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SUMMARY OF FINDINGS

The key factor that differentiates marketing from other forms of
transit service provision is the emphasis on assessing and responding to
customer needs and the feasible requirements sought by potential patrons.
This research effort utilized resident survey samples in two smaller
Texas cities, Waco and Beaumont, to obtain data regarding the following
topics: ,

e Segmentation of the transit marketing into viable subgroups;

e Identification of each market segment's broad service require-
ments and evaluations of buses;

e Promotional strategies, based on servicé requirements, to
effectively attract potential riders to the system and rein-
force usage among current patrons; and

o Popular information sources and media habits to identify
optimum promotional media for use in advertising and educa-
tional efforts.

SEGMENTATION OF THE TRANSIT MARKET

Especially for cities with lower Tevels of transit service, concen-
trated marketing is suggested as the most appropriate technique for in-
creasing ridership. Such an approach aims at meeting the transit needs of
selected population segments. Based on the Texas Transpertation Institute
surveys in Waco and Beaumont, the two prime adult market segments are
blue collar females and older persons. Additionally, white collar females
and housewives were found to be secondary target marets.

SERVICE REQUIREMENTS

For systems with 1imited resources and lower service levels, working
males (that is, white collar and blue collar males) cannot be encouraged
to switch to transit usage by any feasible service improvements. Blue
collar and white collar females, housewives, and older persons, however,
indicate a 1ikelihood to use transit if service improvements or promotional
efforts are directed at the following travel dimensions:



I. Convenience

IT. Simplicity

III. Enjoyability

IV. Status
These features, therefore, can be utilized as optimum promotional themes
to increase ridership. Two other travel dimensions, transit cost and
transit safety, are already viewed positively by the public and need not
- receive major emphasis. Other dimensions, which cannot feasibly be
improved in smaller systems because of the costs involved with such ser-
vice development, also should be excluded from advertising and promotional
campaigns. Examples of these features include transit system flexibility,
speed, re11ab111ty, and punctuality.

PROMOTIONAL STRATEGIES

Effective promotional techniques have been classified for use
according to four categories:

1. Increasing public awareness of the system;

2. Reinforcing the positive attitudes of current riders;
3. Encouraging a modal shift. away from the automobile; and
4

Promoting new- serv1ces,fac111t1es,and conven1ences that are
directed toward target segments.

The inclusion of promotional and advertising techniques for each category
should be of benefit to systems that already are involved with marketing
programs as well as enabling smaller transit systems to begin effective
marketing efforts.

ADVERTISING/EDUCATIONAL MEDIA

As anticipated, the most popular information sources, in order of
importance, were found to be:

1. Television

2. Radio

3. Newspapers
Transit systems are encouraged to utilize public service announcements and
press re]easéSioincrease awareness of the system and to publicize service
improvements.

iv



A

MARKETING AS A TRANSIT SERVICE TOOL

successful marketing program includes the following five categories:
Market Research

Service Development

Information Dissemination

Promotional Strategies

Customer Services/Public Relations

The TTI research effort reported here represents an attempt to integrate
all five marketing dimensions, The major emphasis of this report and the

remaining two volumes, Critical Factors Influencing the Demand for Transit
and Promoting Transit: A ‘Marketing Handbook, however, is on market research

and service development--the key foci of any effective marketing program.

With the use of market research, transit planners are provided with an

objective rationale for decision-making regarding service alterations and
improvements. 4




Public transportation can help ease the traffic con-
gestion resulting from dependence upon private vehi-
cles because a transit vehicle occupies the street
space of only two cars while serving up to forty
times the number of people.

The failure of systems to serve the needs and prefer-
ences of the market has contributed to declining trans-
it ridership in the past. A marketing approach, how-
ever, focuses on satisfying the travel needs of the pub-
lic and can help maximize efforts to increase patronage
for the system. '




CHAPTER 1

INTRODUCTION
SIGNIFICANCE OF THE RESEARCH EFFORT

Between 1940 and 1970, the number of registered automebiles increased
from 60 to 90 millien while transit ridership steadily declined. While

~this trend is altering, it is extremely important to provide, and to make

the urban public aware of, viable transit systems. "A transit system not
supported by thg community and not used by the citizens will wither away.
The result may be more decay in the central business district and highways

-strangling in their own congestion" (Emmer, 1976:56). Texas residents, in

particular, are highly dependent upon private automobiles for their trans-
portation needs. Since 1950, for example, bus transit has been discon-
tinued in 20 Texas cities. In the vast majority of the 18 cities in the state
which currently have transit operations, only a minimum level of service

is provided. i , ‘ _

The difficulty of weaning large numbers of individuals away from
deeply entrenched travel behavior patterns is well-documented, and the
situation is especially prob1emat1c when travel modes are heavily rein-
forced by existing transportation arrangements. Transit systems are hand-
icapped by the fact that the American city is presently based on the
premise that intraurban trips will be made by privately owned and operated
vehicles.  Furthermore, the automobile is recognized as a symbol of
wealth and status -- quite the opposite of the image many people attach
to the transit system. According to Reed (1973), transit systems have the

- oppertunity te put a stop to declining ridership, but to do so will mean

making major changes in the way the systems operate. Specifically, transit
systems must begin.to take into consideration the needs and preferences of

~its market;'and;p1an operations accordingly.

The purpose of this report, therefore, is to show how transit systems,
through utilization of a marketing approach, can increase transit patron-
age and maximize the system's revenues. The benefits incurred, however,

‘go beyond the transit system itself. "As long as fares are charéed and

subsidies provided, the public seems to be thg'beneffciary of increased
patronage" (WiTson;iéf§éﬁf;?1974§4§§;IV-Sﬁ@ﬁ*iﬂ@reégesj»1n idership
could result in a reduction of necessary subsidies or, -better still,
justify the expansion of transit services.

.~_2’



The research encompassed in this report represents a departure from
previous marketing efforts, in that no previous studies have attempted to
identify viable market segments within smaller cities or to depict the
promotional strategies, based on service requirements sought by each seg-
ment, and advertising media which would successfully inerease transit
patronage.

DEFINITION OF TRANSIT MARKETING

Transit marketing is that function .which serves teo understand and
respond to customer needs for the services of the system (Lesko,1975).

‘In general terms, the goal of transit marketing is service maximization,
but this implies more than just the selling of transit. --. it implies a
total concern for the service needs of both current and potential transit
patrons.

Unfortunately, marketing was a heglected.funetion»in.transit opera-
tions for many years. Since World War II, transit managers have generally
tended to emphasize operational skills, while they ignored consumer
needs and desires.

The diversion of riders from public to private moedes over the years
is not merely a reflection of the automobile's ability to satisfy
many travel needs better than public ‘transpertation has been able
to, but also of a failure on the part of transit management to :
ensure that their services were tailored as closely as possible to -
consumer requirements. and that transit's positive advantages were
promoted (Lovelock, 1973:246).

The key to marketing in the mass ‘transit context lies in a consumer
orientation, whereby the primary objective of*the:systemgis1satisfy1ng the
public's needs. In contrast, an operations orientation suggests that if
‘the system is well run according to specified performance standards,
customers will use it. Stated more simply, an operations-oriented system
deals with the customer on a take-it-or-leave-it basis, with no consider-
ation of the fact that transit must-compete with other transportation modes
for its patrons. | |

The goal of service maximizatiofn does not indicate an aimless waste
of money in an attempt to maximize the number of bus-miles, however.
‘Rather, it means identifying consumer needs and developing ways to best
meet those needs. Additionally, it means finding ways to increase pat%onage
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of transit facilities in order to spread costs and increase revenues
(Institute for Urban Transportation, 1971). |
Installing the marketing concept may require major changes and
commitments in the. organization, but the abiTity to accept such changes
is another characteristic of a consumer orientation. The opposite is
true in operations-oriented systems where there is a bias toward standard-
ization of the services provided. The transit system stands to benefit
from these changes eventually, becaqse-marketihg has -been: found to pro-
vide a rational approach for managing operational resources in the most
efficient manner.. At ‘the same time, the operating resources are being
used to best serve the needs of the public.

ENTAT 10N

DEFINITION OF NARKET S&

Perhaps the most important aspect of a marketing approeach is the
technique of market segmentation. Basically, this invelves. the "sub-
dividing of a market into distinct subsets of customers, where any subset
may conceivably be selected as a market target.tofbe<reaChed with a
distinct marketing mix" (Kotler, 1976:144).

Within the transit market, for example, different groups of people
are traveling for different reasons with various .constraints on their
time, energy, and money. Marketing strategies, theréfare, involve the
integration of various components of the marketing mix {(e.g., price,
services, and promotion) to -tap opportunities uncovered:by segmentation
analyses (Kangun and Staples, 1975).

In effect, marketers are oriented. to conduct research -into the
differences ‘in. consumer. behavior, needs, -and preferénces‘so\that they
can direct.their advertising to these various marketesegmentsfand thus
mqiimize their appeal to each. Whether the segments are;formed on the
basis of differences in age,'socﬁoeconemic:variable§, loeatienal para-
meters, or even psychological profiles, transit-m&négement?s_recognition
~.of the varietg(of'customer needs and desires represents an-important step
beyond the stage of stereotyping consumer behavior.

RATIONALE FOR USING MARKETING IN THE MASS TRANSIT INDUSTRY

-Marketing is, perhaps, the on}y?management‘functian‘whichzdirectTy
ties together the transit company and the general public. -As mentioned
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previously, marketing was ignored for many years, which resulted in a
failure on the part of transit management to ensure that services were
aimed at-satisfying consumer needs and requirements. -Additionally,
‘there-was the failure to promoteftransit's advantages to the public.
Many systems. discovered that, despite years of service, their operations
were not recognized, understood, or: apprec1ated even when quality
service was available.

