 

Acceptability of Buses for Children Who Travel in Jacksonville 

Factor Loading 

, 635 

.496 

F3cto r Loodtng 

. 467 

38. I do not mind my children riding 
on ,public buses without being ac
companied by an adult. 

37. Children in our house are involv
ed in activities that require 
travel to other parts of Jackson
ville. 

Factor 14: 

Bus Stops A.re Dian.ge11:Cu! 

46. 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 
a box. 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 IV 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 I 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 

TABLE 7 CLUSTER ANALYSIS OF 
TRANSPORTATION ATTITUDES AND ACTIVITIES 
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Group I Group II Group III Group IV 
N=l108 9n

1
=I85) (n

2
=344) (n

3
=328) (n4=251) 

Factor Interpretation Factor Means & (Variances) 

/II Acceptability of public transpor- ~ DI] . 36 - . 46 
tation (. 29) (. 29) ( .30) (. 35) 

1/3 Status stereotypes of trans- - . 15 Cfil .27 GD 
portation modes ( .50) (. 37) (. 29) (.JO) 

114 Necessity of my automobile - . 35 .06 ~ GD 
(. 27) (. 30) (. 28) (.22) 

1114 Bus stops are dangerous - . 24 DI] .16 ~ (. 38) ( .32) (. 33) 7 

//9 Acceptability of buses for - . 01 UL] GD .06 
children who travel (. 34) (. 27) (.32) (. 28) 

//6 Public transportation should pay - . IO ~ GD - .12 
its own way through fares (. 43) 9 ( .36) (. 45) 

//8 Carpooling is cost-effective .04 c:::ill C1V .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 . 

C::, Most Favorable 

c:::::::J 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 

Tract 21 - (G4) 
Tract 22 - (G4) 
Tract 24 - (G4) 
Tract 130 - (Gl) 
Tract 135 - Tract 
Tract 121 - (GI) 
Tract 122 - (GI) 
Tract 25 - (GI) 

Location B 

Tract 104 - (GI) 
Tract 110 - (GI) 
Tract 113 - (GI) 
Tract 109 - (GI) 
Tract 114 • (G4) 
Tract 112 - (G4) 
Tract 116 - (G4) 

Location C 

Tract !39 • (G4) 
Tract 140 - (G4) 
Tract 155 - (G4) 
Tract 148 - (G4) 
Tract 147 • (GI) 
Tract 146 - (GI) 
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TABLE 9 GROUP DIFFERENCES ON SELECTED 
DEMOGRAPHIC CHARACTERISTICS 

Group I Group II Group III Group 

Age
1 

Mean 4. 87 3 . 43 '. 37 3 , 70 
Std. Deviation 2. 28 2 . 07 2. 06 2 . 20 

Bus 
2 

Mean I. 11 . 90 . 80 I. 18 
Familiarity Std. Deviation , 68 . 61 . 61 . 69 

Driver'~ Mean 1.16 l. 06 1. 02 1.17 
License Std. Deviation . 36 . 23 . 15 . 38 

1The age variable was coded as l=Under 20, 2=20-24, 3=25-29, 4=30-34, 
5=35-39, 6=40-49, 7=50-59, 8=60 and over , 

2The bus familiarity variable was coded as O=I know a lot about it, 
l=I know something about it, J=I don I t know anything about it. 

3The driver's license variable was coded as l=yes, 2=no. 

IV 

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 

CHAPTER SIX 

TABLE 10 CLASSIFICATION OF RESPONDENTS 
USING DISCRIMINANT ANALYSIS 

Pr~dictrid Groul! 
Actua 1 G rouE II Ill IV No of Cases 

92 30 28 35 
//1 49 . 7% 16.2% 15 . 1% 18 . 9% 185 

112 74 143 69 58 
21.5% 41.6% 20.1% 16. 9% 344 

1/3 84 85 112 47 
25 . 6% 25 . 9% 34.1% 14 , 3% 328 

114 70 47 39 95 
27. 9% 18. 7% 15 . 5% 37. 8% --11!. 

No. of 
cases 320 305 248 235 l, 108 

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. 

DESCRIPTION OF MARKET SEGMENTS 

GROUP I 

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, 
respectiveiy. The chi square test was used t0 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., Lhe 95 percent level), X2 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 

Demographically, Group I is not very different from the 

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
Live lo a new public lransporlation 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). 

There is alw·ays a concern when analyzing attitudes that 



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. I 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 ofregular 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 
ihe methods they 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 de.signed 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 al.so can be considered a relatively propublic
transportation group, although for different reasons from 
ihose gi Vt:JJ fur Group I. Returning to Table 7, Group IV 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 (Tahle 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), anti more households live 
in rental apartments (Table 78) with a lower percentage own
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 
inuicated they did not require autos to perform their jobs 
(Table 79); a higher percentage did not have a driver's Ii
cen.se, although the majority did have a license (Table 80). 
Finally, there are generally fewer automobiles available to 
households 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 sarnple as a whole (Table 32). 

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 IV appears to be reasonably positive toward pubiic 
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 IV'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 automobile 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 feel 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 
r::r.ttonA c-nrort~nn- .:::a,ucanfc ('r<:lhl,,,. 1(\0\ 
'-I.I.I.'-'''~ "'t"...,. '"'''E:i ....... "'"''" " ' ................... _._,.,.,,. 



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). 
c. 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. I 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, I 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, I 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, I 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). 

c. 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 indication 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 non work trip purposes. 
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TABLE 11 
FAMILIARITY WITH METHODS OF TRANSPORTATION 

Don't know anything 

Know something 

Know a lot 

TABLE 12 

Under 20 

20-24 

25-29 

30-34 

35-39 

40-49 

50-59 

60 and over 

TABLE 13 

Single 

Seoarated 

Divorced 

Widowed 

TABLE 14 

Yes 

No 

TABLE 15 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

Remaining Sample (%) Group I (%) 
n•l027 n•81 

24.9 13.6 

55.8 61.1 

19.3 24.1 

x2 
• • 0608 

ACE ON LAST BIRTHDAY 

Remaining Sample (%) Group I (t) 
n•lu25 n-a-i 

20.8 13. 6 

12.0 8. 6 

14. 3 12.3 

9. 3 3.1 

1. 6 8. 6 

11.1 13. 6 

10.1 18.5 

...lhl ..1b..2 
100.0 100.0 

x2 • . 0181 

MARITAL STATUS 

Remaining Sample (7.) Group I 00 
n•l026 n•Sl 

25.6 16.0 

0.6 1.2 

J.9 9.9 

~ --1:.l 
100. 0 100.0 

x2 • . 0393 

DRIVER I S LICENSE 

Remaining Sample ( %) Group 1 (%) 
n•l025 n•Sl 

88.4 

-1J..:.i 
100. 0 

11.8 

..1Ll 
100.0 

x2 • .0089 

TRANSPORTATION ATTITUDES AND ACTIVITIES 
GETTING FROM mu.: PLACE TO ANOTHER IN THE 

JACKSONVILLE AREA IS A MAJOR PROBLEM FOR ME 

Remaining Sample ( %) Group I ( %) 
n•l026 ncAl 

5. 2 4.9 

)9. 1 18. 5 

11.0 11.l 

1). l 11.1 

12.0 11.) 

~ ..1Z..:..Q. 
100.0 100.0 

x2 • . on ; 

Travel for education shows less use of driving alone (Table 
140) and less use of carpooVvanpool (Table 141); for nonfood 
shopping trips and for visits v-.,·ith 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 carpooVvanpool (Table 149), but greater use ofregular 
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 IV 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 (fabie 165) and bicycle (Tabie 166). 

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 IV'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 
rh 'li ntQr ~,::n,~n .............................. ..., ....... "' .... 
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TABLE 16 TABLE 21 
I LIKE TO RIDE ON CITY BUSES TRAVELING BY PUBLIC TRANSPORTATION 

IS MORE RELAXING ntAN DRIVING MY CAR 

Remaining Sample (%) Group I (i.) 
n-1027 n•Bl Remaining Sample (%) Group I (i.) 

n•l024 n•81 

Does not apply 10.2 J .4 

31. 5 1. 2 
Doee not apply 10.4 6.2 

Strongly disagree 

12. 2 4. 9 
Strongly disagree 28.5 1 .2 

Slightly disagree 

2li. l 21. 0 
Slightly disagree 17 .5 3. 7 

Neutral 
Neutral 17 .5 16.0 

Slightly agree 12. 6 27 .2 

2hl 
Slightly agree 12,1 28.4 

Strongly agree _hl 
Strongly agree ..llJ! 100.0 100.0 ..!tl.:.!!. 

100 . 0 100.0 

x2 • . 0781 
x2 • . 0000 

TABLE 17 TABLE 22 
WE NEED BETTER BUS SERVICE 

MORE THAN WE NEED BEITER HIGHWAYS CAR.POOLING DOES NOT APPEAL TO ME 

Remaining Sample (%) Group 1 (%) Remaining Sample (7.) Group I (r.) 
n•l025 n•81 n•l026 n•81 

Does not a pply 4 .5 0.0 Does not apply 9.4 11.1 

Strongly disagree 20.6 6.2 Strongly disagree 2l. 7 8.6 

Slightly disagree 12 .1 2.5 Slightly disagree 17 .4 18.5 

Neutt"al 24 .2 14 .8 Ne.utt'al 9, 7 14.8 

Slightly agree 16.2 13.6 Slightly agree 12,4 18.5 

Strongly agree ~ ~ Strongly agree 19 ,4 -1!:.i 
100 .0 100 .0 100.0 100.0 

,2 • • 0000 ,2 • .0269 

TABLE 18 TABLE 23 
THE HIGH PRICE OF GASOLINE HAS CAUSED I COULDN'T MANAGE WITHOUT MY CAR 

ME TO DRIVE MY CAR MUCH LESS FREQUENTLY 

Remaining Sample m Group t m Remaining Sample (%) Croup I CO 

n•l027 n•Sl 
n•l027 n~a1 

Does not apply 12. 2 13 . 6 
Does not apply 10.0 9 . 9 

Strongly dis agree 16 . 8 7 .4 
Strongly disagree 9.3 6 .2 

Slightly disagree 13.2 4. 9 Slightly disagree 10.4 1.2 

Neutral 12. 7 3. 7 
Neutral 7 .5 2.5 

Slightly agree 20.4 23.5 Slightly agree 13.3 23 .5 

Strongly agree -1Ll ...!.2..:.2. Strongly agree ~ ~ 

100.0 100.0 100 . 0 100.0 

x2 • .0000 x2 - .0063 

TABLE 19 TABLE 24 
EVERYONE PAYS FOR BUS SERVICE THROUGH TAXES, THEREFORE, 

EVERYONE SHOULD USE IT I FULLY UNDERSTAND JACKSONVILLE'S BUS SCHEDULES A.ND FARES 

Remaining Sample (%) Group I (%) Remaining Sample (%) Group I (%) 
n•l027 n•81 n•1026 n•81 

Does not apply 3.2 6.2 Does cot apply 8. 7 3. 7 

Strongly disagree 24 .6 3. 7 Strongly disagree 32. 9 24. 7 

Slightly disagree 17 . o 4 .9 Slightly disagree 14 .4 14 ,8 

Neutral 29.2 18.5 Neutral 17. 7 16.0 

Slightly agree 14 .3 24. 7 Slightly agree 12 .o 16 .0 

Strongly agree ...ll.:.i ...£,2 Strongly agree _!id .1!.:.2. 
100.0 100.0 100.0 100.0 

x2 - .0000 x2 • . 0640 

TABLE 20 
PUBLIC TRANSPORTATION IS FINE FOR 

TABLE 25 
SOHE PEOPLE, BUT NOT fOR ME I GENERALLY DO NOT ENJOY DRIVING A CAR 

Remaining Sample (%) Group 1 (1.) Remaining Sample m Group I (%) 
n•l026 n•Bl n•l026 n•81 

Does not apply 2.9 1.2 Does not apply 8.1 11.1 

Strongly disagree 16. 9 39.5 Strongly disagree 56.2 30.9 

Slightly disagree 16.6 14 .a Slightly disagree 13. 7 l2.3 

Neutral 22.2 17 .3 Neutral 8.2 6.2 

Slightly agree 17 . 6 16 .0 Slightl y agree 7 .4 14.8 

Strongly agree ..1hl ...lid Strongly agree ~ .1!.:.2. 
100.0 100.0 100.0 100 .0 

X . ,0000 x' • . 0000 
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TABLE 26 
I DO NOT TRAVEL WITIUN THE JACKSONVILLE AREA 

ON A REGULAR BASIS EACH WEt:K 

Remaining Sample (%) Group I (X) 
n- 1026 ns81 

Does not apply 7 .0 13.6 

Strongly disagree 49.5 37 .0 

Slightly disagree 14.2 7 .4 

Neutral 6.5 8.6 

Slightly agree 7. 9 11.1 

Strongly agree 14. 7 22 .2 

x2 "' .0196 

TABLE 27 
PARK.ING IS AN ANNOYING PROBLEM At THE PLACE WHERE I WORK 

Remaining Sample (i.) Group I (i.) 
n- 1025 n""81 

Does not apply 48 .5 56. 3 

Strongly disagree 30.1 18 .8 

Slightly disagree 6.4 3 . 8 

Neutral 5.0 8.8 

Slightly agree 4 .0 2. 5 

Strongly agree ---2..:..Q _!!!..:.Q 
100.0 100 .0 

x2 • . 0924 

TABLE 28 
MY FRIENDS JUDGE PEOPLE BY THE TYPES OF CARS TilEY DRIVE 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 29 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 30 

Remaining Sample (i.) Group I (%) 
n•l026 n•81 

7.0 

47 .3 

14.6 

14 .9 

10.J 

..2:.1 
100.0 

TODAY IN MOST FAMILIES TWO CARS ARE 
A NECESSITY, NOT A LUXURY 

x2 = 

9. 9 

30.9 

14.8 

19 . 8 

i2:.3 

...±1.,.l 
100.0 

.0392 

Remaining Sample CY.) Group I (X) 
n•1027 n-81 

2.1 0.0 

8, 7 3. 7 

8.5 6 .2 

8. 1 2 . 5 

25 .4 23 .5 

~ _ilG 
100.0 100.0 

x
2 

- . 0335 

WITII THE HIGHER AUTUMOtsILE INSURANCE RATES 
1 PL.AN ·ru MAf/.J': G-kU"fl:.R USf. UY PUBLIC TRANSPORTATION 

Remaining Sample (7.) Group I (7.) 
n•l 026 n""Bl 

Does not apply 9.9 9.9 

Strongly disagree 29.6 4.9 

Slightly disagree 16. 7 3. 7 

Neutral 26. 3 23 .5 

Slightly agree 9. 7 18.5 

Strongly agree -7...,2_ -122 
100 . 0 100.0 

x2 = .0000 

TABLE 31 

SOMEONE SHOULD TAKE MEASURES TO DISCOURAGE PEOPLE 
rl\.Vl°I U;)1.l1\.1 ,,.U .LU:J .&.~1 I-IVl'OIITUl'fl1 n..lU.JhJ v • ..,ITIE.., 

Remaining Sample (%) Group I (%) 
nal026 n•Bl 

Does not apply 2.3 0.0 

Strongly disagree 15. 9 3. 7 

Slightly disagree 11. 9 1.2 

Neutral 23 .4 17 .3 

Slightly agree 20. 7 25 .9 

Stroagly agree ...ll.:..!!. 2U 
100.0 100 . 0 

x2 • . 0000 

TABLE 32 
1 t::NJUY !:>TAY1Nti Al' H.UMt; A!:> MCiCJ-t A$ f'USSTBLE 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutt'al 

Slightly agree 

Strongly agree 

TABLE 33 

Does not apply 

St-rongly disagree 

Slightly disagree 

NP11tr~l 

Slightly agree 

Strongly agree 

TABLE 34 

I ENJOY SHOPPING 

Remaining Sample (i.) Group I (%) 
n•102 7 n• 81 

0.8 1.2 

20. 3 13.6 

16. 3 8.6 

12.9 11.1 

21. 2 18. 5 

~ ~ 
100.0 100.0 

x2 - .0193 

IN STORES VERY MUCH 

Remaining Sample (%) Group I (iO 
n-1025 n-81 

2. 0 2.5 

14. 7 3. 7 

12.0 7.4 

14 .1, 12. .'\ 

27 .8 25.9 

~ ~ 
100.0 100.0 

x2 
- • 0035 

I AM HIGHLY INVOLVED IN NON-BUSINESS ORGANIZATION 
ACTIVITIES rnAT TAKE ME AWAY FROM HOME 

Remaining Sample (7.) Group I (%) 
n• l024 n•81 

Does not apply HL8 18.5 

Strongly disagree 31. 8 18.5 

Slightly disagree 14. 7 9.9 

Neutral 10. 8 18.5 

Slightly agree 11. 7 16.0 

Strongly agree ..lld ~ 
100.0 100 . 0 

x2 - . 0229 

TABLE 35 
I DO HOT LIKE TO Wi\LK 

Remaining Sample (%) Group I (X) 
n•l027 n-81 

Does not apply L S 1.2 

Strongly disagree 43.6 30 .9 

Slightly disagree 22. 3 13 .6 

Neutral 11. 7 18 .5 

Slightly agree 8.1 16.0 

Strongly .::.;:rce ...!1:.2. ...lLl. 
100 . 0 100.0 

X 
2 - .0054 



TABLE 36 
CHILDREN IN OUR HOUSE ARE INVOLVED IN ACTIVITIES 

THA't REQUIRE TRAVEL '!O OTHER PARTS OF JACKSONVILLE 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 37 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 38 

Remaining Sample Ct) Group I (%) 
n=l027 n"'81 

49.5 

12.0 

4.9 

7 .7 

10.8 

..ll.:2 
100.0 

x2 • 

I DO NOT MIND MY CHILDREN RIDING ON PUBLIC 
BUSES WITHOUT BEING ACCOMPANIED BY AN ADULT 

42.0 

6 .2 

2.5 

3.7 

12.J 

..1hl 
100.0 

.0000 

Remaining Sample (%) Group I (i.} 
n""l026 n""81 

56.2 39.S 

17 .1 13.6 

6. 5 4 .9 

5.3 4. 9 

6.3 13. 6 

___§_,_§_ ~ 
100. 0 100.0 

x
2 

• . 0000 

I WOULD NEVER USE PUBLIC TRANSPORTATION MORE FREQUENTLY 
THAN I DO NOW NO MATTER HOW MUCH TIIE SERVICE IMPROVED 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 39 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 40 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

Remaining Sample (i.) Group I (%) 
n""l027 n•Bl 

4. 2 

27 .6 

20.5 

18.5 

10.4 

~ 
100.0 

x2 • 

I FREQUENTLY WORRY ABOlIT HAVING AN 
ACCIDENT WHILE DRIVING OR RIDING IN A CAR 

a.a 
58.0 

14. 0 

12.3 

8.6 

_H 
100.0 

.0000 

Remaining Sample (i.) Group I (%) 
n-1027 n-81 

4. 5 

27. 6 

15.2 

15. t. 

23. 6 

~ 
100. 0 

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

xz • 

2.5 

13.6 

7., 

18.5 

23. 5 

...lLl 
100.0 

. 0000 

Remaining Sample (%) Group I (?.) 
n:s1027 nz81 

".0 1.3 

21.2 16.3 

20. 7 13.8 

18. 9 18.8 

24.0 26.3 

..1d..:1 ..1Ll 
100. 0 100.0 

x2 = .0158 

TABLE 41 
I DISLIKE HAVING TO CHAUFFEUR MY CHILDREN TO AND- FROM 
ACTIVITIES IN WHICH TilEY ARE INVOLVED' AWAY FROM HOME 

Remaining S·ample (%) Group I (%) 
n•I024 n=-81 

DoQA DOC lpply 61.8 54.3 

S.tt'Ol')(l;.l)' dil11tee 14.9 7 .4 

SU11hc.J.y dJ.,.sr .. 6.3 7 .4 

Nt1ucrel 6.8 9. 9 

Sl:l.:i,htly 113r~6: 6.3 13.6 

Strongly • &uc --1:.!!. ....1..:..i. 
100.0 100.0 

x2 • • 0245 

TABLE 42 

IT IS EASY TO GO TO MORE THAN ONE DESTINATION 
OR THE SAME TRIP (BUS) 

Remaining Sample (%) Group I (%) 
n=1024 n'"'81 

Strongly disagree 26. 7 22.2 

Slightly disagree 26.8 25. 9 

Neutral 23.5 16.0 

Slightly agree 14. 0 21.0 

Strongly agree 8.2 14.8 

x2 = .0901 

TABLE 43 
RIDING IN THIS TRANSPORTATION METHOD PROVIDES ME 

WITH HIGH PERSONAL SAFETY PROM CRIME (BUS) 

Remaining Sample (%) Group- I (7.) 
n•l026 n•81 

Strongly disagree 10.9 11.l 

Slightly disagree 22.4 14. B 

Neutral 31.8 24. 7 

Slightly agree 23. 7 37 .0 

Strongly agree 11.2 12.3 

x2 - .0689 

TABLE 44 
VEHICLE TYPICALLY HAS A STYLISH EXTERIOR DESIGN {BUS) 

Remaining Sample (%) Group I (%) 
n-1024 D.""81 

Strongly disagree 9.5 2.5 

Slightly disagree 13.5 14 .0 

Neutral 50.4 46. 9 

Slightly agree 16.3 16.0 

Strongly agree 10.4 19.B 

X . .0342 

TABLE 45 
I KNOW THAT IF I WANTED TO USE TIIIS METHOD, SERVICE WOULD 

BE AVAILABLE THROUGHOUT THE DAY (BUS) 

Remaining Sample (%) Group I (%) 
n:01023 n-81 

Strongly disagree 14 .0 22.2 

Slightly disagree 18.2 21.0 

Neutral 21.6 13. 6 

Slightly agree 22.9 14.8 

Strongly agree 23.4 28.4 

x 2 ,,.. • 0585 

33 
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TABLE 46 
THE VEHICLE USED IN THIS METHOD OF TRANSPORTATION HAS A SIZE 

AND APPEARANCE THAT WILL NOT DETRACT FROM TitE CHARACTER 
CI" TUE ffEIGUBOPJIOOD TIW.OUGll \,'llICH IT TRAVELS (BUS) 