Past research. suggests -that transit systems have suffered from four
major weaknesses. which have reduced patronage below potential Tevels:

1. a Tack of information among the general publie concerning
public transportation services;

2. an unsatisfactory image of transit services in.the public's
mind;

3. an.almost complete lack of involvement by. “dest1nat1ons in
transit planning and.promotion; and

4. an absence of marketing and research skills among transit
management (Lovelock, 1973:247).

This finding implies.a need for marketing activities within transit
systems if they are to successfully increase their ridership. Furthermore,
within the marketing context, market research is an absolute necessity.
"No lasting benefits can be achieved from service, pricing, promotion, or
sales proaects and programs if they are not based on solid market |
- research” (Lesko, 1975:9).

Specifically, market research: enables the identification of such
factors as: personal characteristics, trip-making patterns, travel
needs, and attitudes of various market segments. It .also:facilitates the
measurement of potential demand per population segment. Above all else,
'...market research helps the transit decision-maker to understand what
makes the customer decide to buy transit services" (Leske, 1975:10), and
all other marketing information is based on this fact.

To summarize, it -has been suggested that a;markéting approach, based
on a consumer orientation, will provide a sound -basis for allecating

transit resources efficiently and productively at the same time the tran- : -

sit system is satisfying the travel needs of the public. - The technique
of market segmentation, which involves th%‘iﬂanti$ié&£i@n5@f.viable
population segmen%ﬁ,\enabies,transitfpers@nn@1.tm:@ffactiwe1y<ehaﬁne1




marketing strategies to each target market, ‘thereby maximizing their appeal
in each case. Finally, it was emphasized that.the previous lack of mar-
keting activities was at 1east.partia11y responsible for reduced transit
patronage. Nevertheless, systems. may ‘successfully reverse the trend
through utilization of a marketing approach, beginning with fairly exten-
sive market research. R '

SCOPE- OF THE PROJECT

Much of the previous work: on marketing public.transpertation deals
with large transit systemsﬁin metropolitan areas,.thus»their.appiiqabi1ity
to smaller systems is problematic. In general, transit systems in cities
under 200,000 face -a unique set of problems, stemming<fr@m‘differences
in their

e city configurations,

e potential markets, and

e available operating budgets.

For example, most small cities-do notbhave:a-lowenaihcome population
segment located in the CBD which travels to,the_subunbs'for employment
purposes. Instead, as in the Texas cities of Beaumont and Waca, work
trips may invelve a cross-town pattern,“wather-than»an outward migration
- from the central city. :

The potential market for smaller-city transit systems may also differ
significantly from the market in metropolitan areas. The'absense of auto-
mobile deterrents, such as heavy traffic eongestion:and exorbitant'dai1y
parking fees, means an even greater difficulty in attracting commuters
to .the transit system in 1ieu of their private automobiles.

Finally, limited operating budgets mean that smaller systems are
restricted as ‘to the service improvements they can provide to attract -
potential riders to the system. Transit systemsin cities under 200,000
also tend te have markedly higher subsidies.per pas%énger.

These and other similar problems emphasize the need for a study
dealing with marketing techniques in smaller cities. This report, which
is based on data gathered in Beaumont and Waco, presents information con-
cerning: '




1. thezsegmentation;of'the transit market into six popu]étion
subgroups; : : ‘ '

the service requirements sought by each segment;
the transportation.needs of'theApopU1ation;

the promotional strategies and techniques to be used in accor-
dance with service requirements for each segment; and

5. the most effective advertising media to be used in promotional
campaigns. ' ‘

In part, this information is inténded to facilitate the development
of a marketing program in systems lacking previous experience in the
area. Additionally, however, the detailed information on consumer service
requirements, promotional strategies, and appropriate advertising media
can supplement existing marketing programs to maximize the effectiveness
of efforts to increase transit ridership. Though net based on a typical
metropolitan situation, transit systems in larger cities may also find
this information useful, particularly for planning future programs to |
stimulate patronage and thereby increase revenues.







Because of the representative sample of citizens in Beaumont
and Waco, the information obtained concerning residents' atti-
tudes toward and evaluations of transit are considered to be
applicable to other smaller citiee within the state. This de-
eision 18 based on characteristics of both the populations and
the transit systems in these two Texas cities.




CHAPTER II

METHODOLOGICAL APPROACH TO TRANSIT
MARKETING SURVEYS IN TWO CITIES

Under the auspices of the State Department of Highways and Public
Transportation, two Texas cities with small transit systems -- Beaumont
and Waco -- were selected as study sites for transit marketing surveys.
Both cities were considered to be representative in regard to small

“transit service provision. .Additionally, the sites were chosen because
transit leaders within the two cities agreed to implement, to the extent
possible, the markéeting recommendations. 1 ‘

The system characteristics and salient popu]at10n characteristics of

- Waco and Beaumont are presented: in Table 1.

SAMPLING FRAME

Within Beaumont and Waco, a multistage cluster sampling frame was
utilized for the marketing surveys. This appkoach.is comparable to the
procedures utilized by the U.S. Bureau of the Census for periodic
Current,Popu]ation*Surveys. Census tracts were randomly selected within
“the two cities, then randomly selected blocks within the chosen tracts
and finally every other household on these blocks were sampled. Because
greater diversity of responses was anticipated between census tracts,
approximately one-half were utilized -- that is, T tracts in Beaumont
and 13 tracts in Waco. Five blocks per tract were incorporated into the
_{S§m911ng frame 2 S T | -

TSystem representat1veness was measured as one component of a Texas
transit leadership questionnaire that was disseminated to trans1t manage-

E ment and selected city officials in June, 1976,

2For further information regarding the sampling frame and procedures
utilized, please contact participating Texas Transportation Institute
staff members. Additional references which may prove of interest include
Babbie's (1973) Survey Research Methods, Mendenhall, et al. (1971)
Elementary Survey Sampling, and Cochran's (1963) Sampling Techniques.
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Table 1, Population Characteristics and Transit
System Characteristics for Waco and Beaumont, Texas

Waco Beaumont
A. Population Characteristics
Population Size (1977 estimate) 101,000 125,000
Density of Incorporated Area =
Percent of Adult Population 65+ 143 242
Percent of Adult Population 1n Blue
- Collar Occupations 23.1 : 27.9
Percent of Households with Auto-
mobiles Available
0 . 14.2 15.5
1 xc;r- mor;e 85.8 84.5
Percent of Population within 1/4
Mile of Bus Route 80 (est.) 68
B. Transit System Characteristics
Total Passengers (1975) 768,775 1,130,196
~ Revenue (1975, from scheduled
routes on]y) : : $203,460 $239,875
Passengers/Bus - Mile (average,
for all routes) 1.49 2.02
Headways - Peak (average in minutes) 45 30
Headways - Off-Peak (average in
minutes) 60 45
Active Fleet Size 11 20
Number of Routes 11 6
Basic Fare 35¢ 30¢
Transfers 5¢ 5¢

Existence of Zone System ‘ No No

1




One=half of the households on each block were sampled where blocks
were not commercial or-contained other forms of non-residential land use.
Alternate blocks and alternate dwelling units within blocks could be
utilized in the sample, based on specific guidelines for obtaining alter-
nates. Every adult household member (18 years or over) was surveyed.

Based on the number of'adq!ts in the dwelling unit, aﬁ* equivalent num-
~ber of questionnaires werehleft at the house, to be completed individually
by adult residents. A time was arranged to return for the questionnaires,
with up to six return visits necessitated in some cases. For approximately
22 percent of the dwelling units, personal interviews were necessary to
administer portions of‘the'questiennaires to ene or more household members.
An average of 1.69 adults per dwelling unit was surveyed. '

INCLUSION OF TOPICAL AREAS IN THE TRANSIT
MARKETING SURVEYS

As no comprehensive market research efforts had been undertaken in
small cities, a large amount of travel and attitudinal data was needed.
With a comparative frame possible, that'is, the joint comparison of two
small systems in Texas, an emphasis waS'pTaced on,eliciting identical
information from respondents in both Waco and Beaumont.g The following
outline represents the major topical areas encompassed in the joint
surveys: |

e¢:a ranking of~£?§ﬁ§it?n&e§s in relatieon to other needed
community services and improvements

o transit financing alternatives
e travel patterns in the househo]d

- by trip purpose for adults and children

- by transportation mode

- by automobile ownership and availability

- use of transit in the past and present, and propensity
- for further patronage

- distance from bus stops to home and to work

- distance to and location of work

3See Appendix A for the survey schedule. Dr. Christopher H. Lovelock,
School of Business Administration, Harvard University, provided a review of
the questionnaire format and item input. The authors gratefully acknow-
ledge his critical comments and helpful suggestions.
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e opinions of transportation

- transit improvements versus roadway improvements
- enjoyment of driving

- status of transportation modes

- view of transit's prospects

- perceived propensity to use transit

- transit performance

- altruism toward provision of transit service

- traditionalism and transportation modes

‘e evaluation of car travel and, correspondingly, of bus
travel along 12 dimensions

- punctuality
- simplicity
- safety

- modernity

- comfort

- speed

-~ status

- convenience
- enjoyability
- cost

- reliability
- flexibility

e perceived service requirements of buses
optimum methods of information dissemination
e personal backgraund information, including data on
physical disabilities
A number of these topics,‘fepresentingresponseselicited by the public,
are covered in this report. Other portions of the data obtained from the
Waco and Beaumont surveys are encompassed in the remaining two volumes,
‘Critical Factors Influenc1ng Trans1t Demand and Promoting Transit: A
“Marketing Handbook R
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In cities under 200,000, transit ridership is composed primarily of
older persons and lower-income females -- the captive riders who,

for various reasons, cannot or choose not to drive private automo-
biles,

Although small systems cannot
expect to attract all city res-
idents to the system, potential
demand for transit was found to
exist for white collar females
and housewives, as well as the
elderly and blue collar females.
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CHAPTER TI1
SEGMENTING THE TRANSIT MARKET

‘ﬂ@@ﬁﬁthﬁwﬁﬁﬁW$‘*%@fﬁﬁﬁtft%ﬁﬁﬁiﬁ?ﬁ%ﬁ%ﬁ&i1&&%@ﬁiﬁﬁ$,ﬁﬁi1fﬂ@%éf@ﬁeiﬂe
the same intensity of interest f@r’QJT»citizens, nor will ridership
levels be identical for all residents, the management's orientation should
be to direct service toward broad tafget groups. -The importance of
ascertaining population segments along one or more meaningful dimensions,
such as homoegeneous travel patterns and propensity to use transit, sim-
ilar service.requirements sought, or comparable socioeconomic and attitu-

'dina],characteristics cannot be over-emphasized. If all kesidents in any
- one city have highly similar travel patterns and identical demands for
bus usage, as well as homogeneity in the other aforementioned conditions,
then there is no logical reason to isolate out those individuals with
specialized needs and service requirements. .In this sense, mass transit
would be geared to the mass population, with little differentiation in
‘terms of usage or interest levels. Bus -service would represent a stan-
dardized product, perhaps with high operating efficiency, but tailored to
no specified customers.

In-some instances, with the availability of federal assistance for
capital improvements, standardized and efficient bus operations may have
a broad appeal to city officials and transit managers. Nevertheless, to
utilize this approach is to lose sight of the primary objective of intra-
city transit provision, that is, to provide a service to urban residents.
Bus transit currently serves a smali_residua] market -- primarily the
captive riders. Several strategies, utilized for marketing other products,
can be applied to increase ridership, based on the transit needs and
requirements sought by the public. Three broad'apprdaches are outlined
below.

It has been mentioned 'that, in undifferentiated marketing, transit
systems choose not to recognize=the'differences among population segments.
- Rather, the focus is on the common needs of people, i.e., providing a
transit system that appeals to a11. In appealing to the majority, how-
ever, the positive interest and usage that could be stimulated with a

more selective marketing arigm&atﬁem is lost. Further, small tramsit
. systems may never have a broa - appeal or usage level.




With differentiated marketing, transit systems make an attempt to di-

vide the total population along some descriptive dimensions(s) which depict
current and potential use as well as other significant differences in the
public-at-large. An attempt is thus made to serve each segment delineated.
Such a strategy should lead to a higher level of use and revenue, but higher
operatianal; administrative, and promotional costs are evidenced as well.

A third approach, and one which appears very:useful for increasing

“transit ridership, Ties in concentrated marketing. -~ In the latter two

marketing strategies -- differentiated andwundifferentiated marketing --
there is the implication: that (1) information dissemination, (2) promo-
tional strategies, (3) custemer services and,  (4) most impertant, service
improvements, are aimed at the total population. On the other hand, the
third poessibility depicted relies on appeals to a specified proportion of
the total population. This approach is especially efficient in public ser-
vice operations where resources are limited. Instead of attempting to
attract a portion of all population segments or a sizeable proportion
of the total population to transit, concentration which focuses a strong
marketing effort on a few, well-chosen popu1at10n>segments may prove most
- successful. o

Whether the. transit system is entirely new, partially new, or old,
the marketing strategy should be geared to fit, as exactly as possible,
the needs of only as many segments of the total population as can be
effectively served. In smaller transit operations especially, the poten-
tial resources and the relative homogeneity/diversity of the population
must be considered at all times. If segmentation is to be utilized, there
‘must be objective bases for determining dividing points among individuals.
Segments created arbitrarily by market researchers or transit'planners have
no useful function. The pﬂf?@ﬁ@*@f the following sectien is to provide
information regarding alternative approaches to segmentation. Normally, a
combination of these criteria are used to segment the transit market.

BASES OF TRANSIT MARKET SEGMENTATION

The rationale for grouping the population into broad, meaningful
'Qcategories has been presented as a requisite for effective transit pro-
~vision.. However, the bases for segmentation are almost without bounds,
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in terms of the types of criteria used. Before procéeding further, it

may prove beneficial to outline four requirements for. effective segmen-
tation, the first three of which have been.delineated by.Ketler (1976:

143). B

o The first conditien is measurability, that is, the extent to
which information can be obtained about individuals on the
particular criteria of interest. Because of ‘this need, socio-
economic characteristics of residents or ether easily obtained
variables, often are used as the basis for segmentation.

o The second conditien is accessibility, or. the extent to which
a transit system can focus on chosen .segments. For example,
residents outside the territorial jurisdiction of service pro-
vision may evidence a high propensity-to: use the system, but it
is not possible to provide bus service. to this segment.

¢ The third condition is substantiality, i.e., the degree to
which the segments are large and/er:interested enough to be worth
considering. for separate market:cultivation. As segmental.
marketing is costly, in terms of the service:improvements and
many other features, the segments should be the largest possible
- clustering .of individuals who are homogeneous according:to some
criteria. : :

¢ The fourth condition is viability or stability, that is, the
extent to which the chosen segments evidence a demand for the
product over time. For instance, renovating all.conventional

- buses in a city to serve the handicapped would .not be feasible
if separate, specialized vehicles are to be provided for this
segment at a later point in time.

The -outline provided in Table 2. points-to feasible bases for transit
market segmentation. -Other feasible bases or criteria for segmentation
not presented in Table 2 include: (a) extent of handicab:(including
physical handicaps, foreign language, and other individually disabling

.characteristics); (b) current. transit knowledge/awareness levels; and
(c) media-habits. . These latter forms -of segmentation will not be dis-
-cussed at this_time, however. -Additionally, in analyzing possible bases

of -segmentation. across several transit systems, -characteristics of the

:tf@nsit service also enter in as possible means of segmenting the transit

market population. Residents differ in sensitivity regarding fare
structure, routing, and other operation/level of service measures.
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Table2. ~Alternative Bases for Transit
- Market Segmentation

o Demographic Characteristics of Individuals
A. Age. ‘ ‘
B. Sex
C. Socioeconomic characteristics
o Travel Behaviorfcharacteristics
A. Automobile -availability
B. Trip purposes
C. Current transit use
D. Origins-destinations (locational censiderations)

o Attitudinal and Evaluational Characﬁéristics.(popu1ar1y
known as "psychographics") :

o Benefits Sought from Transit, or Service Requirements

e Situational Characteristics

DemographicgCharacteristiCSVQf-Individua]s

It is well known.that.such.per50n31'characteristics as age,
income, occupation, family size, and sex have been:significant deter-
minants in forecasting modal ‘choice. ~ One .or more of these criteria
may be effectively utilized to subdivide the tramsit market. Current
bus ridership for smaller systems is comprised predominantly of: females
(approximately 70 percent of the patrons for all systems), those with
median family incomes under $6,000 and blue collar workers, with approxi-
mately 18 percent of the ridership aged 65 and over.

Soctoeconomic Status. lncome ceﬁsistﬁaiiy has been 2 cratzca? factor
because of the high correlation between income and car ownership. Occupa-
tional ranking also is a surrogate for educational level and median income,
as well as indicating to some degree lecational aar&m&ﬁers within a city
for glaee of ras:denca and place of work. :
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Sex. Distinctions by sex are significant because of high levels

of current transit usage among. women. -Wh1le.automob119 availability is
an intervening factor in the majority of cases, females also evidence
less .enjoyment of dfiving, have less ego sat%sfaction.in»owning a car,
and generally have different travel patterns than do males (see Institute
for Urban Transportation, 1971:250).

Age. - An extremely important segmental element: for transit marketing
is age distribution. Those in the age category. of six to sixteen are
transportation dependents. Especially in smaller.metropolitan areas,
younger people can safely, effectively, and productively utilize the
‘bus system. Time and reliability constraints may be of less importance
to this younger age grouping, so:that the lower Tlevels of service pro-
vided in smaller cities prove no-hindrance to patronage. :Qlder persons
typically drive less, have fixed incomes, and,1ike younger.persons, have
a variety of trip purposes that could be éffeetivE]y sehved‘by transit.

It may prove helpful to depict the means by which all three dominant
demographic characteristics could:be utilized to segment the transit
market, as shown in Figure 1. As can be discerned, using only three
determinant variables for purposes of segmenting the transit market-
provides 18. possible population groupings. In>m@stvcases,.using one or
two bases of segmentation is the only feasible approach. The choice and
numbers of determinant variables to-uti]ize,inféubdividing the transit
market for smaller systems will be presented. in a later portion of this
chapter. ’

‘Travel Behavior: Characteristics

- Responseto transit, in'terms-of'interest,‘eva1uation,land_propensity
to give buses a "trial ride" rests primarily on one set of predictive
variables: = current travel behavior. Each-of the conditions surrounding
travel behavior is discussed. br1ef]y below.