Remaining Sample (%) Group I (%) 
n""l024 n,.81 

Strongly disagree 5.8 

Slightly disagree 9. 9 

Neutral 38.1 

Slightly agree 21.9 

Strongly agree 24.4 

x2 -

TABLE 47 
PERSONAL SECUPITY FROM CRIME 

Remaining Sample (%) 
Il""l027 

Not important 0.00 5. 5 

0. 50 1. 3 

Slightly important 1.00 9.9 

1.50 3. 9 

Important 2. 00 24.1 

2. 50 7 .4 

Very important 3. 00 48. 0 

X "' . 0751 

TABLE 48 
A LOW COST rnR THE TRIP 

Remaining Sample (%) 
n=1027 

Not important 0.00 5. 9 

0. 50 2. 0 

Slightly important 1. 00 15.4 

1.50 7 .0 

Iruportunt 2. 00 )4.6 

2.50 7.4 

Very important 3. 00 27. 7 

x2 
- .D315 

TABLE 49 
LITTLE CHANCE OF MEETING WITH PEOPLE WHO MAKE 

YOU FEEL INSECURE OR UNCOMFORTABLE 

Not important 

Slightly important 

Important 

Very important 

TABLE 50 

Not important 

Slightly important 

Important 

Very important 

o.oo 
0.50 

1.00 

1. so 
2.00 

2. 50 

3.00 

Remaining Sample (%) 
n-1027 

30.2 

5. 5 

24. 7 

7 .3 

17 .2 

2.9 

12. 2 

~2 • , 0229 

BEING ABLE TO TAKE A DIRECT ROUTE 
WITH FEW TIJRNS Am) DETOURS 

o. 00 

0.50 

1.00 

1. 50 

2.00 

2. 50 

3.00 

Remaining Sample (%) 
n•l027 

10.5 

2.3 

17 .0 

5. 7 

32.4 

9.5 

22.4 

~2 • . Q11~ 

2.5 

7 .4 

34 .6 

14.8 

40. 7 

.0193 

Group I (%) 
n•81 

3. 7 

0.0 

2. 5 

7.4 

21.1 

4. 9 

60.5 

Group I (%) 

n•Bl 

6. 2 

0.0 

11.l 

3. 7 

:::2.1 

2.5 

44. 4 

Group I (f.) 
n:o81 

27.2 

1.2 

18. 5 

6. 2 

17. 3 

7 .4 

22.2 

Group I (%) 
n""81 

9.9 

0.0 

12.3 

9. 9 

27. 2 

6. 2 

34. 6 

TABLE 51 
CONVENIENT METHOD FOR PAYING FOR THE COST OF THE TRIP 

Not imporcant 

Slightly imper tant 

Important 

Very important 

TABLE 52 

Do not use 

Do use 

TABLE 53 

Do not use 

Do use 

TABLE 54 

Do not use 

Do use 

TABLE 55 

Do not use 

Do 

TABLE 56 

Do not use 

Do use 

o.oo 
0.50 

1.00 

1.50 

2. 00 

2. 50 

3.00 

Remaining Sample (7.) 
n•l027 

7. 9 

2.0 

14. 5 

7 .4 

37 .8 

6.9 

23.5 

x
2 

- .0226 

USE OF TAXI FOR WORK TRIPS 

Group I (%) 

n•81 

7 .4 

l. 2 

9.9 

2.5 

29.6 

8.6 

40. 7 

Remaining Sample (7.) Group I (X) 
n•Sl 9 n•38 

97 .1 

2. 9 

USE OF BICYCLE FOR WORK TRIPS 

89.5 

10.5 

x
2 

• .0413 

Remaining Sample (i.) Group I (i.) 
n .. 519 n•38 

93.3 81.6 

6. 7 18.4 

x2 
- .0201 

USE OF MOTORCYCLE FOR EDUCATION TRIPS 

Remaining Sample (i.) Group I Ct) 
n•277 n•ZO 

90.6 

9.4 

USE OF REGULAR BUS SERVICE F'OR 
SHOPPING (GROCERY) 

75.0 

25.0 

x2 • .0677 

Remaining ~ample (7;) L,roup 1 (7,) 
n .. 795 n- 71 

% , 0 

4. 0 

USE OF REGULAR BUS SERVICE FOR 
SHOPPING (NON-FOOD) TRIPS 

A4 s 

15. 5 

x2 • . 0001 

Remaining Sample (%) Group I (%) 
n=B82 n .. 73 

85. 6 

14 .4 

75.3 

24. 7 



TABLE 57 
USE OF REGULAR BUS SERVICE FOR ENTERTAINMENT TRI PS 

Do not use 

Do use 

TABLE 58 

Remaining Sample (%) Group I (%) 
n• 842 n• 70 

92 . 6 

1.4 

84.3 

15. 7 

x2 
• . 0240 

USE OF TAXI FOR ENTERTAINMENT TRIPS 

Do not use 

Do use 

TABLE 59 

Remaining Sample (%) Group I (%) 
n• 842 n•70 

96. 9 

3.1 

91.4 

8.6 

x2 
- .0396 

USE OF REGULAR BUS SERVICE TO 
VISIT WITH FRIENDS, RELATIVES 

Do not use 

Do use 

TABLE 60 

Remaining Sample CO Group I (%) 
na.999 n•74 

92.2 

1.8 

79. 7 

20 . J 

x2 
• .0006 

USE OF TAXI TO VISIT WITH FRIENDS• RELATIVES 

Do not use 

Do use 

TABLE 61 

Remaining Sample (%) Group I (%) 
n-899 n-74 

98.3 

l. 7 

91.9 

8.1 

x2 
.. . 0012 

CONSIDERATION OF REGULAR BUS SERVICE FOR WORK TRIPS 

Would not consider using 

Would consider using 

TABLE 62 

Remaining Sample (%) Group I (%) 
n•515 n• 37 

69.5 

30. 5 

51.4 

48.6 

x2
"" .0348 

CONSIDERATION OF REGULAR BUS SERVICE FOR SHOPPING (NON-FOOD) TRIPS 

Would not eonsider using 

Would consider using 

Remaining Sample (%) Group I (%) 
n•878 n•73 

68. 9 

31.l 

45. 2 

54 .8 

x2 
• . 0001 

TABLE 63 
CONSIDERATION OF REGULAR BUS SERVICE TO VISIT WITH FRIENDS, RELATIVES 

Would not consider using 

Would consider using 

TABLE 64 

Remaining Sample (%) Group I (?.) 
n•B99 n•74 

80.5 

19.5 

58.l 

41.9 

X • .0000 

CONSIDERATION OF DRIVE ALONE VISIT wrrn FRIENDS, RELATIVES 

Would not consider using 

Would consider using 

TABLE 65 

Remaining Sample (r.) Group I (?.) 
n•899 n""74 

3J.0 

67 .0 

43. 2 

56. 8 

x2 
=- .0977 

CONSIDERATION OF REGULAR BUS SERVICE FOR ENTERTAINMENT TRIPS 

Would not consider using 

Would consider using 

TABLE 66 

Remaining Sample (?.) Group I (?.) 
n•B42 n•7l 

82.3 

17. 7 

66. 2 

33.8 

x2 
• . 0015 

CONSIDERATION OF DRIVE/RIDE WITH FAMILY MEMBERS FOR 
SHOPPING (GROCERY) TRIPS 

Would not consider using 

Would consider using 

TABLE 67 

Remaining Sample (?.) Group I (?.) 
n•794 na71 

19.0 

81.0 

29.6 

10.4 

x2 
• .0476 

TIME OF TRAVEL (2-4 p,u,,) TO VISIT WITH FRIENDS, RELATIVES 

[b not usually travel 

Do usually travel 

TABLE 68 

Rertiaining Sample (7.) Group I (r.) 
n .. 894 n•7 5 

Bl.4 

18.6 

72.0 

28.0 

x7 
• .0664 

TIME OF TRAVEL (4-7 p.m.) TO VISIT Wint FR:IENDS, RELATIVES 

Do not usually travel 

Do usually travel 

Remaining Sample (%) Group I (%) 
n"'894 n•75 

67 .8 

32. 2 

56.0 

44.0 

x2 
• .0506 
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TABLE 69 
TIME OF TRAVEL (4-7 p.m.) FOR SHOPPPING (GROCERY) 

Do not usually travel 

Do usually travel 

TABLE 70 

Remaining Sample (%) Group 1 (%) 
n•793 n•?l 

70.l 

29.9 

59. 2 

40.8 

x2 • .0747 

NUMBER OF STOPS BETWEEN LEAVING HOME ANO RETURNING HOME 
FOR WORK 

Remaining Sample (%) Gt'oup I (%) 
n•l027 n•81 

Does not apply 49.8 54. 3 

1 Stop 34 .5 17 .3 

2 Stops 7 .9 17 .3 

3 Stops 2.6 4.9 

4 Stopa 1.4 2.5 

5 Stops 3. 7 3. 7 

x2 •• 0095 

TABLE 71 
NUMBER OF STOPS BETWEF.N LEAVING HOME AND RETIJRNING HOME 

TO VISIT FRU:NT)S ,\ND RELATIVES 

Remaining Sample (%) Group 1 ( %) 
n•1027 n•81 

Does not apply 1).2 6.2 

1 Stop 5,.9 60.> 

2 Stops 18 .9 17 .3 

3 Stops 6. 7 3.7 

4 Stops ,., 1.2 

5 Stops 2.4 9. 9 

x2 "" .0028 

TABLE 72 

SATISFACTION WITII METHOD OF TRANSPORTATION MOST OFTEN USED 
FOR WORK TRIPS 

Remaining Sample (%) Group I (?.) 
n• l027 n•81 

Does not apply ,0.2 >3 .1 

Completely dissatisfied 1. 2 3.7 

Moderately dissatisfied 2. 2 4. 9 

Neithet 0.1 1.2 

Moderately satisfied 12. 9 13 .6 

Completely satisfied 33. 2 22.2 

x2 
- .0088 

TABLE 73 
:JAT!nFACTION \.IITil METHOD OF TRANSPORTATION MOST OFTEN USED 

FOR SHOPPING (NON-FOOD) 

Does not apply 

Completely dissatisfied 

ModeY'ately dissatisfied 

~either 

Moderately satisfied 

Completely satisfied 

Remaining Sample (%) Group l (%) 
n•1027 n•81 

14.4 

l.2 

2.3 

1. > 
17 .3 

63.0 

8 .6 

3. 7 

8.6 

l.2 

18 ., 

>8.0 

x1 
- .oos6 

TABLE 74 

Single 

Married 

Separated 

Divorced 

Widowed 

TABLE 75 

Under 20 

20-24 

25-29 

30-34 

3>-39 

40-49 

>0-59 

60 and oveY' 

TABLE 76 

4 or IDOY'e 

TABLE 77 

0 - 4,999 

,,ooo - 9,999 

10,000 - 14,999 

15,000 • 19,999 

20,000 - 24,999 

25,000 - 29,999 

MnrP than lO . 000 

TABLE 78 

MARITAL STATIJS 

Remaining Sample m 
n•l031 

24.3 

66. 7 

.6 

4 . 1 

__u. 
100.0 

AGE ON LAST BIRTHDAY 

Remaining Sample m 
n•l029 

19.6 

ll. 2 

14 .6 

9.0 

7 .8 

12.3 

11.9 

-1ll 
100.0 

NUMBER OF CHILDREN UNDER 10 YEARS OLD 

Remaining Sample (%) 
na1031 

6,.9 

18. 9 

10.6 

3.9 
__ ._8 

100.0 

TOTAL FAMILY INCOME 

Remaining Sample (7.) 
n•l031 

8 ., 

17 .9 

25. 7 

18.0 

15.8 

7.7 

---2..:..!. 
100.0 

TYPE OF RESIDENCE 

Remainin~ Sample (%) 
n•lOJO 

House owned 

House rented 

Apartment - less than 10 units 

Apartment - more than lO units 

Trailer 

Othet' 

78.9 

13.4 

4.4 

1. 2 

l.> 

__ ._6 

100.0 

Group lV m 
n•76 

32.9 

>1.3 

1.3 

7 .9 

--2..,.2. 
100.0 

Group IV (7.) 
n•77 

28.6 

19 .5 

9.1 

6., 

6., 

5.2 

3.9 

___1Q,l, 
100.0 

GY'OUp IV (%) 
n•77 

76.6 

15.6 

3.9 

1.2 

~ 
100.0 

Group IV (7.) 
n•76 

9.8 

34 .4 

18.0 

18.0 

9.8 

6.6 

___hl 
100.0 

Group IV (%) 
n-77 

62.3 

14.3 

11. 7 

2 . 6 

7 .8 

_J_,2 

100.0 



TABLE 79 
AUTOMOBILE REQUIRED TO PERFORM JOB 

Yes 

No 

TABLE 80 

Yes 

No 

TABLE 81 

TABLE 82 

Don I t know anything 

Know some thing 

Know a lot 

TABLE 83 

Less than 2 years 

2-4 years 

5-7 years 

8-10 years 

More than 10 years 

TABLE 84 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

Remaining Sample (%) Group IV (%) 
ns986 fi"'71 

27 .5 

.....?1.'2. 
100.0 

POSSESSION OF DRIVER'S LICENSE 

Remaining Sample (:O 
n- 1029 

88.3 

..l!..:.1. 
100.0 

NUMBER OF AVAILABLE VEHICLES 

Remaining Sample (%) 
n-1031 

3.2 

33.5 

47 .4 

13.1 

---1..& 
100.0 

FAMILIARITY WITH REGULAR BUS 

Remaining Sample (%) 
nml031 

25.1 

55. 9 

....!.2..:..2. 
100.0 

TIME LIVED IN JACKSONVILLE 

Remaining Sample 

nml028 

9.1 

11.1 

9.8 

7 .4 

~ 
100.0 

I LIKE TO RIDE ON CITY BUSES 

Remaining Sample 

10. 6 

30. 8 

12.1 

23.0 

12.8 

10. 7 

11. 3 

.J!JLl 
100.0 

Group IV (%) 
n=77 

77 .9 

~ 
100.0 

Group IV (%) 

n""'77 

1. 3 

50.6 

42.9 

3.9 

---1.:1 
100.0 

Group IV (%) 
n•77 

(%) 

10.4 

61.0 

~ 
100.0 

Group IV 
n-77 

20.8 

7 .8 

9.1 

1. 3 

-2..!..:..Q. 
100.0 

(%) 

(%) Group IV (%) 

2.6 

7 .8 

5.2 

36.4 

24. 7 

23.4 

x2 • • 0000 
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TABLE 85 
WE NEED BETTER BUS SERVICE MORE 

THAN WE NEED BETTER HIGHWAYS 

Remaining Sample (%) Group IV (%) 
U""l030 U""76 

Does not apply 4 .3 2.6 

Strongly disagree 20.6 5.3 

Slightly disagree 11.5 10. 5 

Neutral 22.9 31.6 

Slightly agree 15. 7 19. 7 

Strongly agree 25.0 30.3 

x2 • .0259 

TABLE 86 
TRAVELING BY PUBLIC TRANSPORTATION IS MORE 

RELAXING TI!AN DRIVING MY CAR 

Remaining Sample (%) Group IV (%) 
n""l02B n•77 

Does not apply 10. 2 9.1 

Strongly disagree 28.1 5. 2 

Slightly disagree 16.4 16.9 

Neutral 16.1 35.1 

Slightly agree 13.3 13.0 

Strongly agree 15.9 20.8 

x2 • • 0000 

TABLE 87 
I WOULD NOT LIKE TO RIDE WITH THE TYPE OF PEOPLE 

WHO TYPICALLY USE PUBLIC TRANSPORTATION 

Remaining Sample (%) Group IV (%) 
n=l031 n::::.77 

Does not apply 6. 7 2.6 

Strongly disagree 26. 6 39.0 

Slightly disagree 16.1 19.5 

Neutral 33.8 35.1 

Slightly agree 10.0 3. 9 

Strongly agree 6. 9 o.o 

l- .0127 

TABLE 88 
I DO NOT LIKE TO RIDE IN THE SAME VEHICLE 

WITH PEOPLE I DO NOT KNOW 

Remaining Sample (%) Group IV (%) 
n• l030 n• 77 

Does not apply 1. 9 2. 6 

Strongly disagree 18. 9 36.4 

Slightly disagree 18. 3 11. 7 

Neutral 23. 7 28. 6 

Slightly agree 19. 2 14 .3 

Strongly agree 18.0 6. 5 

x2 - . 0014 

TABLE 89 
I DON I T MIND BEING RESTRICTED TO FIXED TIMES AND SCHEDULES 

FOR MY TRAVEL WITHIN THE JACKSONVILLE AREA 

Remaining Sample (%) Group IV (%) 
n:zl030 n:77 

Does not apply 5.5 3.9 

Strongly disagree 37 .0 19. 5 

Slightly disagree 18.3 16. 9 

Neutral L4.0 24. 7 

Slightly agree 15.0 13.0 

Strongly agree 10.3 22.1 

x2 • .0007 
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TABLE 90 
I WOULD NEVER USE PUBLIC TRANSPORTATION MORE FREQUENTLY TitAN 

! W ?-?!;.'I.:! ~ MAl'TE.P. Mot~ M!Jrq T!!E SUJ.'lr11 TMPpn1nm 

Remaining Sample (%) Group IV (i.) 
n•l03l n•77 

Does not apply 4.2 0.0 

Strongly disagree 28. 6 ,5.5 

Slightly disag-ree 20. 2 19.5 

Neutral 11 . 3 28 . 6 

Slightly agree 10 . 8 3. 9 

Strnngly agree 19.0 2.6 

xz • .0000 

TABLE 91 
ALTIIOUGH MASS TRANSIT WOULD BE A GOOD WAY OF CONSERVING ENERGY, 

I REALLY CANNOT USE IT SINCE IT IS VERY INCONVENIENT 

Remaining Sample (i.) Group IV (i.) 
n•l031 n• 77 

Does not apply 6.4 l.3 

Strongly disagree 10.0 21. 3 

Slightly disagree l l. 6 16.9 

Neutral 11.9 44.2 
Slightly agree 17. 9 6. 5 
Strongly agree 36.9 3.9 

x2 
• .0000 

TABLE 92 
WITH THE HIGHER AUTOMOBILE INSURANCE RATES, I PLAN 

TO MAKE GREATER USE OF PUBLIC TRANSPORTATION 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 93 

Does not apply 

Strongly disagree 

311!!,l!Lly U!s.t~.lel!. 

Neutral 

Slightly agree 

Strongly agree 

TABLE 94 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

Remaining Sample (%) Group IV ( %) 
n•l030 n•77 

9 .1 

29. 5 

16. 0 

25. l 

9.1 

9.9 

PUBLIC TRANSPORTATION IS FINE FOR 
SOME PEOPLE BUT NOT FOR ME 

13.0 

5.2 

ll.1 

39. 0 

19. 5 

ll. 1 

x2 • . 0000 

Remaining Sample (%) Group IV (%) 
n•lOJO n•77 

2.9 

16.4 

15.6 

21.9 

18 . 5 

24 . 6 

x2 • 

1 J.'KEQUJ:!.NTL'l'. WUKK'.i Aiit:JUT HAVING AN AGCID!NI 
WHILE DRIVING OR RIDING IN A CAR 

1. 3 

46.8 

27.3 

20.8 

3.9 

o.o 

.0000 

Remaining Sample ( %) Group IV ( %) 
n•l031 n•77 

4.1 1.8 

21.0 20.8 

14. 6 14 .3 

15.0 23.4 

23.4 26.0 

15 .9 1. 8 

x! .. . 0611 

TABLE 95 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 96 

MY OWN CAR PROVIDES THE CHEAPEST 
TRANSPORTATION I CAN BUY 

Remaining Semple (i.) Group IV (i.) 
n•l031 n•77 

9.8 20. 8 

16. 9 21.3 

16 . 3 l2. \ 

lJ .1 20.8 

11.) 5. 2 

25.6 3. 9 

x
2 

• . 0000 

SQMEQN£. 5!:!.Qtr!.!'I TA!C..E ME.ASTJR£$ Tt1 m .c;;r.mlRAr.'F. PF.OPT F. 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutrnl 

Slightly agree 

Strongly agree 

TABLE 97 

FROM USING AUTOS IN DOWNTOWN AREAS OF CITIES 

Remaining Sample (i.) Group IV (%) 
n•l030 n-77 

2.3 

15.2 

ll. 6 

21. 3 

21. 6 

28. l 

x2 
• .0001 

0.0 

ll.) 

5. 2 

45 . 5 

14 .3 

23.4 

I Fln..LY UNDERSTAND JACKSONVILLE I S BUS SCHEDULES AND FARES 

Remaining Sample (i.) Group IV (;'.) 
n•l030 n•77 

Does not apply 8.6 1.3 

Strongly disagree 33. 7 14 .3 

Slightly disagree 14, 6 u.u 
Neutral 16.5 32.5 

Slightly agree 11.1 19. 5 

Strongly agree 14. 1 19.5 

x2 • • 0000 

TABLE 98 
EVERYONE PAYS FOR BUS SERVICE T11R.OUGH TAXES, 

THEREFORE , EVERYONE SHOULD USE IT 

Remaining Sample (%) Group IV (%) 
n•l031 n•77 

Does not apply 3.6 1.3 

Strongly disagree 23.1 15 .6 

Sli~hely disagree 16.2 15.6 

Neutral 27. 3 44.2 

Slightly agree 15. 1 14.3 

,:, .. ----'·· -c,· -- . 1 ----··c,•., 

X • .0391 

TABLE 99 
TODAY IN MOST FAMILIES TWO CARS ARE A NECESSITY NOT A LUXURY 

Remaining Sample (%) Group IV ( %) 
n•lOJl n•77 

Does not apply 2.1 0.0 

Strongly disagree 1.1 16.9 

Slightly disagree ). 9 14 .3 

Neutral 7. 2 14 .3 

Slightly agree 26.1 14 .3 

Strongly agree 49.1 40. 3 

xz - .0004 



TABLE 100 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutr.il 

Slightly agree 

Strongly agree 

TABLE 101 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 102 

I GENERALLY DO NOT ENJOY DRIVING A CAR 

Remaining Sample (7.) Group IV (7.) 
n•lOJO n•77 

7. B 15.6 

56. 2 29.9 

13. 2 19.5 

7. 6 14. 3 

7. 6 13.0 

7.7 7.B 

x2 
• .0003 

I COULON' T MANAGE WITHOUT MY CAR 

Remaining Sample {t) Group IV (Z) 
n•lOJl n•77 

9. 6 15.6 

7.7 27 .3 

8.9 20.8 

6. 9 10.4 

14. 3 11. 7 

52. 7 14.3 

x2 • . 0000 

I WOULD RATHER MY FELLOW WORKERS SEE ME ARRIVE AT 
WORK BY CAR THAN BY PUBLIC TRANSPORTATION 

Doee not apply 

Strongly d19agree 

Slightly disagree 

Neu tral 

Slightly agree 

Strongly agree 

TABLE 103 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

S t"rongly agree 

TABLE 104 

Does not apply 

Strongly disagree 

Slightly disag"ree 

Neutral 

Slightly agree 

Strongly agree 

Remaining Sample (%) Group IV (%) 
n•1026 n•77 

44.1 

24. 7 

5.6 

17. 5 

4.3 

3.9 

x2 . 

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

51.9 

35.l 

3. 9 

7.8 

o.o 

1. 3 

• 0228 

Remaining Sample (%) Group IV (t) 
n•l031 na77 

11. 7 19. 5 

16.9 6. 5 

12. 5 14 ,3 

11. 3 22.1 

20. 6 22.1 

27 .1 15.6 

x2 • • 0013 

CARPOOLING DOES NOT APPEAL TO ME 

Remaining Sample (%) Group IV (Z) 
n•l030 n=77 

9 . 0 15.6 

20.6 23.4 

17. 7 15.6 

18. 5 29. 9 

13. 0 10.4 

21. 2 5. 2 

X . .0030 

TABLE 105 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightl y agree 

Strongly agree 

TABLE 106 

Does not apply 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE 107 

I ENJOY STAYING AT HOME AS MUCM AS POSSIBLE 

Remaining Sample (%) Group IV (%) 
ni••l031 n•77 

0.9 

19.1 

14. 7 

12. 9 

21.1 

31.4 

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

X 

o.o 

2B.6 

20.6 

10.4 

22.1 

10.4 

• .0003 

Remaining Sample (%) Group IV (%) 
n•l031 n•77 

42.8 44 .2 

8.1 1.3 

4 .8 10.4 

5. 6 10.4 

7.3 11. 7 

31.5 22.l 

x2 • .0088 

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

Remaining Sample (%) Group IV (%) 
n•l031 n-77 

Does not apply so. 2 55.8 

Strongly disagree 16. 2 22.1 

Slightly disagree 7 . 2 5.2 

Neutral 5 . 4 3.9 

Slightly agree 6.4 9.1 

S t"rongly agree 14 .5 3. 9 

x1 • .0967 

TABLE 108 
I REALLY ENJOY RIDING WITH OTHER PEOPLE I KNOW 

WHEN I TRAVEL WITHIN THE JACKSONVILLE AREA 

Remaining Sample (%) Group IV (%) 
nslQ31 n-77 

Does not apply 4.8 0.0 

Strongly disagree 5. 0 1. 3 

Slightly disagree 3.1 6. 5 

Neutral 16.8 28.6 

Slightly agree 26. 8 20.8 

Strongly agree 43.5 42. 9 

x
2 = .0109 

TABLE 109 
I SELDOM ATTEND SPORTING EVENTS AS A SPECTATOR 

Remaining Sample (%) Group IV (%) 
n•l030 n•77 

Does not apply 9.o· 3.9 

Strongly disagree 21. 7 23.4 

Slightly disagree 16.4 7.8 

Neutral 10. 2 13. 0 

Slightly agree 15. 7 28. 6 

Strongly agree 26. 9 23.4 

x
2 

- .01e3 
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TABLE 110 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

TABLE Ill 

I ONLY HAVE TO SPEND A SHORT TIME WAITING 
TU U::it THh \tt.ttH,LI:. \OU:>) 

Remaining Sample (%) Group IV (%) 
n"'l029 n•77 

14. 7 6.5 

18. 9 13.0 

26.0 23.4 

24.0 31.2 

16.4 26.0 

x 2 • .0363 

n1-lEi~ I U3C TUI!, \.'J:UICLE, I A..'f VERY LIKELY TO ARRI'.'E 
AT MY DESTINATION ON TIME (BUS) 

Remaining Sample (%) Group IV (%) 
n•l029 n ... 77 

Strongl y disagree 9. 7 3.9 

Slightly disagree 17. 3 5.2 

Neutral 27 .3 16.9 

Slightly agree 27 ,1 31. 2 

Strongly agt'ee 18.6 42.9 

x2 • .0000 

TABLE 112 
t ONLY HAVE TO SPEND A SHORT TU1E IN GETTING TO THE 

VEHICLE WHEN I NEED TO USE IT (BUS) 

Remaining Sample (i.:) Group IV (7.) 
n:il029 n•77 

Strongly disagree 13. 9 5.2 

Slightly disagree 22. 0 10.4 

Neutral 25. 6 16.9 

Slightly agree 22. 6 35.1 

Strongly agree 15.9 32.5 

x2 , . 0000 

TABLE 113 

BY USING TI-lIS VEHICLE, TIIERE IS LITTI.E CHANCE OF MEETING 
PEOPLE WHO MAKE ME FEEL INSECURE OR UNCOMFORTABLE (BUS) 

Remaini ng Sample (7.) Grouo IV (t) 
nsl028 n•77 

Strongly disagree 13.5 6.5 

Slightly disagree 23.l 6.5 

Neutral 33. 7 ,o.3 

Slightly agree 18.9 31.2 

StronJ,,?;ly aRree 10. 9 15.6 

,2 - .0006 

TABLE 114 
RIDING IN nus TRANSPORTATION METHOD PROVIDES H'E \,,'ITH 

HIGH PERSONAL SAFETY FROM CRIME (BUS) 

R!:!maining Sample (i.) Croup tV (i.) 
n""l030 n•77 

Strongly disagree 11.S 3.9 

Slightly disagree 22.5 13.0 

Neutral 31. 2 32.5 

Slightly agree 2, .2 31. 2 

Strongly agree 10. 7 19.5 

·.2 . ,GlU8 

TABLE 115 
I USUALLY WOULD HAVE ADEQUATE WEATHER PROTECTION WHILE 

rJ.6.!!!?JG TO 1JSE THE llEH!C!.E (9US) 

Remaining Sample (%) Group IV (%) 
nsl029 0"'77 

Strongly disagree 25.2 15.6 

Slightly disagree 28.2 2).4 

Neutral 24. 5 23.4 

Slightly agree 14. 5 20.8 

Strongly agree 7. 7 16.9 

x
2 

- .0139 

TABLE 116 
J. ..... , ABLc. .a.v .,c. .. c. ..... YrlE ........ "' I WA:IT TO GO o~: A 

TRIP WHEN USING 'IBIS METHOD (BUS) 

Remaining Sample ( i.) Group IV (%) 
n•1029 n""-77 

Strongly disagree 20.0 9.1 

Slightly disagree 28.2 16.9 

Neutral 23.0 32.5 

Slightly agree 19. 9 22.1 

Strongly agree 8.8 19.5 

x2 - .0008 

TABLE 117 

THERE IS ADEQUATE ROOM BE'liffiEN ME AND aIHERS 
RIDING IN THIS VEHICLE (BUS) 

Remaining Sample (%) Gro110 IV (%) 
n°1029 n•77 

Strongly disagree 6 . 8 2.6 

Slightly disagree 13 . 0 5. 2 

Neutral 26 .5 28.6 

Slightly agree 28. 5 24. 7 

Strongly agree 25. 2 39.0 

X . .0249 

TABLE 118 
I KNOW THAT IF I WANTED TO USE THIS METHOD, SERVICE WOULD 

BE AVAILABLE THROUGHOUT THE DAY (BUS) 

Strongly disagree 

SUghtly disagree 

Neutral 

Slightly agree 

,c:; trom, 1 v AOrPP 

TABLE 119 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agree 

Strongly agree 

Remaining Sample (7.) Group IV (i.) 
n-1027 n•77 

15.0 

18. 7 

20.8 

22. 6 

22. Q 

x2 -

THIS TRANSPORTATION METHOD PROVIDES ADEQUATE 
PRIVACY WHEN TRAVELING (BUS) 

9.1 

14.3 

23., 

18.2 

1'i.l 

.0994 

Remaining Sample (i.) Group IV (%) 
n•1030 ncs77 

25.0 7 .8 

26. 2 16. 9 

28. 2 ,6.8 

·~- 7 
16, 9 

7 .o l l. 7 

:,';2 .. .Q.002 



TABLE 120 
THERE IS ONLY A SMALL VARIATION IN TRAVEL TIME FROM 

ONE DAY TO ANOTHER (BUS) 

Remaining Sample (i.) Group IV (i.) 
n- 1029 n::77 

Strongly disagree 6.6 5.2 

Slightly disagree 14. 6 3. 9 

Neutral 31.4 33.8 

Slightly agree 23. 7 22.l 

Strongly agree 23. 7 35. l 

x2 "' • 0387 

TABLE 121 
• WHEN USING THIS VEHICLE I AM ABLE TO TAKE ROUTES WHICH 

ARE PLEASANT OR SCENIC (BUS) 

Remaining Sample (i.) Croup IV (7.) 
nal028 rr::11.77 

Strongly disagree 14.9 3. 9 

Slightly disagree lB. 5 10.4 

Neutral 3B. 9 48. l 

Slightly agree 17. 3 16. 9 

Strongly agree 10.4 20.B 

x2 • . OOlB 

TABLE 122 
I HAVE GREAT ASSURANCE OF GETTING A SEAT (BUS) 

Remaining Sample (?.) Group IV (%) 
n•l029 n•77 

Strongly disagree B. 5 5. 2 

Slightly disagree 17.7 11. 7 

Neutral 2B.9 27. 3 

Slightly agree 28.3 23.4 

Strongly agree 16. 7 32.5 

xz • • 0109 

TABLE 123 
USING TIIIS TRANSPORTATION METHOD REQUIRES 

NO VEHICLE CHANGES (BUS) 

Remaining Sample (%) Group IV (%) 
n•l028 n=-77 

Strongly disagree lJ .3 6.5 

Slightly disagree 22.4 28.6 

Neutral 27 .5 27 .3 

Slightly agree 11 .a 23.4 

Strongly agree 15.B 14.3 

x2 = . 0905 

TABLE 124 
WHEN USING THIS VEHICLE, I HAVE ADEQUATE SPACE 

FOR STORING PACKAGES (BUS) 

Remaining Sample (%) Group IV (7.) 
n::11037 n;7J 

Strongly disagree 12.4 5.2 

Slightly disagree 20. 6 9.1 

Neutral 30.6 37. 7 

Slightly agree 25.4 33.B 

Strongly agree 11.0 14.3 

x2 • • 0198 

TABLE 125 
THERE IS ONLY A SMALL VARIATION IN TRAVEL TIME FROM 

ONE DAY TO ANOTHER (CARPOOL/VANPOOL) 

Remaining Sample 00 Group IV ( i.) 
n=-1029 n•77 

Strongly disagree 3. 3 0. 0 

Slightly disagree 8.5 

Neutral 36.2 

Slightly agree 26. 3 

Strongly agree 25. 7 

x2 • .009 1 

TABLE 126 
TRIS TRANSPORTATION METHOD PROVIDES A CONVENIENT METHOD 

OF PAYING FOR THE COST OF THE TRIP (CARPOOL/VANPOOL) 

1.3 

so. 6 

lB.2 

29. 9 

Remaining Sample (7.) Group IV (%) 
n•l029 n•77 

Strongly disagree 2.2 l. 3 

Slightly disagree 3.B 1.3 

Neutral 33.0 46.B 

Slightly agree 24. l 14 .3 

Strongly agree 36.8 36.4 

xl • • 0770 

TABLE 127 
WHEN USING THIS VEHICLE, I AM ABLE TO TAKE A DIRECT 
ROUTE WITH FEW TURNS AND DETOURS (CARPOOL/VANPOOL) 

Remaining Sample (%) Croup IV (%) 
nalQ25 n-77 

Strongly disagree 1. 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. l 

xz • . OOOB 

TABLE 128 
WHEN USING THIS VEHICLE, I HAVE ADEQUATE SPACE 

FOR STORING PACKAGES (CARPOOL/VANPOOL) 

Remaining Sample (%) Group IV (%) 
n•l028 r•77 

Strongly disagree 6. 7 3. 9 

Slightly disagree 16. 9 11.8 

Neutral 36. 7 52. 6 

Slightly agree 25 .6 1B.4 

Strongly agree 14. l 13. 2 

x'. . 0846 

TABLE 129 
WHEN I USE THIS VEHICLE, I AM VERY LIKELY TO ARRIVE AT 

MY DESTINATION ON TIME (CARPOOL/VANPOOL) 

Remaining Sample (%) Croup IV (%) 
n=>lO)O n""77 

Strongly disagree 3.5 I. 3 

Slightly disagree B.3 2.6 

Neutral 31. 9 32.5 

Slightly agree 32.3 23. 4 

S t"rongly agree 24 .0 40. 3 

x2 • .0098 

41 
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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 (i,) Group IV (:t) 
n•1029 n•77 

Strongly disagree o. 7 0.0 

Slightly disagree 1.1 6.5 

Neutral 1.4 5. 2 

Slightly agree 4 .6 9.1 

Strongly agree 92.3 79.2 

x2 - ,0000 

TABLE 131 
RIDING IN THIS TRANSPORTATION METHOD PROVIDES ME WITH 

HH~H PF.RSONAT SAFF.TY FROM r:RTMF. (r.AR) 

Remaining Sample (i.) Group IV (%) 
n•l030 n•77 

Strongly disagree 2.0 l. 3 

Slightly disagree 3.9 3. 9 

Neutral 8.1 18.2 

Slightly agree 20.6 23.4 

Strongly agree 65.4 53.2 

x2 • • 0329 

TABLE 132 
THERE IS USUALLY ONLY A SMALL VARIATION IN TRAVEL 

TIME FROM ONE DAY TO ANOTHER (CAR) 

Remaining Sample (%) Group IV (7.) 

Strongly disagree 

Slightly disagree 

Neutral 

Slightly agi">=c 

Strongly agree 

TABLE 133 

n•1029 n-77 

1.2 

2.8 

4.2 

10.4 

81.4 

0.0 

o.o 
18.2 

14.3 

67.5 

x2 
... 0000 

BEING ABLE TO MAKE A TRIP WITHOUT CHANGING VEHICLES 

Remaining Sample (%) Group IV 
n=l031 n:ia77 

Not important 0.0 3. 7 6.5 

o. 5 0. 6 1.3 

Slightly important 1.0 9.2 14. 3 

1. 5 4. 6 6.5 

Important 2. 0 29.9 39.0 

2.5 10.6 6. 5 

Very important 3. 0 41. 5 26. 0 

X 
z 

a .0639 

TABLE 134 
BEING ABLE TO TAKE A DIRECT ROUTE, 

WITll FEW TURNS AND DETOURS 

Remaining Sample (7.) Group IV 
n•103l n""77 

Not important 0. 0 10. l 15.6 

0.5 2.1 2.6 

Slightly impot'tant 1.0 15.8 28. 6 

1.5 6.2 3.9 

Important 2.0 32.6 24. 7 

2. 5 9.1 11. 7 

Very impot'tant 3.0 24.1 13.0 

X - .0171 

(%) 

(1.) 

TABLE 135 

ADEQUATE ROOM BETWEEN \'OU AND OTHERS IN THE VEHICLE 

Not important 

Slightly important 

Important 

Very important 

TABLE 136 

Remaining Sample (i.) Group IV (%) 
n .. 1031 n""77 

o.o 6. 2 3.9 

0.5 2. i 3. 9 

1.0 15. B 36.4 

1. 5 6.5 10.4 

2.0 35. 6 31.2 

2.5 6. 6 2.6 

3.0 27. 2 11. 7 

x2 • . 0000 

USUAL TIME FOR TRAVEL TO AND FROM WORK 
THE 2 to 4 P.M. TIME SLOT 

Remaining Sample (i.) Group IV (%) 
n•513 n-34 

Do not tt'avel at this time 74. 9 

25.1 

55.9 

44.l Tt'avel at this time 

TABLE 137 

Do not use this mode 

Use this mode 

TABLE 138 

x
2 

- .0256 

USE OF DRIVE ALONE FOR WORK TRIPS 

Remaining Sample (%) Grnup IV (7.) 
n•523 n=14 

7 .5 

92.5 

20.6 

79.~ 

x2 
"' .0116 

USE OF DRIVE/RIDE WITH FAMILY MEMBER FOR WORK TRIPS 

Do not use this mode 

Use this mode 

TABLE 139 

Remaining Sample (i.) Group IV (%) 

n•S23 n=34 

47 .2 

52.8 

64. 7 

35.3 

x2 
- .0120 

USE Oi R.iGULAR BUS SERVICE FOR WORY. TR.IPS 

Do not use this mode 

Use this mode 

TABLE 140 

Do not use this mode 

Use this mode 

Remaining Sample (i.) Gt"oup IV (i.) 
n""523 n=34 

87 .4 

12.6 

USE OF DRIVE ALONE FOR EDUCATION TRIPS 

61.8 

3B. 2 

x
2 

• .0001 

Remaining Sample (%) Group IV (i.) 
n•270 n:o27 

35.6 

64.4 

' 

59.3 

40.7 

x- "" . 0268 



TABLE 141 
USE OF CARPOOL/VANPOOL FOR EDUCATION TRIPS 

Do not use this mode 

Use this mode 

TABLE 142 

Do not use this mode 

Use this mode 

TABLE 143 

Do not use this mode 

Use this mode 

TABLE 144 

Do not use this mode 

Use this mode 

TABLE 145 

Do not use this mode 

Use this mode 

TABLE 146 

Do not use this mode 

Use this mode 

Remaining Sample (i.) Croup IV (%) 
n•270 n-=27 

60.4 

39.6 

USE OF DRIVE ALONE FOR 
SHOPPING (NON-FOOD) TRIPS 

81.5 

lB. 5 

Remaining Sample (i.) Group IV (i.) 
n•886 n-69 

21.4 

7B.6 

USE OF DRIVE ALONE FOR 
VISITS WITH FRIENDS, RELATIVES 

43.5 

56.5 

x2 
• .0001 

Remaining Sample (t) Group IV (%) 
n• 901 n•72 

26. 7 

73.3 

REGULAR BUS SERVICE FOR 
SHOPPING (NON-FOOD) TRIPS 

45.B 

54. 2 

X • .0009 

Remaining Sample (i.) Gt'oup IV (%) 
na886 n• 69 

B6.0 

14.0 

USE OF REGULAR BUS SERVICE FOR 
VISITS WITII rnIENDS, RELATIVES 

69.6 

30 .4 

x2 
• .0005 

Remaining Sample Ct) Group IV Ct) 
n=901 n=72 

92.6 

7 .4 

USE OF DRIVE ALONE FOR 
SHOPPING (GROCERY) TRIPS 

75.0 

25.0 

x2 
• .0000 

Remaining Sample (%) Group IV (%) 
n•Sll n•72 

20.6 

79.4 

36.4 

63.6 

x2 
• .009B 

TABLE 147 
USE OF DRIVE ALONE FOR ENTERTAINMENT TRIPS 

Do not use this mode 

Use this mode 

TABLE 148 

Remaining Sample (i.) Group IV (%) 
n•842 n•70 

34.4 

65.6 

4B.6 

51.4 

x2 • .0249 

USE OF DRIVE/RIDE WITH FAMILY MlltBER FOR 
ENTERTAINMENT TRIPS 

Do not use this mode 

Use this mode 

TABLE 149 

Remaining Sample (%) Group IV (%) 
n•842 n-70 

13.4 

B6.6 

21.4 

7B.6 

x2 
- .0941 

USE OF CARPOOL/VAN°POOL FOR ENTERTAINMENT TRIPS 

Do not use this mode 

Use this mode 

TABLE 150 

Use this mode 

TABLE 151 

Do not use this mode 

Use this mode 

TABLE 152 

Do not use this mode 

Use this mode 

Remaining Sample (7.) Group IV (%) 
n•842 n=70 

69.1 

30.9 

USE OF REGULAR BUS SERVICE FOR 
ENTERTAINMENT TRIPS 

85. 7 

14. 3 

x2 
- .oos3 

Remaining Sample (7.) Group IV (%) 
n•842 na17Q 

93.2 

6.B 

USE OF BICYCLE FOR ENTERTAINMENT TRIPS 

77 .1 

22. 9 

x2 
- .0000 

Remaining Sample (%) Group IV (%) 
n=-842 nca7Q 

91.8 

a. 2 

80.0 

20.0 

x2 
- .0020 

USE OF DRIVE/RIDE WITII FAMILY MEMBER FOR 
VISITS WITH FRIENDS, RELATIVES 

Remaining Sample (%) Group IV (%) 
n=901 n-72 

12.5 

B7 .5 

23.6 

76.4 

x2 
=- .0133 

43 
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TABLE 153 

Do not use this mode 

Use this mode 

TABLE 154 

USE OF DRIVE/RIDE WITH 'FAMILY MEMBER FOR 
SHOPPING (NON-FOOD) TRIPS 

Remaining Sample (%) Group IV (%) 
n""B86 n=69 

15.1 

84.9 

CONSIDERATION OF REGULAR BUS SERVICE 
FOR WORK TRIPS 

26.1 

73.9 

x2 
• . 0260 

Remaining Sample (?.) Group IV (r.) 
n""518 n:o34 

Do not use this mode 70. 5 

29. 5 

35 .3 

64. 7 Use this mode 

TABLE 155 

Would not consider 

Would consider 

TABLE 156 

Would not consider 

Would consider 

TABLE 157 

x2 
- .0000 

CONSIDERATION OF TAXI FOR WORK TRIPS 

Remaining Sample (%) Group IV (i.) 
n .. 518 n:134 

96.3 

3. 7 

85.3 

14. 7 

x2 ,,. .ooa7 

CONSIDERATION OF BICTCLE rnR WORK TRIPS 

Remaining Sample (%) Group IV (%) 
n-518 n=34 

B7 .5 

12.5 

73.5 

26.5 

x2 
- .0405 

CONSIDERATION OF DRIVE ALONE FOR EDUCATION TRIPS 

Would consider 

TABLE 158 

Would not consider 

Would consider 

Remaining Sample (%) Group IV (i.) 
n=273 n- 27 

65. 2 

CONSIDERATION OF DRIVE ALONE FOR 
SHOPPING (~0~-.-000) TRIPS 

O_j,U 

37 .o 

x2 
- .0014 

Remaining Sample (i.) Group IV (i.) 
n-882 n=-69 

28. 2 

71.8 

40.6 

59.4 

x2 
• .U'+ 11 

TABLE 159 
CONSIDERATION OF DRIVE/RIDE WITH FAMILY MEMBER 

FOR SJ.lOPPTNr. ( NON-Fnnn) 'T'lHP S 

Would not consider 

Would consider 

TABLE 160 

Would not consider 

Would consider 

TABLE 161 

Would not consider 

Would consider 

TABLE 162 

Remaining Sample (i.) Group IV (i.) 
n=882 n"'69 

18.1 

81.9 

CONSIDERATION OF REGULAR BUS SERVICE FOR 
SHOPPING (NON-FOOD) TRIPS 

30. 4 

69 .6 

x1 •. 0190 

Remainine Samele (i.) Group TV ('-'.) 
n"'e82 - n=69 

69. 6 

30.4 

34.8 

65.2 

x2 
• .0000 

CONSIDERATION OF REGULAR BUS SERVICE FOR 
SHOPPING (GROCERY) TRIPS 

Remaining Sample (i.) Group IV (i.) 
n•811 n=54 

85.1 

14. 9 

53. 7 

46.3 

x2 
"' .0000 

CONSIDERATION OF DRIVE/RIDE WITH A FAMILY MEMBER FOR 
VISITS WITH FRIENDS. RELATIVES 

Would not consider 

Would consider 

TABLE 163 

wou.1.a not cons1aer 

Would consider 

TABLE 164 

Would not consider 

Would consider 

Remaining Sample (%) Group IV (?.) 
n•901 na72 

18.1 

81.9 

CONSIDERATION OF REGULAR BUS SERVICE FOR 
VISITS WITH FRIENDS, RELATIVES 

30.6 

69.4 

x2 
- .0148 

Remaining Sample (7.) Group IV (%) 
n=901 n-72 

18.8 

CONSIDERATION OF DRIVE ALONE FOR 
ENTERTAINMEN'I' TRIPS 

51.4 

x2 • • 0000 

Remaining Sample (%) Group IV (7.) 
n-ali 3 n=70 

43.1 

56.9 

57 .1 

42.9 

A
2 

- .0312 



TABLE 165 

Would not consider 

Would consider 

CHAPTER SEVEN 

CONSIDERATION OF REGULAR BUS SERVICE 
FOR ENTERTAINMENT TRIPS 

Remain ing Sawple (i,) Group IV (i.) 
n:11843 n• 70 

8).0 

17 .o 

57 . 1 

42 .9 

x2 • . 0000 

MODAL ATTRIBUTE PREFERENCE 

PURPOSE OF STUDYING CONSUMER PREFERENCES FOR 
SPECIFIC MODE ATTRIBUTES 

This chapter describes !he 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 ofa 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 Lhost! allributt!S important to specific groups of 
transportation users and the inclusion of perceived levels of 
attributes common Lo specific alternatives should provide 
useful information to the transportation system designer in 
providing service to various potential user groups. If, for 

TABLE 166 

CONSIDERATION OF BICYCLE FOR ENTERTAINMENT TRIPS 

Would not consider 

Would consider 

Remaining Sample (i.) Group IV (i.) 
n•84J n•70 

92. 2 

7. B 

84 .) 