Autom@btle-AvazZab$Zzty. Travel choices, and: thereby the use of
transit, depend on the other transportation opportunities available to
the individual. Hartgen (1974),.1in delineating moda]xehqjCevmodels,
found that car ownership and socioeconomic status accounted for 80 to 90
percent of the variance in modal choice, while attitudinal
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variables measuring preferences for- particular modal characteristics could
explain only 10 to 20 percent of the variance in modal cheice [from Wachs,
1976:102]. For systems with lower levels ef service, ‘located in cities
where over 80 percent of the households own automobiles, segmentation of
the market by automobile availability or ownershipiis~extreme1y useful;
this is the predominant transit situation in small Texas cities.

Trip Purposes. It is further pessible to subdivide the population
according to purpose of travel. For example, discretionary and non-
discretionary trips provide. one means of diéiding,the market. In
cities with low off-peak ridership levels, transit use for discretionary
trips can be promoted. o o

Current Transit Use. As will be n@ted;inutheQseCde>veiume of the
study, entitled Critical Factors Influencing the Demand for Transit,

current use by specific segments 1e@dsrt9ra‘395ﬁtive evaluation of transit
relative to the opinions of non-users. Further, regular use by members of

one segment precipitates use among peers. Thus, if a smaller proportion of
white collar females, primarily in clerical and sales positions, begin -
riding buses to places of work, other peers will become attracted to the
transit system. Analysis of current ridership levels among segments aids
in determining the extent to which specific segments could be encouraged
to increase patronage.

Locational Comsideratioms. A final basis of segmentation based on
travel characteristics concerns origins and destinations_bf broad popu1a-
tion groupings. One effective mode of,dividing'fhe transit market
revolves areuhd‘the determination of service availability for specific
segments. A11 white collar workers who are employed in the downtown area,
or other cemmercial compiexes, for instamce, can provide a viable segment
for the application of marketing strategies.

‘Attitudinal and Evaluativeacharacteristics

Attitudinal concensus regarding. the quality or the usefulness of
transit services provides another important basis for segmentation. Know-
ledge of the fact that particular clusters of individuals rank bus service
as extremely poor and state that they never plan to ride a local bus,
provide a means of deleting these segments fromall promotional strategies..
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Particularly for smaller systems, promotional/infermational efforts and
service improvements should not encompass these low-evaluation segments. -

It is difficult to isolate attitudes toward transit from the demo-
graphic characteristics and travel behavior;variabieSEJust discussed.
Population groups differ in terms of satﬁsfaction.wﬁth‘the bus system
and. other transit-related attitudes, but.these opinions most often have
a basis in income,.occupation; age,sex,,automobile.ava11ab111ty, and
~Tocational considerations. The lower socieeconomic segments, females,
and older persons, for example, tend tO‘rateffransiteas more equal in
quality to cars,than~do their counterparts.

Benefits Sought'from,ﬁran51t,uor‘Servicé:Requirements

No transit system can expectvto’appeA1:to every -urban resident.
"The very act of attracting one segment may automatica11y.a1ienate
others"(Haley, 1968:34). Just as with automobile purchases, diversity
in automobile characteristics sought has precipitated .the manufacturing
of a diverse supply of wehicles. The benefit segmentation approach is
based upon the marketer's ability to measure consumer needs and to
provide services to meet these needs for substahtiaT;.viab1e segments.
Differences in types of service requirements sought by six separate
segments are presented in a later portion of this report.

Situational Characteristics

Criteria for dividing'the population may depend on situational para-
meters. In cities beseiged periodically by frequent snow storms, transit
can prove more reliable and safe than automobiles.. ' Car. repairs provide
~an-oppertunity-for-a—"triat-ride"-on-the bus.—Avaitabitity
maps~and schedules often bring about interest or usage. While it may be
problematic to determine the segments most directly affected by these
"situational" characteristics, such conditions provide useful promotional
devicesAfor-attracting.Specific-individuals to transit.

LY OT DUS TOULe

ONE METHODOLOGICAL APPROACH TO SEGMENTATION‘

A wide variety of segmental .devices have been provided. Each dimen-
sion delineates a different means af concentrating on specific clusters of
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homogeneous individuals. In assessing such attributes as (1) propensity

to use transit, (2) evaluation of transit as compared to automobiles,

‘ (3) requirements sought from transit, and-other salient features of ser-
vice provisign, residents evidence ane of three possible preference
patterns, as shown in Figure 2. In a hypothetﬁcaT example, three possible
clusterings of responses are provided to the survey item, "I would ride
buses if they always arrived and departed at the specified time." Respond-
ents could (1) "Strongly Agree" or "Agree", (2) have "No Opinion" or be
"Neutral", and (3) "Disagree" or "Strongly Disagree". "

Figure 2. Hypothetical Triangular Plots Depicting
Transit. Preferences

_ o Neutral -
Disagree -Agree /N

HOMOGENEOUS PREFERENCE -

Disagree ~ Agree
DIFFUSED PREFERENCE

Neutral

Disagree "Agree
-CLUSTERED PREFERENCE
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In the fiest case, there appears to be agreement across the general
pubTic with the.importanée of busAschedu1ing; In the second instance,
case B, the general public has no homogeneity, either when viewing pop- .
ulation preferences. as a whole or 1n;assessihg the opinién;of,clusterings
of individuals. Finally, in case:C, there appeahswterbefthrée clusters

of opinion. Knowing the characteristicsvofﬂthe individuals in each
cluster should provide some- insight into the rationale for these varying
decisions. Those who cluster near the "agreement " corner of the atti-
tudinal space.are perhaps employed and wou]d“seék'transit:as a viable
transportation mode if they could depend on specific arrival and depar-
ture times. Other characteristics such as wbrk.force‘status,‘age, and
car ownership, may explain the remaining two clusters in'case C. It
should be noted that the resultant segments formed . from respenses suggested
in case C could .be based on several segmentation approaches, according
to: (1) Attitudinal and Evaluative Characteristics; (2) Benefits Sought
from Transit; (3) Demographic Characteristics; or (4) Travel Behavior
Characteristics.

When a transit system seeks to utilize market segments, the following
steps should be considered (see Kotler, 1976:143):

o First, transit management must determine those criteria along
which to identify the possible existence of distinct market
segments. :

e Second, the size, viability, and accessibi1ity‘of the various
market segments should: be ascertained.

e Third, inadequacies in service (including information dissem-
ination) for target segments must be delineated.

o Fourth, correlated characteristics of target segments, such as
locational considerations and demographic characteristics, must
be determined, because they suggest efficient methods for
recruitment of these segments.

Multiple Discriminant-Anaiysisﬁﬁswan,Effective Segmenting Method
' Originally, it had been anticipated that smaller cities would contain

fewer market segments. than did large metropolitan areas, with perhaps
only two segments existing, such as "captive" and "modal choice"
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population groupings. From the Beaumont and Waco surveys, however,

marked differences in. attitudes -and in:bus.service requirements of males
versus females were plotted. Of those in the work force, low socio-
economic and -high socioeconomic-individuals_varied greatly in their
evaluation of transit. Additienally, older persons: were more positive
toward local bus systems than were any other population clusters.

Transit Market Segmentation»inVWacofand‘BeaumOnt-

Given these preliminary findings, an attempt was made to determine
objectively, "What are the distinct transit markets in Beaumont and Waco?"
Multiple discriminant analysis was used. to determine the "distance"
among the aforementioned categories of individuals. $Six adult population
groupings were placed into severaT’discriminant‘analyses.5 These groupings
were: ‘ : |
1. O0lder Persons (population 65 +)

2.  Blue Collar Males (those who weke,craftsmen,voperatives, laborers, -
- and service workers)

3. Blue Collar Females (pr1mar11y private household or other
service workers)

4. White Collar Males (those in professional, manageria],
clerical or sales positions)

White Collar Females (primarily. clerical and sales workers)
6. Housew1ves '

The discriminant anaTysis statistical technique points out the extent to
which hypothesized segments actually are clustered, with the constraint
that the opinions or.other salient characteristics of each segment be
uncorrelated with those opinions or traits of all other segments.

5Discriminantana]ysis is a.procedure for constructing a spatial

model of the distinctiveness of segments. First, it finds the combin-
ation of attributes which discriminates most among segments, maximizing
‘an F-ratio of between-segment:to within-segment variance. Where over-
lapping does exist among segments, these incorrectly placed individuals
(a) may be small in number and. diffused throughout all other segments or
(b) may readily cluster with on]y one other segment. - In the latter case,
* the two similar population groupings would be combined (see Massey, 1971).
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Two of the discriminant analyses undertaken for the six predicted
segments are presented in,Tab1eS*3,andf4.“Ihe first such-analysis points
to high homogeneity of nine transit-related éttitudés within the‘six‘pre-
dicted segments. = The differences in the predicted segments' and the
actual segments' attitudes toward transitare depicted in.Table 3. As
shown in Table 3, older. persons were perfectly homogeneous, followed by
white collar males and blue collar females. Blue collar males showed the
Teast effective cTUsterjng,.with‘8Eﬁéhav1ng*attitude$ similar to house-
wives and others possessing opinions similar to blue co]]arvfemales,>white
collar males, or white co}lar<fémales;\tThe degree of misclassification,

_however, is extremely.smaTlg.pointing*to“the.existencevof six viable .

adult segments in regard to transit-related attitudes.

Table 3. Discriminant Analysis of Six Population Segments
in Waco and Beaumont Based on Attitudipal Differences

Regarding Bus Transit*
g s o . Lo | 0
oo [2a &3 o0 L 2O =0 w o =
Older Persons 100.00 0.00 0.00 0.00 0.00 1 0 .00
Blue Collar Males 0.00 | 83.54 | 2.53 2.53 2.53 | 8.86
Blue Collar Females | 0.00 | 0.00 |92.45 | 0.00 | 1.89 | 5.66
White Collar Males 0.00 | 2.35 1.18 | 92.94 | 0.00 3.53
White Collar females 0.00 | 0.00 1.69 3.39 | 91.53 | 3.39
Housewives | 0.00} 2.20 1.10 | 8.79 2.20 | 85.71

~ *The 28 transit attitude items included in the discriminant analysis
are provided in Appendix A, which is the actual survey schedule. Pages 108
and]{ﬁgin Appendix A point to these attitudinal statements. '
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Figure 3 depicts further the.direction of misclassification, that
is, the top two.segments for which a predicted segment (such as blue
~ collar males) were most closely associated. o

Table 4 shows the extent. of ‘correct clustering between predicted
population groupings and actual ‘segments. for nineteen bus requirements.
Because of the large number of variables (or bus:service requirements)
included, there was less perfect agreement within population segments.
For each predicted segment, however,. the percent of ‘actual individuals
falling into :the correctly predicted segment was.larger than for any
other classified segments (note the underlined figures in Table 4).

Table 4. Discriminant Analysis Based on Differences
in Bus Requirements Soyght. by Six Population
Segments in Waco and Beaumont®

‘ é L-” f-g- S— bs-g ]
=~ O © S — @ o N @ S r— D N
o n Vr— O D = © 4 - O + - © vy U
— QO r—~ O © - Q O O oW O =
(e J= W [oa W& I3 o QO L 20O = O I =
Older persons 35.00 20.00 0.00 | 10.00 | 15.00 | 20.00
Blue Collar Males | 2.67 40.00 2.67 26.67 10.67 17.33
Blue Collar Females 2.78 16.67 33f33 16.67 19.44 11.11
White Collar Males 0.00 16.05 2.47 583.02 | 9.88 13.58
jWhite Co]]ar Females 4.84 12.90 12.90 8.06 40.32 20.97

,jHouseineS o 1.20 | 15.66 2.41 21.69 | 7.23 51.81

- *The 38 bus, requirements are delineated in Appendix A, pages TI1 and
12, from the actual survey schedule. Twelve of the 38 items concerned
broad evaluative dimensions of buses, such.as cost and convenience (see
p. 111), while the remaining 26 encompass more specific types of service
requirements, including such items as maintenance of current bus fares and
provision of bus shelters and benches (see p. 112,).
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Figure 3: Association Diagram for Nine Attitudinal Variables
(Arrows Indicate the Direction of Misclassifications
in the Largest Two Cases)
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In Tooking at bus service requirements, white collar males were the
most homogeneous in terms of benefits sought from transit, with 58.02
percent correctly classified. - Housewives ranked second in effective
clustering, with 51.81 percent classified accurately. Nevertheless,
blue collar females, older persons, blue collar males, and white collar
females were correctly classified less than 50 percent of the time.
More diversity within segments existed,fn regard to bus requirements
perceived as necessary before these individuals would ride the local
bus. '

A misclassification diagram is presented in Figure 4. Association
arrows indicate the largest misclassifications per segment, or the extent
of overlap with the highest two overlapping éegments¢ As can be noted,
housewives were correctly classified over 50-percent of the time, but
16 percent sought transit benefits similar to blue collar males (pre-
sumably inculcating their husbands' evaluations) and 22 percent of the
housewives surveyed portrayed transit.-needs comparable to those of white
collar males (again, the influence of spouse is assumed). Other segments
can be similarly assessed by careful observation of Figure 4.

IMPLICATIONS OF SEGMENTATION FOR
TRANSIT MARKETING

As noted from the'segmentationvapproach, several ‘different bases

were utilized for dividing the potential transit market in NaeoannHBeaUmont; |

o Demographic characteristics, including age, sex, and socio-
economic (occupational) categories

¢ Transit attitudinal characteristics =

e Benefits sought. from transit, or ser&ice requirements

While the segments formed -in the use of a discriminant analysis
approach were numerous, concentration on several of the six population
groupings is necessary. Thus, the remainder of the repert‘deaTs with the
differences among the six segments and suggested premotioné]'strategies
for each grouping. ' Further, concentrated marketing efforts, including
certain service improvements, are suggested for four of the six segments .
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‘Figure ﬁ' Association Diagram for Nineteen "Bus . ReQU1rements
Variables (Arrows Indicate the Direction of
Misclassification.in the Largest. Two Cases)?

31 the cases of misclassifications for older persons and white collar
females, only one misclassification path was used as the next two in impor-
" tance.were ties of a lower: order significance than the first path.

L SO
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Segmenting the market provides a basis fer determining, as exactly
as possible, the transit needs and services.sought by target s,egments.
These findings can then be integrated so that information dissemination, N
promotional. efforts, customer services, and’service improvements are
based on ecustomer needs of the specific, targeted segments.
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Buses must compete with
automobiles and taxis for
patrons; therefore it is
essential to minimise the
inconvenience associated
with waiting for the bus,
particularly during in-
clement weather.

Before potential patrons can begin
to use the transit system, factual
rider information (e.g., route maps,
schedules, and fare structures) must
be made readily available to the pub-
lic.
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CHAPTER 1V
SERVICE REQUIREMENTS

A key to promoting transit and increasing patrenage is an under-
standing of the service requirements for specific marketing segments.

In general, service requirements are those improvements in the existing
transit system which the public feels are needed to encourage their
patronage. While the emphasis appears to be solely on attracting non-
riders to the bus system, these service improvements also will help in-
sure that present riders continue their patronage For transit managers,
the awareness of critical features sought by res%dents»w11] he1p in mak1ng
decisions concerning allocation of funds and in determining topicsie s
during promotional campaigns.

Several approaches were utilized-in. th@ JTT sarveys to d@tevm%ﬁ%
the service requirements for spec1f1e market segments. First, respon-
dents were asked to evaluate buses and automobiles on the following
12 .broad travel dimensiens. |

1. Punctuality |

2. Simplicity
3. Safety
4. Modernity
5. Comfort
6. Speed
7. Status
8. Convenience
9. Enjoyability
10. Cost
11. Reliability
12. Flexibility S
Eaeh-respﬂfQHTn ‘was iastructed to.rate (separate1y) buses and
automobiles oA a scale frem 1 to Z: f;&:ﬁha 12 %ra#&! @ﬁér&@t@misties
The lower the rating given, the more pas#tave the evaluation. . Fo or

each of the 12 features, the.rating g1ven:toibuses was subtracted
from that given to automobiles, resulting in mean difference scores
ranging from -6 to +6. For example, if & ¥ Wt gave buses a

score of 6 for convenience (indicating a segative evalustion), end
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gave é&%bm&ﬁ?ﬁes a score of 1 for that dimension {indicating a very
favorable evaluation), the respective difference score would be -5, which
points to a negative evaluation of buses relative to automobiles. The re-
sults of this analysis are presented in Figure 5. Additionally, the evalua-
tive scores assigned to buses were broken down by market segments to identify
which of the six segments were most critical of the transit system and which
were most favorably disposed toward it (see Figures 6a, 6b, and 6c).

Tﬁus,'thése~as@a@ts.@fabus»trav@1 which are viewed most nega-
tively by the réspendehts (and which need to receive the most atten-
tion) were identified. Accordingly, the following four areas were
chosen as the ones which can and should be emphasized .in order to
attract.potential riders to the smaller transit systems:

@ convenience

e simplicity

¢ enjoyability

o status
These four dimensions»were,se1ected for three primary reasons:

1. The public's evaluation of buses along these dimensions
was unfavorable, indicating a need for transit improve-
ments; ’ ; | :

2. Unlike other negatively-evaluated dimensions, these four
can be enhanced with feasible service improvements and
subsequent promotional campaigns; and

3. Many of the improvements related to these dimensions
‘were identified as critical factors for the potential
transit market.

CONVENIENCE AS A SERVICE REQUIREMENT

Because conveﬁience is such a broad concept, it is‘impé;faht‘to
spell out the specific transit features which can be promoted under
this heading, and to avoid those aspects which transit systems cannot
effectively remedy. For example, the following 1ist contains items
- which could be emphasized te the public to promote the convenience
of buses: .
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® children can be less dependent on their parents for trans-
portation. .