15. 7 

x2 
• . 0397 
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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 desctibed in terms of differen
tiating attributes (e .g. , express bus, skip stop, etc .). There
fore , setious 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 visuulizc in uny 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-
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tion possibilities and to obtain consumer reaction to these 
alternatives. Both the transportation planner's descriptive 
1_1__1 _ 1 1 • ' • , •• /, 1 ,• , r" 1 
1'1Ut;l '1UU '1 \;Ulllplt;Lt; llllt;l pl t;L'1l1Ull ~ ll '1U:SiallUIIJ Ul ea1,;n 
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 desirabiiity of various leveis of service were 
assessed in Part IV of the questionnaire (App. E). An effort 
was made to determine 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 evaluated with 
respect to the following three levels: less than 5 min, 5 to 10 
min, «nJ 10 iu 20 min. Re1Spumse1S iu ihe ue1Sirabiiiiy uf ihe1Se 
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, depending on the respondent's 
specific preferences for service levels. For example, in QI, 
a transportation service is described in terms of waiting time 
and one-way fare. Three levels of waiting time (less than 5 
min, 5 to 10 min, and 10 to 20 min) are contrasted with three 
levels ofone-way fare ($0.25, $0.75, and $1.25). Respondents 
rank the combinations of time and cost that are most appeal
ing iu ihem. O~viousiy, in ihilS imiance ihe first choice would 
undoubtedly be the lowest cost trip with the shortest waiting 
time. Hence, a I 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 IO 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 

One-Way Fare 

$.25 

$.75 

Less than 
5 Minutes 

3 

5 

5 to 10 
Minutes 

2 

4 

6 

10 to 20 
Minutes 

8 

9 

min is too long to wait even for an inexpensive $0.25 ride. 
This patlern can he reinforced with the remaining nine 
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 
service characteristics one against the other (n service char-
acteristics are represented by [n(n~ l)]/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 
tnmsportation alternatives to single occupancy automobUes 
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 hm, se,rvic.l" as their 

TABLE 168 MODE USE RANKING (N = 100) 

Mode Usage Rank 
Do Not 

Mode !st 2nd 3rd Use 

Drive Alone 39 24 28 

Drive/Ride with Family Member 38 32 15 II 

Drive/Ride with a Friend II 24 33 21 

Carpool/Vanpool 2 4 BS 

Express/Commuter Bus Service 4 2 83 

Regular Bus Service 10 II 15 36 

Taxi 87 

Motorcycle 90 

Bicycle 2 10 59 

Rental Car 93 

-



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
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-
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TABLE 169 LIKELIHOOD OF SWITCHING TO OTHER 
MODES WHEN NORMAL MODE UNAVAILABLE (N = 
100) 

Mode 

Drive Alone 

Drive/Ride with Family Member 

Carpool 

Vanpool 

Express Bus 

Regular Bus_ 

Taxi 

Walk 

Motorcycle 

Bicycle 

Rental Car 

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

55 

71 

34 

12 

35 

76 

19 

67 

9 

46 

3 

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

Mode 

Drive Alone 

Drive/Ride with Family Member 

Carpool 

Vanpool 

Express Bus 

Regular Bus 

Taxi 

Walk 

Motorcycle 

Bicycle 

Rental Car 

Other 

Percent Using this Mode 

33 

53 

3 

------1. 
100 

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 Ta6le 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 
CHARACTERISTICS 

Attribute 

1 . Cost of a Typical 
Shopping Trip 

2. Chances of Getting 
A Seat on the Vehicle 

3, Cost of a Typical 
Work Trip 

4 . Sp;H·p RPtWPPn Yn11 <1m1 
Others on Vehicle 

S. Waiting Time Prior 
to Using Service 

6. Arriving at Your 
Destination 

7. Number of Vehicle 
Changes Required to 
Get to Your Destination 

8. Time to Vehicle 
Pickup Point 
When Walking 

When Driving 

9. Protection from 
Adverse Weather 

10. Availability of 
Service 

1 L Co11trol Over Use of 
Service 

12 . Route Directness 

Range of Alternative 
Attribute Levels 

$ , 25, $, 75, $1.25, 
$2.50 one way 

1/4, 1/2, 3/4 chance
certainty 

$,25, $.75, $1.25, 
$2.50 one ..:ay 

ShoultiPr tn ~hnnl"'"'"-
Separate Seat for Each 
Individual with Extra 
Leg & Shoulder Room 

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

On Time, 5 minutes late, 
5 to 10 minutes late, 
~ V .. v .. u , ........... ._~ 

No transfer, 1 transfer, 
2 transfers 

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

Shelter, Pbone--
no shelter, lights, 
seating 

24 hour service·-selected 
tunes between 6 am and 
6 pm 

Cutoff (Max/Min) 
Level Is Between 

$.25-$.75 

l/2-3/~ chance 

$ .25-$. 75 

.C.hnulrlPr tn ,;hn11lrlPr-
Bench Seat--Shoulders 
not touching 

5 to 10 minutes--
10 to 20 m1nutes 

5 minutes late to 
.1 to 10 minutes 

1 transfer, 
2 transfers 

5 to 10, 10 to 20 
rninutes 

Shelter only 

6 am to 6 pm 
service 

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

Nonstop, 1 to 2 stops, 
more than 2 stops 

No break 

schedule alternatives. Scheduling alternative l describes a 
fixed-route , fixed-schedule system; the majority of the re 
spon<lenls in<lil:ale<l 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
fourlh of lhe 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 
~r,hArh1l.a 'Utn•nltc '='rP c1m11".lr tn IJC ".l fTP 1n~lin".ltinn fnr <;;llt,::.rn~-
...,. .,,. ...................... . .......... ..,. ..... "..,. ........... .... ....... L<I, .. .. "" ..... .... ... o- ..................... " .............. _,. -· · -···-

tives 2 and 3. Finally, alternative 5 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 

TABLE 172 PREFERENCES FOR SYSTEM 
CHARACTERISTICS 

Attribute 

Low cost for using the service relative 
to car 

Arriving at your destination at desired 
tirue 

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

Having a service that is available to you 
whenever you want to use it throughout 
the day and evening 

Being able to arrive at your destination 
without changing vehicles 

Short time waiting prior to using the 
service 

H';.'lvine, V"'ry g,nntf :r,rnt.P.<:"tinn frnm AciVPr~P. 

weather while waiting to use vehicle 

Very easy entry and exit from the veh icle 

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

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

Having a convenient way of paying for 
the service 

Beine able to use the service exactlv 
when you .a LC Le.ady to ride • 

Being able to get Lo your dest.11.1at.i.on 
by using the service as fast as if 
you drove by yourself ia a car 

Being able to dde directly to your 
destination without the vehicle 
tt\king t\ny detours of the most 
direct route 

Having a nonstop direct service to 
your destination 

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

Being oblc to :Jtop nt more than one 
destination while using the sctmt: 
vehicle 

Having tbe freedom to change your 
destination after you are in the vehicle 

High 
Desirability 

97 

96 

95 

95 

93 

92 

92 

92 

89 

89 

86 

86 

83 

81 

76 

76 

58 

56 

Low 
Desirability 

03 

04 

05 

05 

07 

08 

08 

08 

11 

11 

II 

14 

17 

19 

24 

24 

42 

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 
iOO 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) 

Scheduling Alternatives 
Percent Indicating 

Service Usage 

Schcduli_ng Altt!rna.tivll! 'I 

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. 

ScheduH.ng Al t ernative 2 

This vehi c l e will pick up aa d de liver pas
sengers a t r e gularly s c heduled t i mes , but t he 
pas s engers help detennine the schedule . To us e 
the s e rvice you would wait for the vehicle to 
pick you up a t its regularly scheduled t i me. 

To change the schedule you would notify the 
driver of your suggested change . The driver 
would a s k the other riders to a gree to the 
change. Changes would be ma de if there is a 
cons ensus of the riders. 

Scheduling Alternot1v• 3 

This vehi cl e wi l l not fo l low a fixed s ched 
ule . I t p rovides frequent servi c e along 
the s ame s treet to the same p redetermined 
places s uch as shopping cente rs, schools, 
industri a l plants, parks, e tc . 

To use the s erv ice you would wa l k to the 
s t ree t o r one o f thes e predetermi ned 
pla ce s aod wa it f o r t he nex t ve hic l e t o 
pa ss. You would bail (wave o r ca ll ) the 
vehi c le t o s t op and pick you up. 

~ch.eduUng Alternative It 

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. 

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. 
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24 

27 

26 

23 

TABLE 174 VEHICLE PREFERENCE RANKINGS 
(N = 100) 

Vehicles 

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

Van (many windows, side door as well 
as front door, ha s auto - type 
padded bench seats). 

Transit Bus with traditional 
bench seats. 

Automobile with four doors, 
trunk space for packages, 
padded bench sea ts. 

Minibus (holds 20 pa ssengers instead 
of 40 1 smaller p r ofile, less 
noise, traditional bus bench seats) . 

Automobile with fou r doors, 
trunk space for packages, individ
ual contour seats. 

Transit Bus with individual molded 
seats, wide doors , lots of 
seat room. 

Percent Ranking Vehicle as : 
1st 2nd 3rd 

11 2 

15 12 

14 23 23 

12 9 

41 12 2 1 

12 10 

21 23 18 
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TABLE 175 METHODS OF TRAVELING TO WORK 
(N = 50) 

Mode 

Drive Alone 

Drive/Ride with Family Member 

Carpool 

Vanpool 

Express Bus 

Regular Bus 

Taxi 

Walk 

Hotorcycle 

Bicycle 

Rental Car 

Other 

Total Commuters (N = SO) 

Percent Commuters 
Us i ng This Mode 

64 

12 

18 

_J_ 

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) 

Mode 

Drive Alone 

Drive/Ride with Family Member 

Carpool 

Vanpool 

Express Bus 

Regular Bus 

Taxi 

Walk 

Hotoccycle 

Bicycle 

Rental Car 

Of Those Commuters Who Do 
Not Use This Mode I the 
Stated Likelihood of Using 
This Alternative if Their 
Usual Hade is Unavailable is 
(%): 

47 

SB 

60 

24 

41 

62 

10 

33 

33 

0 
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TABLE 177 TIME DISTRIBUTION OF COMMUTERS 
LEAVING FOR WORK (N = 50) 

Time 
24 Hour Clock 

0000-0259 

0300-0559 

0600-0629 

0630-0659 

0700-0729 

0730-0759 

0800-0829 

0830-0859 

0900-1159 

1200-1359 

1400-1859 

1900-2359 

CHAPTER EIGHT 

Total 

Percent of Commuters 
Going to Work 

12 

17 

26 

5 

100 

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

Time Percent of Commuters 
(24 Hour Clock) Leaving Work At This Time 

0000-0259 
~ 

0300-1159 

1200-1559 19 

1600-1829 48 

1830-1959 

2000-2159 14 

2200-2359 12 
Tiiii 

USING MARKET ANALYSIS TO MATCH PUBLIC TRANSPORTATION 
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. 

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. 
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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 

Categorization of System Alternatives 

Prioritize Market Analysis Data 
for Evaluation 

• 
Match System Characteristics to 

Market Preferences/Characteristics 

• 
Evaluate Cost Feasibility of Those 

System Alternatives Matching Markets 

• 
Select System Alternatives for . 

Further Market Analysis 
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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 cosUbreak-even analyses. In this 
case, more market analysis may help to choose between 
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Subscription local service 
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Figure I I. System characteristic classification. 
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Fixed Schedul,e: 
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Flexible Schedule: 
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Figure 12. Cross classification of mode alternatives against travel charac
teristic thresholds. 
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TABLE 179 RELATIVE IMPORTANCE OF 
DATA SOURCES Essential = I 

Useful = 2 
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Nice to have, not essential 3 
Not needed = 4 

From the Questionnaire 

1 . Transportation AI0s 

2. Mode used for work 

3. Likelihood of using alternative modes if usual mode not 
available for work 

4. Mode used for nonwork 

5. Likelihood for nonwork 

6. Trip destination 
a. Place of work (primary and secondary job) 
b. Number of round trips weekly for work 
c. Time leave for work 
d. Time leave from work 
e. Place of school 
f. Number of round trips weekly for school 

7. Frequency of trips for destination centers 
a. Shopping (food) 
b . Shopping (nonfood) 
c. Entertainment 
d . Personal Business 
e . Medical 
f. Religious 

8. Transportation usage by mode-frequency ranking 

9 . Intentions to use routing alternatives 

10. Intentions to use scheduling alternatives 

11. Preferences for vehicle types 

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

paying extra fare 
p . Being able to use service exactly when you are ready 

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

13. Mode attribute level preferences 

14 . 

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

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

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

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

advance of its picking you up 

Demographics 
a. Sex 
b . Marital status 
c , Number in household 
d . Number of children in household 
e , Number of household members working > 30 hours per week 
f . Occupation 
g. Primary wage earner 

Priority 

l 
3 
2 
2 
2 
2 

2 
2 
2 
2 
2 
2 

1 
1 
2 
3 
I 
2 
2 
1 
2 
2 
1 
2 
2 
2 

I 
2 
2 

I 
2 
2 
I 
2 
3 
4 
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From tbe Questionnaire 

h . Number of days/weeks worked outside home 
i. Length of residence in Jacksonville 
j. Age 
k. Education 
1. Income 
m. Number of vehicles available 
n . Address and telephone 
o . Race 
p . Driver's license 
q . Nwnber of other licensed drivers in household 

Physirally hanrlirapprrl 
s. Auto required in job 
t. Type of dwelling 
u. Tract number 
v. Block number 

15. Subgroupings of sample 
a. Leaners vs. others 
b . Workers vs. nonworkers 

Nonquestionnaire Infonoation 

1. Population 

2 . Aerial photographs/area photographs 

3. Street network 

4. Tract boundaries 

5. Travel on streets 
a . Volume 
b. Timing distributi on of use 
c. Speed average 

6. Bus routes through the area (Maps) 

7. Number of taxis per 1000 population 

8 . Ty,ie of dwelling units in tract and block 

9. .Ridership on bus system per capita 

lQ. Ridership on taxi per capita 

11. Traffic g~u~ralurs iu at~a 

12. Projection of population growth from 1970-1990 
by census tract 

13 . Poverty level 1970 by census tract 

14, Existing and proposed industrial areas, and 
commercial areas 

15 , Community culture, health, education fa cilities 

16 . 24-hour AADT (Traffic Counts) for the whole area 

them. Market reaction to an alternative design may be 
needed to assess how responsive the market will be to the 
proposal. In each of these situations, the decision concerns 
what types of, and how much, additional market analysis is 

Priority 

3 
2 
I 
J 
l 
1 
I 
2 
I 
2 
I 
I 
4 
I. 
I 

Priority 

2 

2 

2 

2 

TABLE 179 (CONTINUED) 

needed to evaluate alternative designs further. When a 
product is new or is being introduced to a new submarket, a 
relatively new marketing technique called " concept testing" 
can be used. This process is examined in Chapter Nine. 
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CHAPTER NINE 

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 ofa 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 
existing bus service 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 

• Target Market Definition 
• Attribute Importance 

! 
Concept Description Definition 

i 
I 

Questionnaire Item Development and Use 

! 
Sampling, Data Collection and Analys i.s 

! 
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 tiansportation service. 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 
( Ann P) tn finrl thP lnr!:ltinn nfthP rP~nnnrlPnt'i.: hnmP nn thP ,. · rr· - ,1 ...... ----- .... __ ..., ____ .., __ --- .... _ ---r .... ··----- - --~---- --- ----

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 presented rn respondents; that 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. 



58 

Because of the demonstration nature of this study as well 
as the desirability of developing a data base for "bench
!!!~rk'' p!!rposes 

7 
the rp_!esti0!!!!flire. i~ !!!0:re c:.0mprehensive. 

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 
one dealing with behavioral intentions (likelihood of trial). 

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 
sufficient indication of potential demand to help justify either 
moving to use of a test marketing methodology or to a full
scale service introduction. Because full-scale development 
,,:F .a~th.o.r n.~· th.a tu,"' r-nnr-nT'l.tc n,n11 lrf rnn11~rro <::1n roeot~m<:1tn~ 
'-'.I.. '-'.1.1,..1..1.'-'.I .._,..._ 1.1.ll'-' 1.1'1'',.J' -'-'&.l.'"''"'.t-"'"'-' 1'1'"-'~•~ ·-'1.~JLI ...... L4..I..I. ...,.._,1,.JL.1.•.1. ..... 1,."'~ 

$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 eiiher a limited or full-scale basis, it may be 
appropriate to move forward without a concept iesi; ihai 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 hasis 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 attempiing io forecasi 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: 

New transportation service revenues= N xFR xAP xMS 
ss 

where "N 

FR 

AP 
MS 
ss 

number of people in the sample who indi
cated high intentions to purchase; 
fulfillment rate, showing the percentage of 
the intenders who are expected to actually 
follow through on their intentions; 
average price paid per ride; 
estimated size of target market; and 
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 
th<1t tho<:P u,ho Pno<10P in rponh,r onooino nsP of thP SPrvire, 
------ ------ .. --- ---c:,--c:,- --- - -i.;;,,----- 7 ---.... ----.... - - - - - -

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) indicated positive intentions. The 
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). 

TAilLE 180 PERCENTAGE OP SAMPLE WHO 
WOULD CONSIDER THE BUS LOOP SYSTEM 

Yes 

No 

Total 

80 

10 

(n = 152) 

Leanen; 

75 

25 

(n = 60) 

Random 

83 

17 

(n = 92) 

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

Yes 

No 

Total 

7l 

29 

(n = 152) 

Leaners 

67 

33 

(n = 60) 

Random 

75 

25 

(n = 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. 

.. 



59 

TABLE 182 NUMBER/ 
PERCENTAGE IN Work Trips Nonwork Trips 

SAMPLE WHO WOULD Total Leaners Random Total Leaners Random 

TRY/NOT TRY THE BUS 
LOOP SYSTEM Definitely Would ('.\',) 22 6 35 41 36 44 

Probably Would (%) 16 25 ,10 29 33 27 
Hight /llight 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 : 36 (of 152) 16 (of 60) 20 (of 92) 151 (of 152) 60 (of 60) 91 (of 92) 

Number Who Responded 
11 Defini tely" or "Pro-
bably Would" 14 107 42 65 

Number (above) as 
Percen t age of Total 
Sample 9 8 10 70 70 70 

Work Trips Nonwo rk Trips 
TABLE 183 PERCENTAGE 
WHO WOULD TRY/NOT 
TRY THE GRID BUS 
SYSTEM 

Total Leaners Random Total Leaner& Random 

Definite ly Would (%) 
Probably Would (%) 
Hight/Might Not (%) 
Probably Would Not (%) 
Definite ly Would Not (%) 

22 11 32 32 27 36 
14 22 5 30 33 29 

8 6 11 12 10 13 
8 11 5 11 10 11 

48 so 47 15 20 11 

Abs olute Number Above : 37 (of 152) 18 (of 60 ) 19 (of 91) 152 (of 152) 60 (of 60) 91 (of 91) 

TABLE 184 LIKELIHOOD 
OF REGULARLY RIDING 
NEW LOOP BUS AND 
ESTIMATED NUMBER OF 
ROUND TRIPS 

Number Who Responded 
11Definite ly" or "Probably 
Would" 

Number ( above a s Percentage 
of Total Sample 

Defini tely Would (%) 
Probably Would (%) 
Hight o r Hight Not (%) 
Probably Would Not (%) 
Definitely Would Not (%) 

13 

Total 

15 
7 
2 

13 
63 

Absolute Number Above: 61 (of 152) 

Number Who Responded 
11 Definitely 11 or "Probably 
Would" 13 

Number (above) as Per-
centage of Total Sample 

Total Number of 
Estimated Round Trips Prr 
Week 121 

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 

95 36 59 

10 62 60 65 

Work Trips Nonwork Trips 

24 

Leaners Random Total Leaners Random 

4 22 40 34 45 
13 3 28 23 32 

0 3 7 8 5 
8 16 16 20 13 

75 56 9 15 5 

(of 60) 37 (of 92) 152 (of 152) 61 (of 61) 91 (of 91) 

104 35 69 

28 10 68 57 77 

81 40 239 52 187 

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-
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TABLE 185 LIKELIHOOD 
Work Trips Nonwork Trips 

Total Leaners Random Total Leaners Random 
OF REGULARLY RIDING 
NEW GRID BUS AND 

Definitely Would (%) 12 15 11 35 34 36 ESTIMATED NUMBER OF 
Probably Would (%) 9 15 5 30 25 33 ROUND TRIPS 
Night or Hight Not (%) 2 0 3 7 5 8 
Probably Would Not (%) 14 7 18 14 II 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) 89 (of 91) 

Numbe r Who Responded 
11 Definitely" or "Probably 
Would 11 14 ij 6 9, 

Number (above) as Percentage 
of Total Sample 13 63 

Total Number of Estimated 
Round Trips Per Week 122 95 27 218 

2-4 5-7 8-10 

Total 
(n = 152) 24 2 6 66 

Leaners 
(n = 60) 12 0 30 

RauJom 
(n = 92) 12 36 

. TABLE 187 NUMBER OP 
RESPONDENTS 
INDICATING HOW 
FREQUENTLY THEY Total 26 

WOULD USE NEW GRID (n = 152) 

SERVICE OUT OF EVERY T,,-;inprs 13 

10 TRIPS 
(n ::: 60) 

Random 13 
(n = 92) 

TABLE 188 REQUESTED 
INFORMATION ON NEW Total (%) 

BUS SERVICE IF 
OFFERED AT $1.00 COST 

Yes 41 

No 59 

(n = 152) 

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 bus 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 

33 62 

55 68 

44 174 

TABLE 186 NUMBER OF 
2-4 5-7 8-10 RESPONDENTS 

INDICATING HOW 
50 26 10 FREQUENTLY THEY 

WOULD USE NEW LOOP 
20 6 SERVICE OUT OF EVERY 

30 20 6 
10 TRlPS 

Work Trips Nonwork Trips 

2-4 5-7 8-10 2-4 5-7 8-10 

68 50 26 

30 18 9 2 

3 4 0 38 32 17 

Leaners (%) Random (%) 

52 34 

48 66 

(n = 60) ln = 91) 

system (Table 191) indicates a high degree of indifference (56 
percent) which is presumably comprised largely of those who 
are least interested in 1>ith1>r svst1>m. The remainim.>: 44 ner-

------ -., - - --- - ·---- - ~ .I. 