® in one-car families, spouses can be independent (i.e., hus-
bands and wives do not have to adjust schedules in order for
both to use a single car)

e time spent on the bus can be devoted to personal interests
because someone else is driving

® no parking problems

® no gasoline expenses, and no time wasted at service stations

e no maintenance problems

As far as actual service improvements which would enhance bus
convenience, the TTI surveys found that for all segments except the
“white collar and blue collar ma]es,'ridership‘would»increase if pat-
rons were not'reQuired'to‘have the correct change for fares. This
problem can be remedied for some people by providing monthly passes
at a set fee. The passes could be sold at selected local businesses.
(e.g., banks, grocery stores, and department stores) and could pro-
vide either unlimited riding for a one-month period, or a specified
number of bus trips. - For patrons using the bus for other than the
home-to-work trips, the unlimited riding option is especially popu-
lar. Shoppers, for example, enjoy being able to‘get on and off the
bus at different store locations without having to pay each time. |

There are a number of service improvements related to conven--
ience, however, which are not feasible for most small systems.
Many respondents in the TTI surveys stressed such “convenience" re-
quirements as:

¢ the routes need to be closer to home, work, or shopping

o the bus should run frequently on these routes

® the bus should pick you up and drop you off at your front door

¢ the buses need to run closer to the places you want to go

® there needs to be better night and weekend service

e there should be better service between shopping centers

¢ the trip should not require transfers

Unfortunately, it was found that the only service improvements
capable of attracting white collar males and blue collar males to
the transit system were far beyond the scdpe?of smaller operations.
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The majority of these critical factors for working males were re-
lated to the dimensions of convenience, speed, f1exib111ty, and
punctuality, but even these unrealistic requirements did not great-
ly increase the~1ike1ihood of their riding the bus. This simply
indicates an unwillingness on the part of these two market segments
to consider a modal switch from private automobiles to buses. Other
researchers also have commented on the difficulty of encouraging
choice travelers to use the existing transit system in lieu of the
private automobile. According to Rosenbloom and Miller (1973:36),
.. . it s un1ike1y‘that mere.advertising and promotion alongé
will significantly increase transit ridership on the existing sys-
tem for those who find their car so attractive."

The fact that there were no feasible service improvements which
would increase the patronage of working males, however, leads to a
decision not to consider these segments potential transit patrons.
Thus, extensive efforts to attract white collar and blue collar
maleskto smaller systems are not recommended, at least at this
time. It was found, however, that the other four market segments
(i.e., white collar females, blue collar females, houséwives and
older persons) can be attracted: to the transit system by more feas-
ible service improvements.

SIMPLICITY AS-A SERVICE REQUIREMENT -

Under the general heading of simplicity, it was determined
that making information about routes and schedules available to
the public is extremely important. When infrequent transit users
Or nonusers consider riding the bus, their evaluation process re-
quires the atta1nment of considerable knowledge about the system
(W1]son,et al. » 1974) . The initiative needed to seek out such
information may ariseﬁonly‘if>they'are forced into a temporary cap-
tive position in conjunction with a necessary trip. More often than
not, however, these individuals will simply delay the trip until an
automobile is available, or phone a friend or neighbor who may be
able to provide transportation. |
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Several studies have shown that residents have little know]edge
of transit and of its potentia1 f?r ﬁpem personally, even where it
is highly accessible. Wilson, et al.. (1974), for example, con-
ducted a study in which the majority of the sample Tived within two
blocks of the bus route and the maximum distance to the route was

less than one-quarter mile. Yet they found that fewer than 67 per-
cent of the respondents knew the location of the nearest bus stop,
and only one-third of the sample knew when the bus was scheduled to
pass through the neighborhood. Furthermore, only a small percent-
age knew the name of the bus route or the fare.

The TTI study data tend to support these findings; 85 percent
of the respondents. in Waco were able to -correctly name the bus com-
pany in their city, but only 25 percent of the SampTe in Beaumont
could correctly name their city's bus company. In addition, approx-
imately 60 percent of the respondents interviewed in Beaumont and
Waco agreed with the statement:‘ "I've never really bothered to find
out details about what city bus services are available around here."
Yet this same sample showed evidence of a willingness to use transit
if it were simpler to obtain information about routes and schedules.

White collar females, blue collar females, housewives, and older
persons- also indicated a desire for better telephone information ser-
vice. Evidently, the task for transit managers is to make informa-
tion as readily available as possible. Portable information display
units, set up at fréquentTy used bus stops or popu]a} neighborhood
Tocations (grocery stores, shopping areas, etc.) have been used suc-
cessfully in the past. This method of distributing information is
especially good because it reaches the public in general, and not
just current riders. |

The majdr point to keep in mind is simply that " . . . unless
people know about and understand the bus system, it cannot be used
as a means of‘accompTishing a desired trip, and it will not be evalu-
ated on (its) attributes . ... " (Wilson, et al., 1974:54).
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ENJOYABILITY AS A SERVICE REQUIREMENT

Under the travel dimension-enjoyability, the service improve- .
ments most desired were:

e shelters at bus stops

¢ benches at bus stops.

¢ guaranteed seating on the bus
The cost involved with installing benches and shelters eliminates
the possibility of -providing these features at all bus stops It
does appear, however, that this type of service improvement has the

_potential to significantly increase ridership among the elderly and
female market segments. The most feasible solution, then, would be
to determine frequently used bus stops, and al]ocate funds for the
installation of shelters and benches at as many of these stops as
possible. Because buses must compete with automobiles and taxis
for patrons, it is essential to minimize the undesirable features
associated with transit whenever possible. All fixed-route ser-
vice requires that patrons walk .to designated bus stops and wait
for the arrival of the'bus, but providing benches and/or shelters
will at Teast improve the waiting period involved. Older persons,
in particular, are often more Tikely to rely on taxis for transpor-
tation to avoid waiting in inclement weather or having to stand for
extended periods of time. _ -

It also became apparent from the TTI survey that standing is
problematic for some patrons once they are on the bus. Female and
elderly segments!indicated-thEy'would be more likely to use transit
it they could be assured of a seat. It may be difficult to guaran-
tee seating during peak hours, of course, but transit managers should
consider posting signs’near the front of the bus, reserving places
for the elderly. Further, ‘shoppers:would. benefit if package: .-
space could be provided:eithervabave'their seats or near the exits
on the bus. v ‘ |

In addition to these features, the only other}e]ement of comfort
which has been found to significantly affect.ridership is tempera-
ture control (Wachs, 1976; Olsen and Smith, 1974). Particularly in
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the South, the presence of air conditioning is most often viewed as
a necessity by transit patrons. Other improvements, such as carpet-
ing, tinted glass, music, and leg room, do not seem to be major de-
terminants of transit use and, therefore, are probably not worth
spending money to include (Wachs, 1976). Along these same lines,
information was obtained from the TT1 sample to determine the ef-
fect of the fol]owing~items on their decision to use transit:

¢ having more courteous and considerate drivers

® having to sit}hext to strangers

® having the passengers be more sociable
Lesko (1975) pointed out that every transit system employs a size-
able but usually overlooked sales force in the form of its drivers.
Because of their unique proximity to the public, bus drivers are
very closely invo}ved7with the decision to use transit. Some sys-
tems may want to set up programs for their drivers, emphasizing cour-
tesy and friend]iness, but in Waco and.Beaumqnt,ithe conditions 1is-
ted above were found to have no effect on the who]e,in the decision
to use public transit. While it is probably a good idea in promo-
tional campaigns to include mention of courteous drivers, comfort-.
able seats, adequate personal spacé,'and‘the opportunity to social-
ize, it appears that once an acceptable level of comfort and amenity
is reached, additidnalfimprovements‘wi11 not appreciably .affect ridership.

STATUS OF TRANSPORTATION MODE:AS A SERVICE REQUIREMENT

The fourth travel dimension worthy of serious consideration is
status. It.is a common. stereotype that on]y,]ewer,c1a55~9roups use
buSes and that, therefore, relyihg on-transit is somehow socially un-
acceptable. It would be beneficial to Upgrade*the,image of the tran-
sit user in smallerbcities, esbecial]y, as well as the image of the
transit system. To do this, promotional campaigns should stress the
following type of message:
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e transit riders are wisely saving money (no parking, maintenance,
or gasoline expenses)

e transit riders are helping relieve traffic congestion

® transit riders are helping reduce air pollution

¢ transit riders are concerned about the energy crisis

In other words, transit users should be portrayed as concerned
citizens who are doing their part to conserve energy, reduce pollu-
tion, and relieve congestion. They are effectively reducing their
own expenses, but they should not necessarily be categorized as -
Tower class residents who ride the bus simply because they have no
choice. When asked if they wou]d be Tikely to ride the bus if their
friends and ne1ghbors were using the transit system, older persons
and working females, on the average, responded positively. So again,
it is recommended that some effort be made to premote a better so-
cial image of the transit rider. -

* OTHER SERVICE REQUIREMENTS

The image of the transit system can be improved by stressing the
modernity of the coaches. The majority of nonusers have probably not
been on or near a bus in some time and, therefore are not aware of
the recent 1mprovements in structure, cleanliness, and comfort. The
TTI sample evaluated bus modernity as slightly pesitive, but this
rating could be notably improved if promotional efforts were geared
to educating the public on the 1mprovements in the interiors of buses
and other innovations in the newer bus fleets.

As mentioned earlier, there are service improvements wh1ch are
considered important by the general public, but which s1mp1y are not
feasible. For instance, many studies have shown that the most impor-
tant characteristic influencing the decision to use transit appears
to be travel time, which includes travel time reliability as well as
elapsed travel time (Wachs, 1976). Moreover, it has been found that
those portions of travel time devoted to waiting, walking, and trans-
ferring are_greatef deterrents to using transit than the same length
of time actually spent in the bus (Wachs, 1976; Holland, 1974).
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In Chicago, Lisco (1968) found that commuters would pay
approximately 2.8 times as much money to avoid walking
time as to avoid riding time. The Regional Plan Associ-
ation of New York deduced a perceptual weight for walking
time of 3.2 times the perception of riding time (Push-
karev .and Zupan, 1971). Within the Port Authority Bus
Terminal in New York, passengers appeared to weight walk-
ing time about twice as heavily as riding time (Henderson
and Billheimer, 1972). (Wachs, 1976:98)

Along these same Tines, Beaumont and Waco residents were ques-
tioned fegarding the dimension of bus speed to determine the import-
ance of elapsed travel time on their decision to use transit. When
asked if they would be Tikely to ride the bus if the trip took the
same amount of time as an autdmobi?e'trip, all segmehts.except the
white collar males responded positively. -All market segments, how-
ever, -indicated they would be 1ikely te use transit if the trip took
lg§§_time'than an automobile trip. ‘This information'is included to
substantiate previous research findings on the importance of travel
time to patrons, but the data are provided with the awareness that
these service improvements would be virtually impossib]e for smaller
systems to undertake. |

Finally, it is sfgnificant that when réspondents' evaluations
of the travel characteristics of buses and automobiles were com-
pared (see Figure 5 ), buses were viewed more positively on two

dimensions:
1. Safety
2. Cost

The average rankings for bus safety ranged from 2.18 to 3.09,
where 2 = quite positive and 3 = slightly positive (as shown earlier

'in.Figureﬁga); The elderly and female segments did show some concern

for=safety, however, when they indicated they would be more 1likely to
use transit if the buses were safer to.wait for or to ride on. Work-

~ing males, on the other hand, did not feel this made a difference in

their decision to use transit.