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 I 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. 

TABLE 189 REQUESTED 
BUS SERVICE 
REPRESENTATIVE TO 
VISIT HOME IF NEW BUS. 
SERVICE IS STARTED 

TABLE 190 WILLING TO 
SIGN A ST A TEMENT 
INDICATING DEFINITE 
COMMITMENT TO USE 
SERVICE 

Yes 

No 

Yes 

No 

Total (%) 

11 

89 

(n ~ 152) 

Total (%) 

29 

71 

61 

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 

Leaners (%) 

92 

(n = 60) 

Leaners (':4) 

17 

83 

Random (%) 

12 

88 

(n = 91) 

Random (%) 

37 

63 

TABLE19l PREFERENCE 
FOR LOOP VS. GRID BUS Total (%) Leanecs (%) Random (%) 

Loop Bus 

Preference : Grid Bus 

Indifferent 

21 (32) 

21 (15) 

56 (84) 

(n = 151) 

22 (13) 

17 (10) 

61 (37) 

(n = 60) 

21 (19) 

27 (25) 

52 (47) 

(n = 91) 

Only 6 of 152 preferred exifiting 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 POSITIVF. INTF.NTIONS (OVER 75% ONLY) 
WHO WOULD RIDE THE PROPOSED SERVICE 
REGULARLY, GIVEN THE ATTRIBUTE CHANGES 
CITED 

1 , You would often arrive five 
minute s after scheduled 
arrival at destination. 

2~ If it took you ten minutes 
less than we estimated to 
walk to the bus stop. 

:3 . !f thie !l~t..' hm: c:Prvi rP WfilrP 

available two more hours 
each day, from 4:30 a.m. to 
7 :00 p.lD. 

4. 

5. 

If weather shelters were provided 
at all bus stops 

If you did not have to transfer 
to another bus to rl!acb your 
destination 

Loop Grid 
System System 

(%) (%) 

80 

85 

75 

76 

92 (o f only 
48 respon

dents) 

(74) 

83 

(70) 

(71) 

84 (of only 
5 7 respon 

dents) 

offered and why it does not appeal to the marketplace. The 
most logical conclusion to be reached from this specifip 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 much 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 process 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 (%) 

Hust Transfer 10 11 

Long Waits 

Not Close to Home 5 5 

Not Close to Des t ination 8 

Scheduling 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. Crnde 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. 
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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 
i ncome. Checx car ownership data for each exclusion 
candidate. 

c. Military bases = leave out any tract which is primarily 
comprised of military personnel l iving 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. 

2. 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. 

3. 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 l - all census tracts to the east and south of the 
St. John• riveF 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. 

63 
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4 . 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 

f. 124-123 

g . 117-119 

5. Within strata, determine the sample size by tract/tract-combiuation based 

on proportionality to: 

Sample size in area ·O hous·eholds i.n tract/ tract- comb ill.ll t ion 
·O households i .n t o tal geographic ·a r ea 

forming a strata 

X 500 

6. Draw a single random sample from each of the tract areas of the pre

specified sample size . The procedure for drawing a sample ~ithin each 

census tract area is : 

a . Obtain listing of blocks in each tract 

b . Assign random n:umbers to blocks ia relation to the number 
of households per block 

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

7. Interviewer decision rules for selecting respondents are: 

a. Interview four household units p~r block. 

b . If sparse population/refusals/not·at-homes make it impos
sible to achieve four household interviews on the same 
trip, complete the quota of four from an adjacent block . 

c . To determine a starting point on a block, start at one end 
of a street bounding the block and choose the second 
housing unit on side of street . 

d . 

e. 

f. 

For not-at-homes/refusals , interview adjacent households. 

No adjacent households should be i ncluded in the samp l e . 

There should be no more than one household interviewed 1,er 
side of block for blocks bounded bv streets on four sidt:s. 
For blocks bounded by streets on· two or three, but not 
four sides, sample no more than two households per si.de 
with a minimum of two households in between households 
interviewed. For blocks bounded by one street only, 
sample every fourth household. 

8 . To qualify as a respondent, a person must: 

a. Be 15 years of age or older. 

b, Travel away from home to some otller area in JacksonvEle 
more than six blocks away at least once a week. 

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

9 . Intenri.ew all people within the household meeting the criteria for being 

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

10 . 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 corner 

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 a~ 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, J.ACKSONVILLE, FLA. 

I. TRIP BEHA VI08 WD'HIN THE JACKSONVUJ.E URBAN ilEA 

I. Again, we have listed below different reasons for traveling in Jacksonville. We would like t,1 know how satlsOed you are with the 
method of transportation yo11 most often aae for each trip purpose. 

Does Not Completely Moderately Moderately 
Apply To Me Satisfied Satisfied Neither Dissatisfied 

Work 

Education C J C J [ ] C ] 

Shopping (non-food) C J C J [ J C ] C 

Shopping (grocery) C J C J [ J { ) { ) 

Visit with friends, relatives l ) C ) [ J { 

Entertainment r I r J [ J [ ) 

Personal business 

Medical trips [ J [ J [ ) C 

Deliver/pickup children [ 1 [ J [ 1 ( ) 

Attend religious functions [ 1 [ 1 [ J [ 1 [ 1 

Other (Please list) 

[ J [ J C J ( 1 [ J 

i: r: 

~ 

Completelr 
Dissatisfie,I 

( ) 

[ 1 

[ J 



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. 

Work 

Education 

Shopping (non-food) 

Shopping (grocery) 

Visit with friends, relatives 

Entertainment 

Personal business 

Medical trips 

Deliver/Pickup children 

Attend religious functions 

Other (Please write in) ________ _ 

Does Not 
Apply 
To Me 

( l 

Only One A Combination Write in Methods When a Combination 
Method Of Methods Is Used 

] ( J 

( l ( l 

( 

( 

l 

1 ( J 

2 

~ 
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3. When you take a trip within the Jacbonville area for each of the following purposes, bow many stops do you typlcaly make gi 
betweea leavtn1 home and before retarala1bome! (By a stop we mean when the , ·chicle 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 male. For example, if your typical work trip is foom your home lo II place of work and b~:l home again, you would 
have I stop at your place of work. Or, if you typically stop at two stores in differell1t locations on a non-folld shopping trip then you 
would have 2 stops. 

Does not 
Apply to me I stop 2 stops 3 stops 4 stops 5 or more stops 

Wort ( ] { ] { J { J ( J { ) 

Education [ ) C ) C ) ( J C J C l 

Shopping (non-food) [ J [ ) [ ) ( J C J [ J 

Shopping (grocery) ( 1 ( ) [ 1 ( ) [ 1 [ l 

Visit with friends, relatives [ ) [ ) [ 1 [ J [ ) [ ) 

Entertainment [ 1 C 1 [ ) [ 1 { J 

Personal business [ 1 [ 1 ( ) C 1 [ 

Medical trips [ ) [ l ( 1 [ ) C 1 C 

Deliver/piclup children [ ) [ 1 [ ) C ) [ ) [ J 

Attend religious functions [ J [ J [ J [ ] [ ] 

Other (Please list) ---- ---- - ------

C 1 C J [ ] 

3 
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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 shopping 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-----------------------------------------------------------------

4 
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5. Again we have listed below different reasons for traveling in Jacksonville. We: want to know how mmy people usually travel with -..J 
0 

you when you make these trips. 

You will notice there are two sections below. One is for showing us the number 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 circle I under the section "Number of people within 
household" and I under "Number of people outside your household." Again, think only of main purpose trips - not the extra 
stops you may make from home tto destination and return. Also, if a person irides for only part of th,~ trip, please couat them as a 
rider. If you travel alone, circle O 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 [ ) 0 1 2 3 4 or more 0 1 2 3 4 c,r more 

Shopping (non-food) [ ] 0 1 2 3 4 or more 0 1 2 3 4 or more 

Shopping (grocery) [ ] 0 1 2 3 4 or more 0 1 2 3 4 or more 

Visit with friends, relatives [ J 0 !' 2 J 4 or more 0 1 2 J 4 or more 

Entertainment ( ) 0 1 2 3 4 or more 0 1 2 3 4 c,r more 

Personal business [ J 0 1 2 J 4 or more 0 1 2 3 4 or more 

Medical trips [ ] 0 1 2 3 4 or more 0 1 2 3 4 or more 

Deliver/pickup children [ ) 0 1 2 3 4 or more 0 1 2 3 4 or more 

Attend religious functions I ) 0 1 2 3 4 or more 0 1 2 3 4 or more 

Other (Pkase list) 

0 1 2 3 4 or more 0 1 2 3 4 or more 

5 
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Work 

Education 

Shopping (non-food) 

Shopping (grocery) 

6. Again, think of your typical trips for each of the purposes listed below. Wr. would like to know (a) the dmea dllrlDa the day when 
you uaaally travel for these reasons and (b) the appromnate number of minutes this trip takea. Please check the cate1ory 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 wort 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." 

Does not 
apply to me 

6-9 
a.m. 

9-11 
a.m. 

(a) 

11-2 
p.m. 

2-4 
p.m. 

4-7 
p.m. 

7-12 
p.m. 

12-6 
a.m. 

Visit with friends, relatives 

Entertainment 

Personal business 

Medical trips 

Deliver/pickup children 

Attend religious functions 

Other (Please list)--------- -

6 

(b) 

Approximate 
number of 

minutes 
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7. Below you will find ,ii list of reasons for traveling within the Jacksonville area during a typical week. For each reason, (a) please 
write in the approximate number of "roUDd lrlpa" you take on each day of the weel, and (b) the approximate number of mies to 
and from that desti.nation. By "round trips" we mea.n 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 includ,e e:itra stops you may have to make io between. For eumple. v,hen,coming home from work. if you stop al 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 ,1estination and bact to your home again in a typical week. 

Work 

Education 

Shopping (non-food) 

Shopping (grocery), 

Visit with friends, relatives 

Entertainment 

Personal business (banking, attend meetings, 
etc.) 

Medical trips 

Deliver/pickup children 

Attend religious functions 

Other (Please list)--------

ur 

(a) 

Not taken on a 
weekly basis Monday Tuesday Wednesday Thursday Friday Saturday Sunday 

7 

(b) 

Approximate 
number of 

average mund 
trip miles 
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D. TRANSPOllTADON USAGE 

I. For eacb reason for travel listed below, which methods of transportation would you consJdet' ula& for at least some trips as ways of 
traveling to and from your destination? Check aD methods of transportation including the one you use now that you would coaslder 
using for each of the purposes. 

Does Not Drive/Ride &press/ 
Aptr Drive with Family Carpool/ Commuter Re~ Rental 
To e Alone Member Vanpool Bus Service Bus ·ce Taxi Motorcycle Bicycle Car 

Work [ J [ J [ J [ ) ( ) ( J [ ) [ J ( l ( J 

Education I J ( I [ J [ J [ J ( J [ ) [ J [ J [ J 

Shopping (non-food) ( J ( ) [ J [ J ( J [ J ( ) ( J [ J [ ) 

Shopping (grocery) [ ) ( l [ ) [ J [ l ( ) ( ) ( ) 

Visit with friends, relatives [ J [ ) [ J [ J [ J [ J [ J 

Entertainment ( J [ J [ J [ ] ( ] [ J [ J [ J ( J 

Personal business [ ] [ J ( J ( ) I ] [ J [ J [ J [ J 

Medical trips ( J l I ( J ( J ( J ( ] ( ) ( 

Deliver/pickup children ( ) ( J [ J [ ) ( J [ J [ ) 

Attend religious functions [ ) [ J ( J ( I ( I ( J ( J [ J [ J ( ) 

Other (Please list) 

( ) ( J ( J ( J [ J [ 1 ( ) I ] I ) 

8 
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Work 

Educatbn 

2. If for some reason you could not me your usual method of transportation fo r travel in Jacksonville, bow would you rank the other 
methoda 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 "l" 'in the space for the method you would most prefer to use if you could not use the method you use now, a "2" in 
the space for tht: second most preferred method, a "3" in the space for the third most-preferred metho~,. and so forth. Do not rank 
any method that you would not consider using. 

Does Not Drive/Ride Express/ 
Apply Drive with Family Carpool/ Commuter 
To Me Alone Member ViLDpool Bus Service Bus Servict, Taxi Motorcycle 

[ ] [ ] [ ] [ ) [ J ( ) 

[ ) [ ) [ ) [ ) ( ) [ ) [ ) ( 

Shopping (non-food) [ ) [ ) [ J [ ) [ ) ( ) [ ) r 

Shopping (grocery)! ( ) ( J [ ) [ ) [ ) [ ) [ ) [ 

Visit with friends, relatives ( ) [ ) ( ) [ ) [ ) [ J [ J [ 

Entertainment r ] I ] ( ] [ 1 ( ) ( J [ 1 [ 

Personal business [ ) [ ) [ ] [ ) [ ) [ J [ ) 

Medical trips [ J [ J [ 1 [ 1 [ ) [ J [ ) 

Deliver/pickup children [ 1 [ 1 

Attend religious functions [ 1 [ 1 [ ) ( ) I 1 [ 1 [ ) [ l 

Other (Please list) 

J 

9 
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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 daring • year for each purpose that you have for different reasons for travel in Jacksonville. If you use more than one 
method 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 [ ] [ 

Education ] [ ] [ ] [ ] [ ] [ J 

Shopping (non-food) ) [ ) [ ) [ ) [ ] [ ) [ 

Shopping (grocery) ) [ 

Visit with friends, relatives 

Entertainment [,] 

Personal business 

Medical trips 

Deliver/1,ickup children 

A: ,end religious functions 

Other (Please list)----------

10 

Rental 
Bicycle Car 
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4. Listed below are methods of transportation that people use for travel in the Jacksonville area. Pleaae c:omat the naml,er of trips for 
which you use each method on each typical weekday. (By trip we mean a 1"11iand Crtp from your home to your destination and back 
home again). Then, write In dila n11111ber for each weekday showlna the nu:mmber of trlpa on which :roa aae each transportation method. 

Not taken on n 
weelcly basis or 
not taken at all Monday Tuesday Wednesd,ly Thursday Friday Saturday 

Drive alone ( J ( J [ J [ J [ ) 

Drive/Ride with Family Member [ ) [ ) [ ) ( ) [ ) I 

Carpool/Vanpool [ ) [ J [ ) [ ) [ ) I J [ ) 

Express/Commuter Bus 1iervice ( J [ ) [ l [ ] [ 1 [ 1 [ 1 

Regular Bus Service 

Ta:i:i 

Motorcycle 

Bicycle 

Walking [ 1 [ 1 [ 1 [ J [ J [ 

Rental Car [ J [ 1 [ J [ J 

11 

~ 

Sunday 
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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. 

Ill. TRANSPORTATION ATIITUDES AND ACl'IVD1ES 

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 aaree 
or dJsag.-ee with each statement. Fo.r example, if you strongly agree with the first statement below, ' ' I make fewer non-work trips in the 
Jacksonville area than I used to" then you would cheek the "strongly agree" category; or i( 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 
Agree Agree Neutral Disagree Disagree 

I. I make fewer non-work trips in the Jacksonville area than I used to. [ J ( J [ J [ ) ( J 

2. My ways of getting to and from work have not changed in years. [ ) ( ) ( ) ( J 

3. Getting from one place to another in the Jacksonville area is a major 
problem for me. [ J 

4. I like to ride on city buses. I ) ( 1 ( J 

5. We need better bus service more than we need better highways. [ J [ J [ ) 

6. The high price of gasoline has caused me to drive my car much less 
frequently. ( J ( J ( ) 

7. Everyone pays for bus service through taxes, therefore, everyone should use 
it. [ J ( J [ 

8. Carpooling is an effective means of conserving gasoline and reducing the 
[ J [ J [ ) ( cost of transportation. 

9. Public transportation is finefor some people but not for me. ( J [ J ( J [ J t 

10. Riders' fares provide all the financial support needed to operate 
Jacksonville's bus service. 

11. Traveling by public transportation is more relaxing than driving my car. 

12. Carpooling does not appeal to me. 

13. I couldn't manage without my car. [ J [ J [ 1 [ ] [ 1 

14. I fully understand Jacksonville's bus schedules and fares . [ ] ( J ( J ( 1 [ 1 

15. I generally do not enjoy driving a car. ( .J [ J ( l [ J [ J 

l 2 

Does not apply 
to me 

[ 1 

( J 
[ 1 -.I 

-.I 
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Stronglly Slightly Slightly Strongly Does not apply -.I 

Agree Agree Neutral Disagree Disagree to rne 00 

16. I would not like to ride with the type of people who typically use public 
transportation. ( J ( J [ J [ J ( J l 

17. I do not travel within the Jacksonville area on a regular basis each week. L ) [ J [ J l J ( 

18. Parking is an annoying problem at the place where I work. ( J [ J [ ) ( 

19. My friends judge people by the type of car they drive. [ J [ J ( 

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

21 . I often share a ride to work with a friend. C I [ J ( J [ 1 C J 

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

23. Today in most families two cars are a necessity not a luxury. ( J ( ) [ J [ 1 l J l 
24. With the higher automobile insurance rates, I plan to make greater use of 

l J l public transportation. J ( ) ( J ( J C J 

25. Al t.hough mass transit would be a good way of conserving energy, I really 
( J cannot use it since it is very inconvenient. C J [ ) 

26. Someone should take m,:asures to discourage people from using autos in 
downtown areas of cities .. [ J l 1 [ ) 

27. My own car provides th,e cheapest transportation I can bay. [ 1 [ J [ ) [ J [ 

28. I enjoy staying at home as much as possible. I J [ J [ ) [ 1 l 

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

30. I enjoy shopping in stor,~s very much. I J I ) l J L 

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

32. The people I most frequently socialize with live in my neighborhood. l J ( J l J ( 1 [ I { 

33. I do not like to walk. [ ) ( ) ( l ( 1 [ 

13 
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34. I frequently participate in sports (tennis, golf, etc.) that are played away 
from home. 

35. I seldom attend sporting events as a spectator. 

36. I enjoy sightseeing as often as I can. 

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

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

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

40. I would never use public transportation more frequently than I do now no 
matter how much the service improved. 

41. Only the really poor people in Jacksonville use the buses. 

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

43. I don't mind being restricted to fixed times and schedules for my travel 
within the Jacksonville area. 

44. I thoroughly enjoy being with other people. 

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

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

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

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

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

14 

Strongly 
Agree 

Slightly 
Neutral Agree 

)' { 1 
) ( 1 

Slightly Strongly 
Disagree Disagree 

Does not apply 
to me 
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50. When you want to go somewhere in the Jacksonville area other lhaJ11 going to work, bow llnDuentfal is each of the factors listed 
below in making up your mind on whether or not you will take the trip? 

Highly 
Influential 

Availability of auto ) 

Availability of baby sitter 

Time of day 

Safety from crime 

Urgency of trip 

Time to reach destination 

Distance to destination 1 

Amount of traffic congestion 

Availability of parking 

Weather cond.itions 

Cost of making the trip 

Other (Please list) - - --- ----- - - - --

15 

Influential 

[ ) 

1 

J 

) 

[ J 

) 

Of Little 
Influence 

[ J 

[ J 

[ 

1 

J 

C 

Not 
Considered 

00 
0 



51. If you were going to choose between rwo or more methods of transportation for your most frequently taken trip other than 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 tra.nsportation to use for your most frequently taken trip other than work, vou 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 10 choose the one that is best for you. 

A short time spent traveling in the vehicle. 

A short time spent waiting to use the vehicle. 

Arriving at your destination when planned. 

Adequate space near your seat for storing your packages while traveling. 

A stylish vehicle exterior design. 

Small variation in travel time from one day to the next. 

Phones available in public places used to call for service. 

Personal security from crime. 

Adequate protection from the weather while waiting to use the vehicle. 

Being able !o ride in privacy. 

A low cost for the trip. 

Being able to make a trip without changing vehicles. 

Short time spent getting to the vehicle. 

Being able to select the time you can use the vehicle. 

A vehicle whose size and appearance do not detract from the character of the 
neighborhood through which it travels. 

Ease of entry and exit from the vehicle. 
Little chance of meeting with people who make you feel insecure or 
uncomfortable. 

Being able to take a direct route, with few turns and detours. 

Being able to take routes which are pleasant or scenic. 

Convenient method of paying for the cost of the trip. 

The assurance of getting a seat. 

Being able to talk to and ask questions of system representatives when desired. 

Being able to go to more than one destination on the same trip. 

Service is available throughout the day. 

Adequate room between you and others in the _vehicle. 

16 

Very 
Important Important 

Only 
Slightly 

Important 

1 

Not 
Important 

I 1 

[. 
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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 TO 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. 

A short time spent traveling in the vehicle. 

A short time spent waiting to use the vehicle. 

Arriving at your destination when planned . 

Adequate space near your seat for storing your packages while traveling. 

A stylish vehicle exterior design. 

Small variation in travel time from one day to the next . 

Phones available in public places used to call for service. 

Personal security from crime. 

Adequate protection from the weather while waiting to use the ,,ehicle. 

Being able to ride in privacy. 

A low cost for the trip. 

Being able to make a trip without changing vehicles. 

5,hort time spent getting to the vehicle. 

Being able to select the time you can use the vehicle. 

A vc!·,ick whose size and appearance do not detract from the character of the 
11.cighborhcad through which it travels . 

Ease of e,1try and exit from the vehicle. 
little chance of meeting with people who make you feel insecure or 
uncomfortal: \(,. 

Being able 10 take a direct route, with few turns and detours. 

Being able to take routes which are pleasant or scenic. 

Convenient method of paying for the cost of the trip. 

The assurance of getting a seat. 

Being able to talk to and ask questions of system representatives when desired. 

Eieing able to go to more than one destination on the same trip . 

Service is available throughout the day. 

Adequate room between you and others in the vehicle. 
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Very 
Important Important 
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SJ. Bdow 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 beat Indicates how much you aaree or cllaaaree with that 1tatement as a description of 
car, bus, and then again for carpool or vanpool travel on the trip you take most frequently. Pleue afve your oplalon for each 
method of tramportailon whether or not you actaally 111e that vehicle. 

For example, the first statement below is "I 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 enent 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 "I". 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 

Agree Agree Nor Disagree Disagree 

I only have to spend a short time in the vehicle while traveling. 
Car 1 2 3 4 

Bus 1 2 3 4 

Carpool/Vanpool 1 2 3 4 

I only have to spend a short time waiting to use the vehicle. 
Car 1 2 3 4 

Bus 1 2 3 4 

Carpool/Vanpool 1 2 3 4 

When I use this vehicle, I am very likely to arrive at my destination on 
time. 

Car 1 2 3 4 

Bus 1 2 3 4 

Carpool/Van pool l 2 3 4 

Strongly 
Disagree 

s 

s 

s 

s 

s 

s 

s 

s 

s 

Continued on Next Page 
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Neither 00 

"'" Stro,~gly Slightly Agree Slighdy S1rongly 
Ag1ree Agree Nor Disagree Disagree Disa~ree 

When using this ve:hicle, I have adequate space for storing packages. 
Car 1 2 3 4 s 

Bus 1 2 3 4 s 

Carpool/Vanpool 1 2 3 4 s 

This transportation method provides a low cost for trip. 
l 2 3 4 5 Car 

Bus l 2 3 4 s 
Carpool/Van pool 1. 2 3 4 5 

Using this transportation method requires no vehicle changes. 
Car ] 2 3 4 s 

Bus l 2 3 4 s 
Carpool /Vanpool ]. 2 3 4 5 

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

Car l. 2 3 4 5 

Bus ]. 2 3 4 5 

Carpool/Vanpool l 2 3 4 5 

I have great assurance of getting a seat. 
Car l 2 3 4 5 

Bus 1 2 3 4 5 

Carpool/Vanpool 1 2 3 4 5 

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

Car l 2 3 4 5 

Bus l 2 ] 4 5 

Carpool/Vanpool l 2 3 4 5 

19 
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Neither 
Strongly Slightly Agree Slightly Strongly 

Agree Agree Nor Disagree Disagree Disagree 

II is very easy lo go to more than one destination on the same trip. 
Car l 2 3 4 5 

Bus l 2 3 4 5 

Carpool/Vanpool 1 2 3 4 5 

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

Car l 2 3 4 5 

Bus l 2 3 4 5 

Carpool/Vanpool l 2 3 4 s 

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

Car 1 2 3 4 5 

Bus 1 2 3 4 s 

Carpool/Vanpool 1 2 3 4 5 

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

Car l 2 3 4 s 

Bus 1 2 3 4 5 

Carpool/Vanpool l 2 3 4 5 

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

l 2 3 4 5 Car 

Bus l 2 3 4 5 

Carpool/Van pool l 2 3 4 5 

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

Car 1 2 3 4 5 

Bus 1 2 3 4 5 

Carpool/Vanpool l 2 3 4 5 

20 
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Neither 00 

°' Str<J,ngly Slightly Agree Slightly Strongly 
Asree Agree Nor Disagree Disagree Disagree 

Riding in this transportation method provides me with high personal 
safety from crime. 

l. 3 4 Car 2 s 

Bus ]. 2 3 4 s 

Carpool/Vanpool l. 2 3 4 s 

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

Car ]. 2 3 4 s 

Bus l. 2 3 4 s 

Carpool/Vanpool ]. 2 3 4 s 

This transportation method provides adequate privacy when traveling. 
]. 2 3 4 s Car 

Bus ]. 2 3 4 s 

Carpool/Vanpool l. 2 3 4 s 

Vehicle typically hais a stylish exterior design. 
Car l. 2 3 4 s 

Bus ]. 2 3 4 s 
Carpool/Van pool ]. 2 3 4 s 

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

Car ]. 2 3 4 s 

Bus ]. 2 3 4 s 
Carpool/Vanpool ]. 2 3 4 s 

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

Car ll 2 3 4 s 

Bus lL 2 3 4 s 
Carpool/Vanpool ll 2 3 4 s 

21 
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Neither 
Strongly Slightly Agree Slightly Strongly 

Agree Agree Nor Disagree Disagree Disagree 

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 1 2 3 4 s 

Bus 1 2 3 4 s 

Carpool/Vanpool 1 2 3 4 s 

l find it very easy to get in and get out of this vehicle. 
Car 1 2 3 4 .. s 
Bus 1 2 3 4 s 

Carpool/Vanpool 1 2 3 4 s 
'\ 

There is adequate room between me and others riding in this vehicle. 
1 2 3 4 s Car 

Bus 1 2 3 4 s 

Carpool/Vanpool 1 2 3 4 s 

22 
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<;4_ Please check the time categories (check all that apply) that show when yon do not have access to a car for your ptjnonal use. 

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

Monday 

Tuesday 

Wednesday 

Thursday 

Friday 

Saturday 

Sunday 

or 
6-9 a.m. 9-11 a.m. 

·1 

11-2 p.m. 2-4 p.m. 4-7 p.m. 7-12 p.m. 

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

Driving my car is 

Carpool 

Vanpool 

than a ... 

Express/Commuter Bus Service 

Regular Bus Service 

Taxi 

Motorcycle 

Bicycle 

Considerably 
More 

Expensive 

Moderately 
More 

Expensive 

23 

Slightly 
More 

Expensive 

About 
the 

Same 

Slightly 
Less 

Expensive 

Moderately 
Less 

Expensive 

12-6 a.m. 

Considerably 
Less 

Expensive 

00 
00 



56. Please check the category that best e:a:presses how familiar you are with each of the metheds of transportation in the Jacksonville area. 

Express/commuter bus 

Regular bus 

Carpool 

Vanpool 

Taxi 

IV. CLASS1F1CA110N 

1. Your se:a: is: -- Male 

2. What is your marital status? 

I know a lot about it 

-- Female 

__ Single -- Married 

3. How many persons are currently residing in your household? -• 

I know something about it 

-- Separated __ Divorced 

-2 _J _4 _5 

4. If you have children residing with you in your household, please circle the number in each age group. 

Under 10 years 

10-14 years 

0 

0 1 

2 

2 

3 

3 

4 or more 

4 or more 

15 years or older O 1 2 3 4 or more 

I don't know anything 
about it 

--Widowed 

--6 or more 

5. Indicate in each blank below the number of family members in your household who are paid to wort more than 30 boon per week. 

__ Male Wage Eamer(s) 

6. What is your occupation? 

student 

housewife 

military 

-- Female Wage Eamer(s) 

salesperson 

machine or vehicle operator 

professional/technical 

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

skilled/semi-skilled 

clerical/ office worker 

service worker 

8. Write in the number of days per week you woik outside your home. _______ ____ _ 

24 

• 

manager /proprietor 

retired (omit questions 7 & 8) 

other (please specify): 

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

__ Less than 2 years 
__ 2-4 years 

10. What was your age on your last birthday? 

--Under 20 

--20-24 

__ 25-29 

__ 30-34 

5-7 years 
8-10 years 

__ 35-39 

--40-49 

11. What was the last grade you comt>leted in school? 

--- more than 10 years 

__ 50-59 

___ 60 and over 

--- 0-8 ----high school graduate ___ college graduate 
___ 1-3 years high school ___ 1-3 years college ___ more than 4 years college 

12. Please indicate your total family income befOl'e taxes last year. 

--- S0-4,999 

--- SS,000-9,999 

--- Sl0,000-14,999 

Sl5,000-19,999 

--- $20,000-24,999 

$25,000-29,999 

More than $30,000 

13. How many vehicles in operating condition are regularly available to you within your household? 

--- None ---One ---Two ___ Three --- Four or more 

14. 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 

15. 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 (please specify) ----- --------

16 .. Do you have a driver's license? ___ Yes --No 

17. How many other licensed drivers are in your household? ____________________________ _ 

18. Do you have a physical handicap that you believe would prevent you from using public transportation services? ---Yes ---No 

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

20. In what type of dwelling do you reside? 

--- House, owned 

--- House, rented 

___ Apa11ment (less than 10 units per building) 

___ Apartment (10 or more units per building) 

25 

___ Trailer 

__ Other (please specify): __ _ 
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APPENDIX D 

HARRIS CLUSTER ANALYSIS 

INPUT 

Observations 
(e.g. subjects) 

1 

2 

NM 

l ;i 
Variables 

l'!1< 

VAR matrix 

Options: 

1) standardize variables (IS)? 

2) weight each variable (SC)? 

3) maximum# of groups (NP)? 

ALGORITH1'1 

Assign all observations to 
Group I 

OIITPUT 

Group I 

Group I 

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

II 

a) select group with largest 
variable (Evariable 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 
~ I possibly reassign observa-

\, ~ ~ ./ tion to satisfy a minimum 
~-~~~~~~~~ within Group SSQ criteria. 

repeat up to# groups specified (NP) 

-~-

~

int - (1) subject group# at each level of partitioning, (2) means+ 
riances for each variable for each group, (3) group members, (4) 
ivariate F-tests for each variable, (5) LAl1BDA summarv measure of 
thin/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) 

~ 
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APPENDIX E 

PUBLIC TRANSPORTATION ATTITUDIE QUESTIONNAIRE, JACKSONVILLE, F=LA. 

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. 

~ 
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PART I: TRANSPORTATION ATTITUDES AND ACTIVITIES 

We have listed a number of statements that people 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. 

1. Getting from one place to 
another in Jacksonville is 
a problem for me. 

2. I could not manage without 
my car. 

3. Carpooling does not appeal to 
me. 

4. I like to ride on city buses. 

S. I fully understand Jackson
ville's bus schedules and 
fares. 

6. Public transportation is fine 
for some people, but not for me. 

7. I do not travel within the 
Jacksonville area on a regular 
basis each week. 

Strongly 
Agree 

( 

( 

( 

( 

( 

( 

( 

) 

) 

) 

) 

) 

) 

) 

Agree 

( 

( 

( 

( 

( 

( 

( 

) 

) 

) 

) 

) 

) 

) 

Neither 
Agree Nor 
Disagree 

( 

( 

( 

( 

( 

( 

( 

) 

) 

) 

) 

) 

) 

) 

Disagree 

( 

( 

( 

( 

( 

( 

( 

) 

) 

) 

) 

) 

) 

) 

Strongly 
Disagree 

( 

( 

( 

( 

( 

( 

) 

) 

) 

) 

) 

) 

Does Not 

~ 

( 

( 

( 

( 

( 

) 

) 

) 

) 

) 

) 

) 

~ 
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Neither 
Strongly Agree Nor Strongly Does Not 

Agree Agree Disagree Disagree Disa~ree ~..!L_ 

8. Although public transportation would 
be a good way of conserving 
energy, I really cannot use it 
since it is very inconvenient. ( ) ( ) ( ) ( ) ( ) ( ) 

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

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

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

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

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

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

1 n r: 



15. 

16. 

17. 

We nee9 better bus service 
more than we need better 
highways. 

Everyone's taxes help sup-
port public transportation, 
therefore everyone should 
use it. 

Strongly 
Agree 

( ) 

( ) 

Agree 

( ) 

( ) 

Neither 
Agree Nor 
Disagree 

( ) 

( ) 

Strongly 
Disagree Disagree 

( ) ( ) 

( ) ( ) 

3 

Does Not 

~ 

( ) 

( ) 

If you do not work outside your home, check here(:=Jand skip to question 18. 

Listed below are many different ways people travel to work. First, please ~ 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 ( ) ( ) ( ) ( ) ( ) 

·Drive/Ride with Family Member ( ) ( ) ( ) ( ) ( ) 

Carpool ( ) ( ) ( ) ( ) ( ) 

Vanpool ( ) ( ) ( ) ( ) ( ) 

Express Bus ( ) ( ) ( ) ( ) ( ) 

Regular Bus ( ) ( ) ( ) ( ) ( ) 

Taxi ( ) ( ) ( ) ( ) ( ) 

Walk ( ) ( ) ( ) ( ) ( ) 

Motorcycle ( ) ( ) ( ) ( ) ( ) 

Bicycle ( ) ( ) ( ) ( ) ( ) 

Rental Car ( ) ( ) ( ) ( ) ( ) l,C 
V, 
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18. Again, we have lis t ed below t he many different ways people travel. 

Th i s time we would like you to think about the way you travel in Jacksonville for trips other than t o work 
(nonwork trips ) . First,~ the one .way you usually travell on a nonwork trip . 

Then, suppose for s ome reason you could NOT use this method. How l ikely would you be to us e each of the 
other methods of t r aveling on a nonwork trip in Jacksonville? 

Neither Likely 
Very Likely Somewhat Likely nor Unlikely Somewhat Unlike ly Very Unlikely 

Drive Alone ( ) ( ) ( ) ( ) ( ) 

Dri ve/Ride with Family Member ( ) ( ) ( ) ( ) ( ) 

Carpool ( ) ( ) ( ) ( ) ( ) 

Vanpool ( } ( ) ( ) ( ) ( ) 

Express Bus ( ) ( ) ( ) ( ) ( ) 

Regular Bus ( ) ( ) ( ) ( ) ( } 

Taxi ( ) ( ) ( ) ( ) ( ) 

Walk ( ) ( ) ( ) ( ) ( ) 

Motorcycle ( ) ( ) ( ) ( ) ( 

Bicycle ( ) ( ) ( ) ( ) ( 

Rental Car ( ) ( ) ( ) ( ) ( 

• • f 
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PART II: TRIP DESTINATIONS 

1. 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 location also: 

Name-~~~~~~~~~~~~~~~~~~~~ 

Address -~~~~~~~~~~~~~~~~~~~-

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

Primary job location - we~kly round trips 

Second job location - weekly round trips 

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

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

5. 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 ---------------- -------~ 

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

Weekly round trips 

~ 



I '! L: 

6 

7. 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 do you take to 
the following locations for each of the three listed purposes? 

Trip Purpose 

Shopping (food) 

Shopping (non
food) 

Deliver/Pick Up 
Children 

Does Not 
Apply .. or .. Downtown Re~ 

( 

( ) 

( 

NUMBER OF ROUND TRIPS PER WEEK 

Orange 
Normandy Park 

Other Inside 
Roosevelt Neighborhood 

Other Outside 
Neighborhood 

8. 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. 

9. 

I I r 

Trip Purpose 

Entertainment 
(visiting friends, 
dining out, movies, 
etc.) 

Personal Business 
(banking, legal, etc.) 

Medical Trips 

Religious Trips 

Does Not 
,_!p.P..!Y__ ••. or. . . Down town 

( ) 

( ) 

NUMBER OF ROUND TRIPS PER MONTH 

Shopping Center 
Other Inside 
Neighborhood 

Are there any other trips which you routinely take more than four times a month? 
please list below; 

No, 

Trip Purpose: 

How Often: 

Other Outside 
Neighborhood 

Yes, If yes,. 

~ 
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PART III: TRANSPORTATION USAGE 

1. 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 "l" 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 

Drive/ride with family member 

Drive/ride with a friend 

Carpool/vanpool 

Express/commuter bus service 

Regular bus service 

Taxi 

Motorcycle 

Bicycle 

Rental car 

2. 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(/) 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. 

~ 
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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 prefet:ence for this alternative by checking ( I) 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 mfght 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. 

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 teleiphone 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 :l.s one of these predetermined places. 

To return home you would get on the vehicle at one of its regular stops. 

Please j_ndicate your preference for this alternative by checking 
(I) the appropriate box below: 

( ) I definitely would n.ot 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. 

§ 
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Alternative 4: 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 
up at your front door. 
you to your destination 

telephone the transportation company office to ask to be picked 
Shortly after your call, the vehicle will pick you up and take 
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 if it had these characteristics. 

Alternative 5: 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 telepho~e the transportation company office to ask to qe picked up 
~here 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 if it had these characteristics. 

0 ...... 
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B. 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: This vehicle will pick up and deliver passengers at regula~ly 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. 

Please indicate your preference for this alternative by checking(/) the apprcipriate 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. 

Alternative 2: 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 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 • 

-0 
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Alternative 3: 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 (I) 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. 

Alternative 4: This vehicle will not follow a fixed schedule. To use it you telephone the transportation 
company office and ask to be picked up. 1b.e dispatcher will tell you when the vehicle will 
be able to pick you up. You would then wait for the vehicle. 

Please indicate your preference for this alternative by checking (I) 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 . 

Alternative 5: 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 (I) 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. 

§ 
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C. A final set of alternatives concerns the types of vehicles that will pick up or drop off riders. Below is a 
list of possible vehicles that could be used. Please rank them number "1" for most preferred thr ough 
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. 

~ 



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 
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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 possible. 

1. Listed below are several different characteristics that are typically part of a public crans
portation service. We would like to know how desirable it is to you to have each characteristic. 
Please check(/) 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. 

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. 

' 
.....,, QI ....., 

<.I .Q 

. ~i 

~1i Ji 
( ) ( ) ( 

( ) ( ) ( 

( ) ( ) ( 

' 
....., 
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) ( ) ( 

) ( ) 

) ( ) ( 

) 

) 

) 

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. ( ) ( ) ( ) ( ) ( ) 

0 
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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. 
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Being able to ride directly to your destina
tion without the vehicl~ taking any de
tours off the most direct route. 

;:; r·~ (lJ -.c:: ~ 
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Being able to get to your destination by 
using the service as fast as if you 
drove by yourself in a car. 

( 

( 

) 

) 

( ) ( 

( ) ( 

) ( ) ( ) 

) ( ) ( ) 

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 
( I) the box below under "very 
for a typical shopping trip. 
is not acceptable." 

is a very desirable rate to pay for a typical shopping trip, you would check 
desirable." Similarly, you would rate how desirable each of the other costs is 
If any cost is unacceptable to you, you would check the box under "this level 

Cost of a typical shopping trip t,:Y:,1° .1• t!1 
,;/'11 Ill .::,;/~ ~ ~ .:t7 ~,:: 

$ • 25 one way ( ) ( ) ( ) ( ) ( ) ( ) 
$ • 7 5 one way ( ) ( ) ( ) ( ) ( ) ( ) 
$1. 25 one way ( ) ( ) ( ) ( ) ( ) ( ) 
$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 ( ) ( ) ( ) ( ) ( ) ( ) 
1 out of 4 chance ( ) ( ) ( ) ( ) ( ) ( ) 
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$ .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 reguired to 
get to your destination: 

No transfers ( ) ( ) ( ) ( ) ( ) ( ) 
1 transfer ( ) ( ) ( ) ( ) ( ) ( ) 
2 transfers ( ) ( ) ( ) ( ) ( ) ( ) 

I I r 



Time necessary to get to a point where 
vehicle will pick you 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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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 ~ment 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 you up: 

30 minutes ( ) ( ) ( ) ( ) ( ) ( ) 
1 hour ( ) ( ) ( ) ( ) ( ) ( ) 
24 hours ( ) ( ) , ( ) ( ) ( ) ( ) 

11 JI 
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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 "l" 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 cill nine combinations are ranked from 1 to 9. 

AND THIS TYPE OF SHELTER AT THE PICKUP AREA 
WOULD BE AVAILABLE: 

Pickup area includes a shelter equipped with 
seating, telephone, and light 

Pickup area includes cover from weather 

A designated pickup area is available 

YOU WOULD HAVE TO MAKE THIS MANY VEHICLE 
CHANGES TO GET TO YOUR DESTINATION: 

No Transfers One Transfer Two Transfers 
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1. 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 "l" in the block that shows your most 
preferred combination of WAITING TIME BEFORE PICKUP and TRIP COST; next write a 11 211 in the block 
for your second most preferred combination, a "3" for your third choice and so on until all 
nine combinations are ranked. 

AND YOUR ONE-WAY FARE WOULD BE: 

$ . 25 

$ . 75 

$1. 25 

YOU WILL HAVE TO WAIT THIS LONG FOR 
THE VEHICLE TO ARRIVE: 

Less Than 5 5 to 10 10 to 20 
Minutes Minutes Minutes 

2. This public transportation service is described in t ,erms of different times it would take you 
to walk to a PICKUP POINT and different ONE-WAY FARES. Place a "l" 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. 

AUD YOUR ONE-WAY FARE WOULD BE: 

$ . 25 

$ . 75 . 

$1. 25 

YOU WILL HAVE TO WALK THIS LONG 
TO ARRIVE AT YOUR PICKUP ·POINT 

Less Than 5 5 to 10 10 to 20 
Minutes Minutes Minutes 

I 

I 

I 
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3. 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 "l" 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 23 

4. This public transportation service is described in terms of combinations of TIME TO PICKUP POINT and 
TRAVEL TIME. Place a "l" in the block that shows your most preferred combination of TIME TO PICKUP and 
TRAVEL TIME; next write a "2" for your second IOOst preferred combination, a "3" for your third 
choice and so on until all 9 combinations are ranked. 

AND YOUR RELATIVE TRAVEL TIME WOULD BE : 

Same as by car 

Twice as slow as by car 

Three times as slow as by car 

YOU WOULD HAVE TO TRAVEL THIS LONG 
TO ARRIVE AT A PICKUP POINT 

Less Than 5 to 10 
5 Minutes Minutes 

10 to 20 
Minutes 

-.... ..... 



IH! 

1 r r" 

5. This public transportation service is described in terms of combinations of WAITING TIME and TRAVEL TIME. 
Place a "l" 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 .3.ll 9 
combinations are ranked. 

AND YOUR RELATIVE TRAVEL TIME WOULD BE: 

Same as by car 

Twice as slow as by car 

Three times as slow as by car 

YOU WOULD HAVE TO WAIT THIS WNG 
FOR THE VEHICLE TO ARRIVE: 

Less Than 5 to 10 10 to 20 
5 ' Minutes Minutes Minutes 

6. This public transportation service is described in terms of combinations of TIME TO PICKUP POINT and 
WAITING TIME BEFORE PICKUP. Place a "l" 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. 