In general, there is some disagreement as to the importance of
safety in determining modal choice. One study foUnd that nonusers of
transit who were over 60 years old expressed more concern for health
risk situations thanAdid transit users in the same age group,
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indicating that differences do exist between users and nonusers.
(OTsen and Smith, ]974). It was recOmhendéd; therefore3 that pub-
lic educational programs be considered to offset this nonuser bias
or fear.

Wachs suggests that a fear of bodily harm does not typically
influence the decision to use transit, unless such danger suddenly
becomes apparent. "Recently, for example, a crime wave on particu-
lar bus routes in Los Angeles brought about a dramatic though tem-
porary decline in ridership" (1976:101). |

Nevertheless, the dimension of safety does not need to be pro-
moted since the public already views this aspect of transit favorably.
Transit managers and city officials should concentrate on promoting
those features which are not viewed positively, but are possible'to
accurately promote (i.e., convenience, simplicity, enjoyability, and
status) in order to attract nonriders to the system.

Cost is another factor over which there is some disagreement.
Some studies have found that the cost of transit is fairly unimpor-
tant in modal choice decisions (Lesko, 1975; Wallin and Wright, 1974),
but the concensus of opinion seems to be that while cost is a con-
sideration for transit customers, it is not as salient a factor in
modal choice as travel time, schedule reliability, and flexibility
(Wachs, 1976). According to Lansing and Hendricks (1967), this may
be due, in part, to the fact that the ma30r1ty of drivers never try
to figure out the cost of their automobile trips. These drivers are
much more aware of daily out-of-pocket costs 1ike parking fees and
tolls, but in many small cities, parking may be provided free in the
downtown area. Research into this aspect has found that parking fees
would have to increase to well over $1.00 per day to effect a substan-
tial shift to transit by commuters (Wachs, 1976).

Previous studies have also shown that cost is more apt to affect
the elderly than other population segments (Wachs, 19765 Holland,
1974). Holland notes that low fares are apparent] y more important for
the elderly than for }ﬂw~incamevpers@ﬁs,éﬁaqgﬁﬁera¥;'with\thﬂse under 20
evaluating low fares as even less important (1974).  Yet even for the'
elderly, other service improvements (e.g., guaranteed seating and no
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transfers) were.more important to them than Tow fares.

The TTI findings in.Beaumont and Waco indicate that lower fares
are a more important consideration for the blue collar and white col-
lar females than the other population segments, but all segments indi-
cated a greater 1ikelihood to use transit if fares did not exceed 25¢
per trip. It was expected that cost would be an important factor for
the working class fema]es,.aS‘waS'found, but in view of previous stud-
ies, a greater concern for low fares on the part of the elderly was
anticipated. It may be that the captive riding status of many older
persons resigns them to bus use regardless of the price of fares.

The final recommendation, however, ‘is that cost need not receive
major attention from transit managers at this time. The findings in
Waco and Beaumont indicate that the public currently evaluates the
costs associated with buses more favorably than automobile expenses,
thus this dimension need not be emphaéized.. Instead, efforts should |
be made to improve and promote the dimensions of bus convenience,
simplicity, enjoyabi]ity;'and status‘(i,e., those features of buses
which are currently ranked well below the corresponding evaluations
of the automobile). Other areas, such as speed, reliability, flex-
ibiTity, and punctuality, although important to the public, simply
cannot be emphasized; the obvious costs 1nvo]yed,with rerouting and.
rescheduling make such improvements--or their pkomotion--impossible
for smaller transit systems. Finally, the dimgnéions of safety and
cost, because they already are viewed faVOrab]§ by~market segments,
need not receive major consideration during promotional campaigns.
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The handicapped often do not possess
the physical capabilities necessary
to operate a vehicle, though many
can use conventional transit.

There exists in the population today a
minority knowm as the "transportation
disadvantaged" who represent a key po-
tential market to the mass transit sys-

- tem because they must rely on some trans-

portation mode other than the private
automobile. The elderly are often in-
cluded in this population subgroup,
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CHAPTER V
TRANSPORTATION NEEDS

A strong link exists between transportation needs and the service
requirements sought by specific market segments. It has been said, for
example, that the elimination of unnecessary physical and psychological
impediments to travel will most probably result in improved levels of
service for all transit patrons (Olsen and Smith, 1974). |

An appropriate concern, therefore, of those responsible for the
planning and evaluation of transportation systems should be the
identification and consideration of the activity needs, economic
capacity, physical capab1]1t1es, and psychological reactions of
population subgroups . . . (Olsen and Smith, 1974:9).

Any discussion of transpgrtatlon needs should attempt to include
both '

o activity-related (i.e., physical) transportat1an needs
-(e.g., the availability of some form of transportation
and the constraints on the options of the traveler)
(Burkhardt and Eby, 1973); and

® psychological transportation needs.

PHYSICAL TRANSPORTATION NEEDS

The concept of,tfanSportétion need .has. been difficult for transit
planners to define, and most attempts to distinguish need from travel

demand have been ambiguous and arbitrary (Burkhardt and Eby, 1973).

There appears to be some agreement, however, that a useful definition
of need must include '
¢ a definition of which trips are required;

e an estimate of the number of people requiring additional
transportatton, and

e an esti?ate of the number of trips requ:red (Burkhardt and Eby,
1973:35

Defining necessary trips usually invo]ves an’ana1ysis of the trip.
purposes of specific population segments. "If the trip purposes are in-
terpreted to represent the impertance of one activity relative to ameth-
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trip-maker in a manner that is proportional to their fregquency" (Fal-
cocchio, et al., 1972:11). Major trip purposes for adults are broken
down into the following classifications: work, shopping, social-
recreational, and medical-dental. This information, combined with the
transportation modes used to satisfy the various travel needs, is ex-
tremely useful to transportation planners. Fal cocchio,et al. (1972) for exam-
ple, found that within the New York'City SMSA, transié was the most =
commonly-used mode of transportation for shopping purposes across all
income segments.. Low-income households also used transit most often

for their social-recreational trips, but middle- and high-income fami-
lies used automobiles most often for this purpose. Such findings indi-
cate that the mode of transportation selected is related to both the
purpose of a particular trip and the need associated with it.

‘Estimating the number of people requiring additional transportation
as well as the number of trips required involves consideration of two
things: -
B ng availabiiity of transﬁortation services to tﬁexhouseﬁold;

a .
2. The constraints (particularly physical and financial) on the
options of the household members (Burkhardt and Eby, 1973).

It is a well-recognized fact that transportation has developed over
the years into an essential lifeline to jobs, education, and public ser-
vices in American cities (Haar, 1967). Yet the trahsportation system
does not provide ‘adequate service to many citizens, thereby creating a
subpopulation of "transportation disadvantaged." Most often this minor-
ity includes: |

e the elderly who cannot or choose not to drive;

e the young who are not of age or do not have access to private
transportation; .

¢.the poor who cannot afford an automobile; and

e the handicapped who do not possess the physical capabilities
negessa;y to operate a vehicle (Koutsopoulos and Schmidt, -
1976:69).

This group, because: it must rely on some transportation mode other
than the private automobile, represents a key potential market to the
mass transit system. Despite the obvious differences aleng social, eco-
nomic, and‘pﬁysic&i”charactaristics; members of this group do possess

51




commen mobility problems. 1In an attempt to identify the major con-
straints impeding mobility in this carless population, Koutsopoulos and
Schmidt (1976) developed two major categories of constraints:

1. “Trip-making, and

2. Environmental

Trip—making constraints include those based on physical, psycholog-
-ical, informational, and socioeconomic barriers (see Figure 7 ). These
limitations relate to the group's inability to generate a vehicular trip,
by prohibiting automobile ownership or operation and restricting the use

of mass transportation services.

-

~lconstraints

— Physical Psychological and —Socioeconomic
constraints (] informational constraints
constraints [
Constraints of — Race
the handicapped Mental})wa ility |
— Cost
Fear of crowds
Constraints  Fear of getting lost | ;
inriding Time
. . : Mone
indriving Fear of Physical attack i
Fear of embarrassment
Constraints of
the elderly Informational difficulcy
Obtaining informatien |

Figure 7. Trip-making constraints for the carless

Source: K. C. Koutsopoulos, and C. G. Schmidt (1976). “Mobility
of the Carless," Traffic Quarterly 30:77.
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Environmental constraints, on the other hand, are restrictions
imposed.upon the carless population by the physical and social environ-
ment in which they live (see Figure 8 ).