AND YOU WOULD HAVE TO WAIT THIS LONG FOR 
THE VEHICLE TO ARRIVE: 

Less than 5 minutes 

5 to 10 minutes 

10 to 20 minutes 

YOU WOULD HAVE TO WALK THIS LONG 
TO ARRIVE AT YOUR PICKUP POINT: 

Less Than 5 to 10 10 to 20 
5 Minutes Minutes Minutes 

~ 
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PART VI: CLASSIFICATION 

Your sex is: Male Female --- ---
___ Single Married --- ___ Separated ___ Divorced Widowed What is your marital status? 

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) 

6. What is your occupation? 

7. 

Student 

Housewife 

___ Military 

Salesperson 

Machine/Vehicle Operator 

Professional/Technical 

Are you the major wage earner in your household? 

Skilled/Semi-Skilled 

Clerical/Office Worker 

Service Worker 

Yes No 

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

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

Less than 2 year:. ___ 5-7 years ___ More than 10 years 

___ 2-4 years ___ 8-10 years 

10. What was your age on your last birthday? 

Under 20 25-29 35-39 50-59 --- --- ---
20-24 30-34 40-49 60 and over 

11. What was the last grade you completed in school? 

Manager/Proprietor 

Retired (omit questions 7&8) 

Other (please specify): 

0-8 ___ High School Graduate 

1-3 Years College 

College Graduate 

1-3 Years High School More than 4 years College 

.... .... 
V, 
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12. Please indicate your total family income before taxes last year. 

$0-4,999 

$5,000-9,999 

$10,000-14,999 

$15,000-19,999 

$20,000-24,999 

$25,000-29,999 

27 

More than $30,000 

13 . How many vehicles in operating condition are regularly available to you within your household? 

None One Two Three Four or more 

14. 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. 

Name Address Telephone Number 

15 . The responses to the following question wjlll 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 determin i ng if the results of this study can be generalized, if you feel that this question 
is irrelevant or offensive, please leave i t blank. 

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

White/Caucasian Black/Afro-American Other (please specify) -------------
16. Do you have a driver's license? Yes No 

17. How many other licensed drivers are in your household? 

18. Do you have a physical handicap that you believe would prevent you from using public transportat ion 
services? Yes No 

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

20. In what type of dwel ling do you reside? 

House, owned 

House, rented 

___ Apartment (less than 10 units per building) 

___ Apartment (10 or more units per building) 

Trailer 

Other (please specify): 

Tract No.---------
Block No. 

-a: 



APPENDIX F 

PUBLIC TRANSPORTATION CONCEPT TEST QUESTIONNAIRE 

Interview Infonnation and Instructions 

The Transportation Center of The University of Tennessee and the National 

Cooperative Highway Research Program have conunissioned 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 infonnation 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. 

..... ..... 
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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., Monday 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 sa~e 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 3.nd space for packages. Buses 

would come by your bus stop every 15 minutes i:i the peak hours (6:00-9:00 a.m. 

and 3: 00-6: 00 p .m.) a.nd 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 wou l d be available such as 

at Five Points, Normandy Mall, Roosevelt Mall, Park and Roosevelt, and Edge

wood and Park. Transfer to another bus woul:i require an additional 35, and 

the wait between buses would usually be 15-20 ~inutes. 

I I r 

Bus Loop 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 nwnber of locations in this are3 of Jacksonville 

(show respond,ent map). As you can see, there would be service to the business 

plants along Beaver and Como:onweal1:h--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 bus 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 tlall, 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., tlonday through Saturday. Also served would 

be St. Vincent tledical 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 locatioa.s, one might have to walk as far as six blocks, taking 

about 10 minutes. 

If necessary, you cou:d also transfer to another bus. Transferring to 

another bus would require usually an average of 15-20 mjnutes wait at a 

covered bus shelter and would cost an additional 35,. 

00 



PUBLIC TRA.~SPORTATION CONCEPT TEST QUESTIOKNAIRE 

JACKSONVILLE, FLORIDA 

Interviewer Name~~~~~~~~~~~~~~~~ 

Note: Please contact the person noted 
below to arrange an interview. 

Respondent Informacian: No. 

Name~~~~~~~~~~~~~~~~~~~~~ 

Address 

Telephone~~~~~~~~~~~~~~~~~~~ 

Previously Participated in Phase I 
(Spring 1977) 

Phase II 
(Winter 1978) 

Introduction : (Reference e{ll' li2r telephone contact and t he reason for this a.di.i~icr.a! 
i nterv iew.] 

l. 

2 . 

J. 

4. 

[E""'ress appreciation t o respondent f or again partici;ating ~n the s~,dy.] 

PRELL~INARY QUESTION SECTION 

Do you still travel co a bout the same places a s when we talked to you in -r-~~~~-

[e.g., same err.pZoyer, (if any ) same siwFpir.g cen~s , etc. ] [c,:';a ~ c::-.: er 
( ) yes ( ) no [ I f "r.o, "] pl.ease er,, Za-in.. [I ntei".i iewer note here if pa£e ) 

he/ s he i illes ct a di fferent Zoca i:ior. i n s !:'..u:iy area 
or the location of a ne:.i employer , new sitoppi ne 
center us ed, etc. ] 

a. Do you still travel to places using the same method ( s) of transportation 
[e.g., a:.to, bus, etc.) as when we talked with you last? 
( ) yes ( ) no 

b. (If "no") What method(s) do you use now that's different since we talked to you last ? 

When, if ever, were you last on a Jacksonville city bus? 
() never () over a () over six () aver three () three months 

ago or less year ago months ago months ago 

[Ask these questions only if been on bus within the last three months.] 

a. About how many round trips do you usually make a month on a city bus? 
() none () 1-4 () 5-9 () 10-19 () 20-29 () over 30 trips 

b. Row satisfied are you with the city bus service you now receive ? (give 48 care) 

c. 

( ) very ( ) s01Uewhat ( ) neutral or ( ) somewhat ( ) very 
satisfied satisfied undecided dissatisfied dissatisfiec 

[If respondent does r.ot answer 
What two or three things about 
satisfied? (Probe) 

Not~s: 

"very satisfied" in (4b), ask: l 
the service cause you to be less than fully 

( ) schedules 
( ) vehicles 
() cost 
( ) routes 
() other (note) 

-\Cl 



5. 

II L 

SECTION A: BUS LOOP INTRODUCTION 

Intarvi~~2r now introd:,ce the bus Zco-; S";JS'tem :.c.si.r.g description provideC end 
plio-:oogra;;,s. Then ;u;::1,2 res;ondent read the su-m:ar-:t concept card a.nd you m<:',f 
need to ~~sp~nC to questions. Le(IZ)e the stmmard cca-d with the respon~nt cs 
a reference. 

Please think for a moment about the various tr,,es of trips you make around the 
area; whet ner to work, to shop, to school, or whatever. [P.:::.se ] No~ think again 
about the bus service I just described. Keeping in mind that we vant your com
pletely honest opinion, can you think of any types of trips chat you would 
consider ir..aking by using this bus service? 
() yes () no 

Enco:.rage discussion and revia1,J of· the concept. Probe wi-:Oh suah questions 
as: "~itat '.jOu.'ld tl'!'!.s n2w bU3 service ~ to you?" Be certain that tha 
concept ia unders~ood. 

[Ii "no," skip to Q'-.4e.stion Z.l. 

6. [If "yes"] What types of crips? [Check tr.ase that apply in col=.~ below] 

[For each tr-:p ."10'!' ,,:,:rrrc:1:::0 ASK] : 
described for ? [1V.2ntion 

Woulc you consider using the bus service I 
trip . • . Check those that apply in CoZ~-:-:n E] 

[Hand card 6 to Respond~nt] 

Work 
Grocery Shopping 
Other Non-Food Shopping 
Education/School 
Visit Friends, Relatives 
Attend Religious Functions 
Entercainr.lent 
Medical Trips 
Personal Business (Banking, Meetings) 
Deliver/pick up Children 
Other (specify) 

Column A 

( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 

( ) 

( ) 

( ) 

[If ",.Jork" is ma!':;.;;d in 6 ahove, go to question 7. If not, but sor,re 
other trip is ci~~d, go to question l~. ] 

2 

~f:!...! 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 

( ) 

( ) 

( ) 

SECTION .U: BUS LOOP--WORK TRI?S 

Now I would like tc1 ask some questions about your trips to work a!i they cigt- c relate 
to the new bus system I described. --

7. 

8. 

Suppose the bus ·service I described bec"1me ava.ilable in about :i mo~.ch. [Ci~a a:::..--:: 
7] Which of r.hese stata:i.ents best indicates how likely :;ou "'ould be CCI EE.::: this 
new service cu and f r o"' '--Ork? Pleas;, take your t:b.e in decH ing and f,iel free co 
ask me more questions about the proposed new service if. you ~ish . 
( ) Definitel;: •.ould tr:, the service once or r:,.;ice 
() ?robably would cry the service once or tvice 
( ) Might/might no t try the service once or rvice 
( ) Probably •.ould not cr y the service once or twice 
( ) De.finitely would nee cry the service once or niice 

Based on the description we just read, what advancace.s, if 
new bus service have over the ~ay you now travel to ~ork? 
pZease probe and "1ake datc.iied nor.es.] 
Any others? [P.epea-:o] 

a.ny, would this 
[In-:Oer-.Ji.,,.;ar 

~ 

9 . Based on the description we just read, what disadvantages ~ould this 1:ieu bus 
service have compared to the way you now travel t:o work? [Intc:i-Jia·a;:"' ~z2c.se :'!'"o"::~ a.r..'.i 
make detaiZed r.at.,s.] Any others? [Repeat] · 

3 



SECTION Al 

10. Think abouc the next 10 trips you ~ake to go co work. How many ti~es , if any, 
would you use this~ service and how many t1.Ines would you use your 2resenc 
method(s) of transportation? [Record beZcw, mus! add /;Q 10] 

No. of Times 

Use New Bus Service 

Use Present Method(s) 

Total 10 

[.ilot2: Ch::ck Question 7. If respondent :;a.id "Defini.tel2" o~ ;'ProCc:Jly ~ouii. 
tr-d 3er-;~~e, a3k (~es::icr.3 lla and Llo. Other-Jise, ski? to Question lJ] 

lla . If you ...,ere co use this netv bus service t.o go t.o work., which method(s) of 
traveling ,;ould you stop using or use less often? [Show c:ard lla] 
( ) Car/auto () Carpool/vanpool (riding with friends, relatives) 
( ) Regular bus service ( ) Other (specify) 
() Taxi () Noc one more than others 
() Express/cot:1C1utcr bus 

[If only or.2 answ2r to ,~estion 11a, go to Question 12.] 

llb. [If more t;:ccn one, rc;;nticned ask]: 
Which ~ of Ches.a ::iethods of transportation would be ~ affected by your usa 
uf the neu bus servict!? [Check the sir.gle method mentioned] 

() Car/auto () Carpool/vanpool (Riding with friends, relatives) 
() Regular bus service () Other (specify) ~~~~~~~~~~~ 
( ) Taxi ( ) Noc one Clore than ochers 
() Express/cor.u:iuter bus 

12. [Ask if ci::ed Rc,g-,;.lar B:,s in lla]: Think about the next ten <1ork trips you make 
using the regular existing bus service, how many (if any) would you replace with 
the new service? 

No. of Times 

Use ~ew Bus Service 

Use Present ?1echod(s) 

Total 10 

4 

SECTION Al 

13, Suppose you could change the bus service that I described in~ ...ay you wish. 
What changes, if any, are essential before you would try using the service for 
work trips? [ Ha1Je res~or.dc:11 t rej"ar ta concept swrr.zary card. ] 

Inte:rvi;,,.,/er pleaae note ea~h c;u::.r.ge 
that is mer.tioned and for each char.qe 
seek clari"u as to the nature and 
e:tent of c~.ange desired. 

[This portion is for coding only--do r.o~ us2 
in interview.] 

Route: 

Schedule: 

() Closer to home 
() Closer to destination 
() No transrers required 

() More frequent buses 
() Arrive at destination fascar 
() Less waiting cine 
( ) Available more hours during day 
() Fewer stops on route 

(more like an express bus) 

Vehicle Characteristics: 

Other : 

5 

() Seating comfort 
() Effective heat/air conditioning 
() Size of bus 

() More sheltered bus stop 
() Better chance of getting a se~c 
() Less likely bus would be cro~ted 
() Different methods of pay-::ienc 
( ) Lower fare 
() Ocher (please note) 

;::; 



14. 

15. 

16. 

nu 

SECTION A2: BUS LOOP--NONWORK TRIPS 

Now I would like you co chink of the trips other than to work that you mentioned 
earlier while you continue co think of the proposed new bus service. 

Again suppose the rus service I described became available in about a month. [Give 
caz-d 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--;;irvice once or twice 
() Probably would try the service once o= twice 
() Might/eight 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 

Based on the description we just read, what advantages, if any, would this new 
bus service have over che Yay you now make nonwork trips? [Intarvieu~r~ pZ2csa 
probe c:nd ~.a.ke detaiied noras.] 

Based on the description ~e just read, what disadvanca~es, if any, would this 
new bus service have ccr.npared to the way you no~ ~ravel f Qr nonwork trips? 
[Inter,Jiewer, pZ~asa ?rooe and make detaiZed notes.] Any others? [Repeat] 

6 
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SECTION AZ j::j 

17. 

18a. 

18b. 

Think about the next 10 trips you make for nom.1o=k purposes. How many ti::::es . 
if ar..y, t..9ou1d you use chis ~ service and how many times ~.muld you use your 
present mett.od(s) of transportation? [Record be!ow, rrr..st add 'CO 10] 

No. of Tir..es 

Use New Bus Service 

Use "resent }lethod(s) 

Total 10 

[Note: Chec,k (;uestior. 14. If Respond.mt said ''!Jefi.nite4J" or "?.?>oi:c:::-Zy :.:o:L:: 
try sgrvicc?," ask ,uestions 18a an.i 18b. Othe-r~isa, skip to Ques::i.;in 2.:.] 

If you were to use this new bus service for nonwork trips, •hich method ( s} of 
traveling would you stop using or use less often? [Show card 11a] 

N 

( ) Car/aut<> ( ) Carpool/vanpool (riding with friends, relatives) 
( ) Regular bus service ( ) Other (specify) 
() Taxi () Not one more than others 
( ) Express/ commuter bus 

[If more than one mentioned ask]: 
Which one o :1 these methods of transportation would be ~ affected by your 
use of the new bus service? [Chee .\: the sir.,,;Ze rr.ethod meni:ioned] 
() Car/autll () Carpool/vanpool (riding with friends, relatives) 
( ) Regular bus service ( ) Other (specify) 
( ) Taxi ( ) Not. one more than c.thers 
( ) Express/col!lffluter bus 

19. [Ask if cit.ad reguZar bus in 18a]: 
Think about the next 10 ~ trips you make <,Sing the r·egular existing bu£ 
service, ho1,1 r.i.any, if cl.ny, woulC. you replace with the new service? [Race!'~ =a ?..c-_·., :~us:: 
add to 10.] 

No. of Times 

Use New Bus Service 

Use Present Method(s) 

Total 10 

7 



SECTION A2 

20. Suppose you could change the bus s ervice that I described in~ way you wish . 
~ hat clnnges, if any, jre essenc inl before you would try using the service for 
~ crips? [iic~a r e3poncen t r e;"ar to ::oncept SUJ:r..arJ c:ar:::.) 

In ter'.Ji ~1Jer ;, Zease note eac!! c;,.ar,.ga 
that is m~ntior:.ed and f or eaah cha.r.qe 
seek cla!"': ::, as to :ite na=:.i.re c1"'-d 
~ of chan~e de sired. 

[This portion is for aodir-fi onl~--do not ...se 
in intervie-.,;.] 

Route : 

Schedule: 

() Closer to home 
() Closer to destination 
() No transfers required 

() More frequent buses 
() Arrive at destination faster 
() Less waiting t:ilne 
() Available more hours during day 
() Fewer stops on route 

(more like an express bus) 

Vehicle Characteristics: 

Other: 

8 

() Seating comfort 
() Effective heat/air conditioning 
() Size of bus 

( l More sheltered bus stop 
() Better chance of getting a seat 
() Less likely bus would be cro,..ded 
() Different methods of payment 
( ) Lower fare 
() Other (please note) 

SECTION A3: INTENTIONS AND ATTRIBUTES 

21. We are interested in how likely you believe you would be to regularl ·: ride t he 
new bus service (at least once a week) first for work and then for non~ork crirs. 

Does Not 
Apply 
To He 

l Defi
nitely 
Would 

I Prob
ably 
Would 

l Might 
or Might 

Noc 

I Probab
ly Would 

Not 

l Definite
ly \,'ould 

Noc 

Ques
tion 
22 

Work Trips 

Nonwork Trips 

( ) 

( ) 

( ) 

( ) 

( ) 

( l 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

22. Now if you indicated you would probably or definitely regularly ride the bus, 
I would like you to estwate as best you can ho<.• manv round tT"i t>s '-"OU would actc,all·-· 
make bv bus dur i ng a c-vi,kal one-week per i od- for ,.ark trips and / or i\onwor:.C tr i;: s. 
[Inter"~i~wez,, please ent2r >lUt:'1.?ers in spaces to riqht of qu.esticn 21 ~~vva. AZ~~, 
if respor.ient ..:ould make 10 !!!1!!_-way trips, for e:::ampie, enter a:s 5 rcur.i =rips.] 

23. Now, I would like to ask 1,;h;1t you would chink of some possible c ha ni:: es in c:ie r,ew 
bus service. For example, if che round trip fare were increased co S.90, how 
likely would you be to regularly ride the bus? [Ea,,d respor.dent aard 13]. 
Please assume that only one thing is changed at a time; all the rest remains the 
same as I described it earlier. Please chink of work (or non11ork) trips. 
[Sc;; '1..:ork trips " i f r espcr.ifor. t ccn use the ne-.,; system for :.ark ; ot;,a~ s" ..a: 
"r.or.uork trips." Na ke sure ;;cu c heak (/ ) work <J1' r.or.::ork l:elo-.J.) You cay wi sh to 
keep in cind ycur answer co Quesci on 21 w_hich was So, how like l,
would you be to regu l a rlv ride t he new bus service if the fol lo11ing chang.a •Jas ::ade: 

[Interviewer: in which aon- I I I Mighc I I 
te:::t arc responses given? Definitely Probably or Probably Defini tel:· 
( J work ( J none.1ori<) l.ould Would Might Not Would ~ot i.'oulc ~OC 

--
If respondent c.ncwcra "defini;aly =ld 110t, 11 as you proaeed, skip to 23f . 

a. Round trip fare ( ) ( ) ( ) ( l ( ) 
were $.90 

b. Round trip fare ( ) ( ) ( ) ( ) ( ) 
were $1. 00 

C:, Round trip fare ( ) ( ) ( ) ( ) ( ) 

were $1.20 

d. Round trip f;1re ( ) ( ) ( ) ( ) ( ) 

were $1,50 

e. Rour.d trip fare ( ) ( ) ( ) ( ) ( ) 
wc,re $1.80 

9 
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SECTION AJ 

I 
Definitely 

Would 

I 
Probably 

Would 

I Might 
or 

filght Not 

I 
Probably 
Would Not 

If respondan,; ar.swars "deji ni!d y wou ld 110i;'' a3 you proceed, skip to 2Ji; 

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/J of time) . 

h. You would have to stand 
once every 2 bus trips 
(1/2 of ti:ne) 

( ) 

( ) 

( ) 

( ) ( ) ( ) 

( ) ( ) ( ) 

( ) ( ) ( ) 

If :-espor..C2n't c:r..swers "C.i!f ':.,>ti-::~Z:1 wou l d. not" as yo~ proceed, ski? to 2:;-t ; 

i. You would often* have to () 
wait 10 minutes for the bus 
beyo~d its scheduled time. 

j. You. would often* have to ( ) 
wai,t 15 minutes for the bus 
beyond its schedulcq t ime. 

k. Yo u would often* have to 
wait 20 minutes for the bus 
beyond its scheduled tice. 

( ) 

( ) 

( ) 

( ) 

( ) ( ) 

( ) ( ) 

( ) ( ) 

• [Ir. teMJi.e!Jer: "Oftan" means about 1/S oj the time . PZease e=pZai n.] 
I f respondent answer,:: "defi nitely would not" a.s you proceed, skip to 2Jo; 

1. You would often arrive 5 
minutes after scheduled 
arrival at destination 

m. You would often arrive 
10 Qinutes after sched
uled arrival at desti
nation 

n. You would often arrive 
15 minutes after sched
uled arrival at desti
nation 

Cask either o ~ p] 
o. [a.:k onZy if !:!£. 

transfer:; reaquii•ed] 

If you had to transfer 
to ano tih!r bus to 
reach your destination 

I I I 

( ) 

( ) 

( ) 

( ) 

( ) ( ) ( ) 

( ) ( ) ( ) 

( ) ( ) ( ) 

( ) ( ) ( ) 

10 

I 
Definitely 
Would :,oc 

( ) 

() 

() 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

SECTION AJ 

p . [Ask onZy if do 
hmJe to tram,fer] 

If you did .!!!~ have co 
transfer to another 
bus to reach your 
destination 

I 
Def i ni tely 

Would 

( ) 

l 
Probably 

Would 

( ) 

I Might 
or 

Might Not 

( ) 

If respondent answar s "definit2Zy would not" on q, ski;, to 2Js. 

q. If it took YIJU 10 
minutes less than 
we est~ 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 "definiteZy wou.1.d not" on s, skip to 2Ju, 

s. If it took you 5 minutes 
more than we escimated 
~alk 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 () 

v. 

". 

were available 2 more 
hours each cl:1.y, from 
4:JO a.m. to 7:00 p.m. 

[If ap;,ticable] 

If weather shelters 
could !!££. be provided 
at tr,insfer points 

If weather shel
ters were provided 
at~ bus stops 

( ) 

( ) 

( ) ( ) 

( ) ( ) 

( ) ( ) 

( ) C ) 

( ) ( ) 

11 

I 
Probably 
Would No t 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

~ 

I 
Definitely 

Would Not 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 



SECTION A3 

I 
Definitely 

Would 

I 
Probably 

Would 

I Might 
or 

Might Not 

I 
Probably 
Would Not 

I 
Definitely 

Would Not 

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 "=rk" or "noru,;ork" trip (shopping) in blanks bel.ot., as determined 
earlier): na = not applicable] 

If respondent ansi.:ars "definite Ly would not," as you proceed go to nezt section. 

"'· 

y. 

z. 

If it took a total na 
of 20 minutes lon-
ger to go from your 
home to~~~~ 
compared to the way 
you now travel 

If it took a total na 
of 30 minutes lon-
ger to go from your 
house to 
compared ~he way 
you now travel 

If it took a total na 
of 40 minutes lon-
ger to go from your 
home to~~~~-
compared to the way 
you now travel 

() ( ) C > ( ) 

( ) C > C > ( ) 

( ) ( ) ( ) ( ) 

( ) 

( ) 

( ) 

[Interviewer: If yo:i now go on to the second concept description, pLease take a break 
and change the conversation a:,;ay from transportation.] 

12 

SECTION B: GRID INTRODUCTION 

Interviei.,er now fotrodz.ce tire bus '!oop system using desc!"i.ption prcnndac ar.d 
photogra;,hs. Then have respmQ!nt read the Surr.!ar"J car.capt card ar.d 'JO!I. mtzy 
need to respond to questions. lea11e the S='!f card Lri.tJ1 the respon6m-; as 
a reference. 

s. Please think once again about the various types of trips you make around the 
area; vhether to work, to shop, to school, or whateve~. 

Now think again about t he 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 considc.r mak.ing by using this bus service? 
( ) yes ( ) no 

Enaota'C!jedisaussion and revielJ of the grid concept. Probe with such questiQns as, 
"What t.10uz.d the gr-id concept service mean to you?" Be certain t'ha'.: the conce?t is 
understood. 

6. 

[If "no", go to Question z_. J 

[If "yes"] What types of trips? [Check those that apply in col:mm A beLo,i] 

[For each trip !IOT UEllTIOl!eD ASK]: Would you consider using the bus service I 
described for ? [f.Iention :rip . •. Check those that apply in Col=. B] 
[Hand card. 6 to Respor.a,;nt) 

Column A 

Work ( ) 
Grocery Shopping ( ) 
Other Non-Food Shopping ( ) 
Education/School ( ) 
Visit Friends, Relatives ( ) 

Attend Religious Functions ( ) 
Entertainment ( ) 
Medical Trips ( ) 
Personal 3usiness (Banking, Meetings) ( ) 
Deliver/pick up Children • ( ) 
Other (specify) C > 

( ) 

( ) 

( ) 

[If "work" is marked in 6 above, go to question 7. If not, but some 
other trip is cited, go to q!<estion 14.] 
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Colw:in B 

( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 

( ) 

( ) 

( ) 

°N 
V, 
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SECTION Bl: GRID--WORK TRIPS 

Now I would like to ask some quescions about your trips to work as they might relate 
to the new bus syscem I described. ~~ 

1. 

8. 

9. 

Suppose the bus service I described became available in about a monch . [Gi:1e c~ 
?) Which of these scateoencs best indi=te.s how l i keJ.y you wouJ.d b . co ~ this 
ne,., service to ;ind frolII work? Please take your tilne in deciding and f;,el free to 
ask me more questi ons about the proposed new service if you "1sh. 
{) Definitely wou l d try t he service once or twice 
() ?robably would cry the service once or tu-ice 
() Might/might no t cry the service once or cwice 
() Probably would not Ct"/ the ser,ice. once or ~ice 
() Def.initely would noc t1:')' the service once or c,.;i ce 

Based on the description we just read, wha:c advant . .sges, if 
new bus servic_e Mve over the way you now ::ravel c.o wrk? 
pZease probe a:ni 11'.o.ke detailed notes.] 
Any others? [Rapea:t) 

any, wouJ.d this 
[Interviewo;r 

Based on the description we just 
service have compared to the way 
probe and ma:ke detaiZed notes.] 

read, what disadvancag·e·s would this new bus 
you now travel. to ~-ork? [Interviewer please 
Any others? [p.epca.t l 
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SECTION Bl 

10 . Think about 1:he next 10 trips you make to go to work. Hoy many times, if any, 
would you us1~ this ~ service and how many times would you use your J~ 
method(s) of transporcacion? [Record be l ow, must a:c..:i to 10) 

lla. 

llb. 

No. of Tizn.a s 

Use NeY Bus Service 

Use Present Hethod{s) 

Total 10 

[Note: Check Question 7. If respor.air. t sa:id "Definitely" or "P,ccba::,ly e.:oul.i 
try service, ask Q-.. estions ZZ.a cr.d i?.!> . Other-..;ise, skip to Ques;ion 13] 

If you were to use this new bus service to go to work, 'Which oechod(s) of 
traveling would you stop using or. use less often• cs;:ow C,:(I'C l lc: ] 
( ) Car/auto ( ) Carpool/vanpoo: (Tiding with E=iends, relatives ) 
() Regular bus service ( ) Other (specify)-~ ~ ~ ~~~~~ - ~-
(. ) Taxi ( ) llot one more tb.an others 
() Express/commuter bus 

[If only one a:nswer to Question 11a:, go to Quest-con 12.] 

[If more titan one mentioned ask] : 
Which .2!!! of these methods of transportation would be~ affected by your use 
of the new bus service? !Check the single method mentioned] 

t3 
a, 

() Cat/auto (.) Carpool/vanpool (!tiding with friends, rela=ives) 
( } Re~,ular bus service ( ) Other (specify) - - - -
( ) Ta,:i (. ) Not one more than others 
() EXFress/col!lll!uter bus 

12. [Ask if cited RegttlaP Bus in lla:J: Think about the next t ,en work tri.ps you cake 
using the r"gular existing bus service, how many (if any) •,,ould you 1~ with 
the new service? 

No. of Tir.:.as 

Use New Bus Service 

Use Present Method(s) 

Total 10 

15 



SECTION Bl 

13. Suppose you could ch.:inge the bus service that I described in !!!Y. way you wish. 
What chan£es~ if any, are essential before you would try using the service for 
work nips? [r!=:Je respondent rejer ro cor.cept swrmary card.] 

InteT"Ji~Jer pl.?ase note each change 
that is mentior.i,d aiu: fo"!' each change 
seek clari':tl c:s to the r.==ure and 
extent of c;,,.ar.ge desi,red. 

[This portion is for coding onZy-~ not use 
in interuiew.] 

Route: 

Schedule: 

() Closer to home 
() Closer to destination 
() No transfers required 

() More frequent buses 
() Arrive at destination faster 
() Less waiting ti.me 
() Available more hours during day 
() Fewer stops on route 

(more like an express bus) 

Vehicle Characteristics: 

Other: 
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() Seating comfort 
() 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) 

SECTION B2: GRID--NONIJORK TR.IPS 

Now I would like you to think of the trips~ than to work that you mentioned 
earlier while you continue to thir~ of the proposed new bus service. 

14. Again suppose the bus service I described became available in about a month. (Gi~e 
aard 7] Which of these statements best indicates how likely you would be to trv 
this new service for making nom.tork trips? ~
() Definitely would try the--;;rvice once or twice 
() Probably would try the service once or twice 
( ) }light/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 

15. Based on the description ~e just read, what advantages, if any, would this new 
bus service have over the way you now l!lake nonwork trips? [Inter-Jie~er, pZease 
prooe and make detailed notes.] 

16. 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? 
[Interviewer, pZease probe and make detaiZed notes.] Any others? [Be?ea:] 
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SECTION Bl 

17. Think about the next 10 trips you make for nonwork purposes. How many times, 
if any, would you use this nei, service and how mnny times would you use your 
present method(s) of tnmsporc:ition? [Reconi uelo••, must add to 10] 

No. of Times 

Use llew Bus Service 

Use Present Method(s) 

Total 10 

[Note: Check Question 14. If Responde>it said "Definite'!!" o:r ''Probabty woutd 
t;r,J seroice," ask Questions 18a and 18b. OthePtJise, skip to Ques t-:.On 20.] 

18a. 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 lla] 
() Car/:iuto () Carpoollvanpool (riding with friends, relatives) 
() Regular bus service () Other (specify)---------
() Taxi () Not one more than others 
() Express/cor.imuter bus 

18b . [If more t~.ar. one mentioned ask]: 
\l'hich one of these me thods of transportation would b e !!:Ost affected by your 
us.e of the ne" bus service? [Check the sir.ate me::Jtod mentioneil 
( ). Car/au~o ( ) Carpool/v;.npool (riding with friends, relatives) 
( ) Regula.r bus servi ce ( ) Other (specify) - --------
( ) Taxi (. ) Not one more than others 
() Express/col!lllluter bus 

·19. [Ask if cit.id regutar bus in 18a]: 
Think about the next 10 nom,ork trips you ..ake using the regular existing bus 
service, how many , if :iny, wou.ld you~ "ith the new service? [Record 
betow, must add to 10] 

No. of Times 

Use New Bus Service 

Use Present Method(s) 

Total 10 
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20. Suppose you could chanze the bus service that I described in .!!!:Y way you wish. 
What changes, if any, are essenti.'.11 before you WO\.:ld try using the ser,i.:e for 
nonwork trips? [Have responcient refer to concept swrrnarJ card.] 

Interoiewer ptease note eaal, charige 
that is mentioned and for each change 
seek clarity as to the nat,tre and 
~ of change d,~sired. [This portion is for coding ody--<io r:ot :'3e 

in intert!ier,;. ] 

Route: 

Schedule: 

( ) Clos er to home 
( ) Closer to destination 
() No transfers required 

( ) More frequent buses 
( ) Arrivt! ac destination fast.?!." 
( ) Less 11aiting tice 
( ) Available more hours during day 
() Fewer stops on Ioute 

(more like an e,,press bus) 

Vehicle Characteristics: 

Other: 

19 

( ) Seating comfort 
() Effective heat/air conditioning 
( ) Size of bus 

( ) More sheltered bus sto, 
() Better chance of getting a seat 
( ) Less likely bus would be cr~s.ded 
( ) Different methods of paymen: 
( ) Lower fare 
() Other (please note) 



SECTION BJ: INTENTIONS AND ATTRIBUTES 

21. We are interested in how likely you believe you would be to regularlv ride the 
new bus service (at l~ast once a week) first for work and then for nonwork tri?S, 

Does Not 
Apply 
To }[e 

I Defi
nitely 
Would 

I Prob
ably 
Would 

I Might 
or Might 

Not 

I Probab
ly Would 

Not 

I Definite
ly Would 

Not 

Ques
t.ion 

22 

Work Trips 

Nonwork Trips ( ) ' . 

( ) 

( ) 

( ) 

() 

22. Now if you indicated you would probably or definitely regularly ride the bus, 
I would like you to estimate as best you can hO\I manv round trips vou would actuallv 
make bv bus during a tYoical one-week oeriod--for \JOrk trips and/or nonwork trips. 
[Interviewer, pi2as2 ent~r TWmbi?rs in spaces to right oj question 21 above. AZso, 
if respor.C:ent would make 10 one-;.;ay .tri'.ps, ror ez=pZe, enter as 5 round trips . ] 

23. Now, I would like to ask what you would think of some possible changes in the new 
bus service. For ~xample, if the round trip fare were increased r.o $.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. 
[Sa y "i.:01•k trips" if ,:,espor.dent can use the new system for work; otherwise say 
"no>ILIOrk trips." Make sure you check (./) i,;ork or nor.i.:ork bP.7,:;w.] You may wish co 
keep in mind your answer to Question 21 which was So, how likely 
would you be to re;ularly ride the new bus service if the following change was made? 

(Interviewer: in which con- I I I Might I I 
text are responses given? Definitely Probably or Probably Def ini ti?l~· 
( ) work ( ) nonr.1ork] Would Would Might Noc Would Not Would Noc 

If respo,,..C:ent an:;r.1.?rs "definit.,ly would not," as you proceed, skip to 2;;f. 

a. Round trip fare ( ) ( ) ( ) ( ) ( ) 
were $.90 

b. Round trip fare ( ) ( ) ( ) ( ) ( ) 
were $1. 00 

c. Round trip fare C l ( ) ( ) ( ) ( ) 

were $1.20 

d. Round trip fare ( ) ( ) ( ) ( ) ( ) 
were $1.50 

e. Round trip fare ( ) ( ) ( ) ( ) ( ) 
were $1.80 

20 

SECTION B3 

I I I Might I I 
Definitely Probably or Probably Definit:ly 

Would Would Might Not Would Not Would ::oc 

If respond.ant ans..iers "definitei.y wouLd noz" as you proceed, skip zo 2Ji; 

f . You would have to stand ( ) ( ) ( ) ( ) ( ) 
(would not have a seat) 
once every 4 bus trips 
(1/ 4 of t:il!le) 

g. You would have to stand ( ) ( ) ( ) ( ) ( ) 
once every 3 bus trips 
(l/ J of tme) • 

h. You would have co stand ( ) ( ) ( ) ( ) ( ) 
once every 2 bus trips 
(1/2 of time) 

If respondent answers "c:.efinir;eLi would not" as you proceed, skip to 2JZ; 

i. You would often* have to ( ) ( ) ( ) ( ) ( ) 
wait 10 minutes for the bus 
beyond its schedu~ed time. 

j. You would often* have to ( ) ( ) ( ) ( ) ( ) 
wait 15 minutes for the bus 
beyond its scheduled t:il!le. 

k. You yn,J).1 oftenfr have to ( ) ( ) ( ) ( ) ( ) 
wait 20 minutes for the bus 
beyond its scheduled Cil:te. 

*(Interviewer: "Oft;m" means about 1/J of the time. Please explain.] 
If respondent ans-..ie?'S "definitely wouZd not" a.s you proceed, skip to 23:J; 

1. You would often arrive 5 (,) ( ) ( ) ( ) ( ) 
minutes after scheduled 
arrival at destination 

m. You would often arrive ( ) ( ) ( ) ( ) ( ) 
10 minutes after sched-
uled arrival at desti-
nation 

D. You would ofcen arrive ( ) ( ) ( ) ( ) ( ) 
15 minutes after sched-
uled arrival at desti-
nation 

(aak eitiler o ~ pJ 
o. (aak onZy if r.o ( ) ( ) ( ) ( ) ( ) 

trar.:;fers required] 

If you had to transfer 
to another bus to 
reach your destin~tion 
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SECTION B3 

p. [Ask only if do 
have to trar.sjer] 

If you did not have to 
transfer to another 
bus to reach your 
destination 

I 
Definitely 

Would 

( ) 

I 
Probably 

Would 

( ) 

I Might 
or 

Might Not. 

( ) 

If respO>Ui.ent .::nsWilrs "d.ef"..nitely r,;oul.d ,wt" on q, sk1.p to 2Js. 

q. If it took you 10 
minutes less than 
ve estimated to walk 
to the bus stop. 

r. If it took you 5 minutes 
less than we estimated 
~alk to the bus stop 

( ) 

( ) 

( ) ( ) 

( ) ( ) 

If respondenr; ar.swo2rs ''de1'i.nir:eLy r,;oul.d not" on-s~--skip to 2Ju. 

s. If it took you 5 minutes 
more than we estimated 
~alk to the bus stop 

( ) 

t. If it took you 10 minutes () 
more than we estimated 
to valk to the bus stop 

u. If the new bus service 
were available 2 more 
hours each day, from 
4:JO a.m. to 7:00 p.m. 

v. [If appiicabZe] 

If weather shelters 
could~ be provided 
at transfer points 

w. If weather shel-
ters were provided 
at all bus stops 

I I I 

( ) 

( ) 

( ) 

( ) ( ) 

( ) ( ) 

( ) ( ) 

( ) ( ) 

( ) ( ) 
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I 
Probably 
Would Not 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

( ) 

I 
Definitely 

Would Not 

( ) 

( ) 

( ) 

( ) 

( ) 

n 

( ) 

( ) 

SECTION B3 

I 
Definitely 

Would 

I 
Probably 
Would 

I Might 
or 

Might Not 

I 
Probably 
Would Not 

If respond.en::' s a.nswar is 11d8-r~in(t:a ly wouZd not.," skip to ne=t: section. 

-...., 
0 

I 
Definit~ly 

Would ::ot 

For the following, pl ease compare the new service to the way you now travel and decid~ 
whether you would use the service if: ~-

[Inter,riewer ent2r "work" 01' "n=rk" trip (shopping) in blanks be Z.0:.; as dete=ir.ed 
eariier): na = no t mn,LicaoleJ 

[If respondent ansr,;eros· ·"definite Ly r,;ou.Zd not, " as you. proceed go to ,ui::t section. J 

x. 

y. 

z. 

If it took a total na 
of 20 minutes lon-
ger to go f,om your 
ho111e to 
co111pared~the way 
you now traYel 

If it took a total na 
of 30 minute,s lon-
ger to go from your 
house to 
co111pared co'"~ay 
you now travel 

If it took a total na 
of 40 minutf!s lon-
ger to go from your 
home to 
compared"""'to~ay 
you now travel 

( ) 

( ) 

C ) 

( ) ( ) ( ) ( ) 

C ) ( ) ( ) C ) 

C ) ( ) ( ) ( ) 

[Inter11iewer: I;° you. not.I go on to the seeond eoncept description, pleas,? take a br.:-.:: .< 
and change the ,:omersation =cy frcrn transportation.] · 

23 



SECTIOll C: BEHAVIORAL cm~IITI!Ell! 

Now I would like to co~?arc the t,~ different bus systems we have discussed . 

24a . Between the first bus service [cite loop or grid] and the second bus service 
{ci=e other one] we discussed, which of the two do you prefer, or wouldn't it 
matter? 
() Loop Bus ( ) Grid Bus ( ) Indifferent 

b. [Ask onLy ,; nave prefe~ence and make deta.iLed notes.] 
service? 

~ do YE.!! prefer the 

c. If it came do,,n to having to decide between the regular bus service that now 
exists and the service you jusc selc~ted, which of the two would 
you prefer. or wouldn't it matter? 

() existing () loop ( ) grid () indifferent 

{PZ~ase check if appZicci>Ze]: 

d. () Would have to have existing servi~e to transfer into the new bus system (that one 
which respondent prefers). 

25 . 

TeH resoor.dant the ne:::! three questicr.s (25, 26, 27) de >?Ot mean, and sitould not 2'e 
cor.st;r,..ed -:o mean, tha!: the service (gric. or Looper) ,,,.;,zCa:;;1:uazzy be started in 
JachonviLZe; you j_u.st =t an indication of how strcngly thzy feeZ abo:1:: the pro
posed seI'Vices. They should not feel at aU ''pressured" to :respol'!t: "yes" to 
these ques::ior.s. 

II the c i t y uer!O to decide co scnrt one of th.e services I described, there could, 
o f course, be n few chnn;i,s in the route and sc hedule . The cic:i;: could s<0nd you a 
packet of infor::ia.tion to provide details about the service i£ i t is offered . You 
~ould receive 3 bill for ~l.00 nt the ti.me you received the~acket of infonnation, 
solely to cover t heir h3ndling cos es and postage. You should feel no obl i g3tion 
to reques t chis ; but H you wish , I can put your name on 3 list for the c.i ty to 
send you chis J.nfot1:1ntion if the service is st:irted . Would you like me co <kl 
this? 
( ) yes ( ) no 

[If "no," ;;lease 11ote e:rpZc:nation given, if any. I 
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26. On a rel.iced idea, if one of the bus services were started, the city could also 
send a bus service -;-;presentative to your ho~e co explain the service and to 
answer questions. If this were done~ would you like to have someone tele?hone 
you to set up~ time to discuss the service--or wou.ld you prefer to wait and look 
into it yourself? 

27. 

() yes () no, I'll wait and look into it myself 

[If respond.mt indic~t:es he/site prooably or definite!y :.10uid :,se one or i::oth 
of the bus servicas, csk tlti.s question.] You have, 1n general, expressed 
interest in us ing a t lease one of the. bus services. Let's assuce. the se:-vi.c:e 
yo u pref·er ts co be started. It "10uld be valuable t o t he city if we coul.i ge e 
a definite cooimit:ient from you. Woc.ld you be. willing co sign this stace:c.enc 
now? {Hana carol (I agree to use the bus s ervice as de.scr ibed at lean 
~~~~~~~~~-times (on the average) per week if it is established, assu:iing 
my travel needs re1:1ain the same). [If respondent is clearly reag to sign, 
check "yes"] 
( ) yes ( ) no 

SECTION D: MEDIA USE 

Now we are to the last section of th~ questionnaire. It concerns the newspapers, 
radio, and television that yo11 see and hear. Your answers could assist the city 
if they were to advertise a new bus servi ce. 

28. a. To uhich newspaper(s) do you subscribe, if any? 

29. 

30. 

b. 

c. 

d. 

Florida ( ) Daily only Jacksonville ( ) Daily only 
( ) Sunday only 
( ) Both 

Times-Union () Sunday only Journal 
( ) Bo th 

[If more than one paper, ask]: 
() Floridn Times-Union 
() About equally 

Which one do you read most carefully? 
() Jacksonville Journal 
() Do not read them 

About whnt portion of the papers that you receive in an avernge week 
do you find time co read? 
() One quarter or less 
() One-quarter to one-half 

() One-half to three-quarters 
() Three-quarters or more 

What section(s) of the newspaper are of most interest to you? 
() National Neus () Local News () Sports () Family 

On an average weekdny, how many hours.£!!.~ do you watch TV between S a.m. 
and 5 p.m.? , 
( ) 0 hours ( ) 1-2 hours ( ) 3-4 hours ( ) More than 4 hours 

Do you hnve any favorite daytime TV pro;r'l'",s? 

b. {If "ye:;," ask:] What are they? 
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( ) yes () no 

1-~~~~~~~~~~ 

2-~~~~~~~~~~ 

3-~~~~~~~~~~ 

..... 
w 
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31. On an average weeknight, how many hours£!!. night do you watch TV between 
5 p.m. and midnight? 
() O hours () 1-2 hours () 3-4 hours () More than 4 hours 

32. Do you ruive any favorite nighttime TV programs? ( ) yes ( ) no 

b. {If "yes, " ask: ] What are they? 1-~~~~~~~~~~ 
2. 

3. 

33 . On th-e average, how ma.ny hours ~ .!!3.i: do you listen ta: 
AM JQd io: ( ) 0 hours ( ) 1-2 hours ( ) 3-4 hours 
FM Radio: ( ) O ho•~rs ( ) 1-2 hours ( ) 3-4 houi:s 

34. Do you have a favorite A.~ radio station? ( ) yes ( ) no 

b. [If "yes," ask:] Which one? 

35. Do you have a favorite FM radio station? () yes 

b. (If 'yes," ask:] Which one? 

36. 

( ) no 

the radio? 

() More than 4 hours 
() More than 4 hours 

At what times of day do 
( ) 6-9 a.m. 
() 9-12 a.m. 

you most often listen to 
() 3-6 p.m. 
( ) 6-9 p . m. 

( ) 12-3 a.m. 
( ) 3- 6 a.m. 

( ) 12-3 p.m. ( ) 9-12 :,.m. ( ) !lever listen 
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