"Urban transportation systems should provide all city residents
with adequate mobility or access, not only to employments sites, but also
to shopping, health, and recreational facilities" (Koutsopoulos and
Schmidt, 1976).

] wal or | - T
environmental | “
~constraints
—
—]Administrative
— Locatio.nall —Jconstraints —|Demand-response
(] constraints - constraints
v Inadequacy of
[ Location of . planning [ Lack of response
cmploymentsites|| ||| | Diffusion of to needs
- responsibilities .
“Location of | Lack of response
—shopping facilitics|| [ L ~ Lack of ' {o desires

evaluation

Location of

| Complexity of
health facilities

technology

_[Dther ¢

Figure‘UB . Environmental constraints for the carless

Source: K. C. Koutsopoulos, and C. G. Schmidt (1976). "Mobility
Constraints of the Carless," Traffic Quarterly 30:77.

53




PSYCHOLOGICAL TRANSPORTATION NEEDS

In the past, most transit systems have been almost totally con-
cerned with an individual's needs for point-to-point movement. It is
now being suggested that systems consider the psychological needs of
current and potential riders to maximize their appeal to the. public.
Marketing strategies, for example, should go beyond the basic concerns
of providing comfort, convenience, and safety, and focus on the psycho-
logical needs listed below:
affiliation
~esteem of others
self-identity
autonomy '

security
conformity
rejection
space

Affiliation. Mass transit has much to offer in the way of meeting
new people and forming new friendships, but this dimension is thought to
conflict with other psychological needs, such as eecurity and rejection.
There is no definite way to establish which of these needs is most impor-
tant to the population in general. Therefore, it was suggested that two
types of seating arrangements be provided in a transit vehicle: ".
one would allow for face to face contact'(facilitating conversation to
satisfy the affiliation need) and the other would allow a passenger to
remain isolated from other passengers, thu5‘satisfyingvthe security need"
(Tehan and Wachs, 1975:42).

Esteem of others and self-identity are very often affected by the
transportation mode one chooses. Therefore, it is imperative that mass
transit improve its image so that individuals are positively reinforced
for using the service. This relates, also, to the need to conform to the
expectations of others. If one's peers believe that transit is a social-
1y unacceptable transportation mode, one will ‘be much less apt to ride
the bus. | v

These needs are said to be fundamental to all individuals, but the
transportation disadvantaged often suffer even greater psychological and
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perceptual barriers which inhibit their use of public transportation.
"Anxiety,'apprehénsion, feah~—these emotions act as constraints on
mass transit use and cause many carless persons to avoid travel alto-
gether" (Koutsopoulos and Schmidt, 1976:73).

The'handicapped, foh'example, may be especially fearful of crowds
because they would be forced to function faster than their normal
rate. The fear of getting lost is also a serious constraint for the
handicapped5fas‘we11>as the young and the elderly. These kinds of
problems have a much greater effect on transit usage than many people
realize. Thus, transit planners must try to gain a fuller épprecia-
tion of the psychological constraints as well as needs of potential
patrons if they are to effectively plan and promote their operations.

Thereijs obviously much mere than can be discussed.concerning trans-
portation needs, particularly for the carless individuals who comprise
the transportation-disadvantaged population. Because of the interrela-
tionship between needs and potential demand, however, the reader is
referred to Volume IT, Critical Factors Influencing the Demand for. ..
Transit, for a.more detailed explanation of the topic: and presenta=i. -
I@on?of~research'findingsfin this area.
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One of the most basic promotional strategies is
increasing public awareness of the system. Decision-
makers must realize that no matter how good their
transit services may be, no one will be attracted

to the system without a basic knowledge and under-
standing of its operation.

SHOP BY BUS
RIDE HOME FREE

‘N
P o
ASK THE DRIVER FOR YOUR Q <
PURCHASE EXCHANGE TICKET

THEN. ..

o
‘8 N
: ’@,- 1‘90
. Sburg
LOOK FOR AND SHOP WHERE YOU SEE ‘

THE RIDE 'N SHOP EMBLEM

Once target markets and their respective service
requirements have been identified through market
research, systems can gear their promotional
activities to specific segments, to maximize the
effectiveness of the campaign. This Shoppers’
Special, for example, will have strong appeal for
the housewives and the elderly, as well as the
working females in certain cases.
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CHAPTER VI
PROMOTIONAL STRATEGIES AND TECHNIQUES

%@fﬁhvieﬁs Tack of transit awareness among the general public. -
has led to the develoameat of intensive promotional campaigns as a
part of larger marketing efforts by concerned transit systems. In
general, the promotional strategﬁes adopted by these transit sysStems
can be classified in the follewing categories:

1. To increase public‘éwareﬁess of the system;

2. To reinforce the positive attitudes of current riders
- and to prevent further loss of revenues and ridership;

3. To encourage a modal switch away from the automobile; and

4. To promote new services, facilities, and conveniences that
are directed toward target markets (Batt]e, 1973:24-25).

INCREASING PUBLIC AWARENESS OF THE SYSTEM

The -comparatively small percentage of noncaptive riders (i.e.,
those persons whb have other modes of transportation available to them)
indicates, at least in part, that the potential market has insuffic-
ient knowledge to use the existing transit system (Wilson and Kendall,
1974). The critical importance of providing information to the pub-

Tic was discussed earlier in this report, as well as possible dissemi-
nation techniques. There are, nevertheless, several additional find-
ings which should be beneficial to transit marketing personnel.

A 1976 TT1 survey found that slightly over one-half of the transit
systems in Texas allocated less than one percent of their total expendi-
tures to marketing. The remaining systems allocated in the range of one
to five percent of their expenditures to marketing activities. Nation--
wide budgets for promotion reportedly ranged from a high of only:3.4 per-
cent to a low of 0.1 percent of operating expenditures in 1973, yet those
systems engaging in promotional activities believed the programs were
helping reverse the decrease in transit ridership (Battle, 1973).
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Awareness of Preyious Promotional Efforts

Members of the TTI sample were asked if advertising the bus sys-
tem would encourage them to ride buses more often; and the majority
of each segment answered positively (see Table" 5 ) The percentage of
each segment which indicated an awareness of promotional activities by
the transit system, however, was quite small as shown in Table 6 . By
asking respondents to name any specific promotional activities they
could recall, an estimation of the effectiveness of previous promotio-
al efforts was obtained.

‘Table 5. “Do You.Think Advertising the Bus System
Would Encourage You to Ride Buses More Often?"

(in percentages)

A]most A
Always A]ways Sometimes | Never

Older Persons 15.8 26.3 15.8

///;/
| /////
Housewives 15.7 46.5 _ 15.0 22.8

//J

White Collar Males 9.2 ;2?%( 10.2 18.4
White Collar Females | 13.7 ;:>£; o/;f 13.7 27.5

. / 77
Blue Collar Males 10.5 v///ﬁf 15.8 26.3

Blue Collar Femalés 24.6 ///éo 87 16.9 27.7
/Cz?yzéﬁﬁ

Note: Shaded areas indicate category where‘largest percentage
of each segment fell.

New buses appafent]y made some impact upon the market in general,
and particularly upon the blue collar females. ’Because of their cap-
tive riding status, it is not too surprising that these females‘wou1d
remember the purchase of new coaches. This improvément should enhance
transit's image in terms of comfort, modernity, and status,and, at the
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Tab]e 6 .Promotionf] Activities Recalled by Segments
f percentages )

o Energy &
New Shopping | Reduced | parking Air
Buses Trips Fare . | Problem Conditioning
. o |
Older Pers | ::;///<>;/
(37.1)% e _27.V 9.1 0.0 0.0
.
" _ S 2%
ou?gg?gis /,Zigkjjj 15.6 25.0;; 0.0 3.1

Wh1?§2?§;1ar Males » 18;3/;;§ 31;f//// 0.0 0.0 0.0
%
LN S //jj

— 777 ///
Wh1€§0?g}1ar Females 17.6 :jjégif////,//; 0.0 0.0
I

./ v -
Blue Collar Males e )
(17.2) /33-3/ 27.V 1.1 0.0 5.6
v N/ //

7 g '
: B]u?lg?;;ar Females j/;g%(><;/ 0.0 | 0.0 32?;;§;g;;2; 0.0

0
Lo |

*Percewtagas under segment names indicate awareness of any prom't1ﬁna1
activities by the transit system

~Note: Shaded areas are top 2 promotional activities.

very least, the public's awareness of the new buses can be 1nterpreted
as an indication of interest in the tran51t system.

The promotional strategy of reduced fare was remembered most often
by white collar females and housewives. Surpr1s1ng1y, no blue collar
females recalled such an activity, and less than 10 percent of the
older persons in our sample could remember such a- reduction in fares.

It has been hypothes1zed that these segments are perhaps the most
sensitive to cost- -related items (Wachs, 19765 Holland, 1974), so it
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was expected that these groups would remember fare~reduc1ng promotional

strateg1es
For example,

Y. . . it was recently found that the price elast1c1ty for
bus riders worked such that there was a 6.7 percent decline
in passengers for every 10 percent increase in fare". (Reed,
1973:33

Presumably, the lower incomes of many captive transit riders makes it
necessary for them to f1nd alternatives to trans1t when fares are
increased. Reed points out, ‘however, that it is difficult to imagine

- other services which get as severely impacted by_price changes of a

nickel or less. The.fact that the older persons and blue collar fe-
males in Beaumont and Waco did not remember a;reductieh in

fares does not necessarily contradict the hypothesis previously men-
tioned, however. It may simply indicate that the change in fare

was not sufficiently advertised to the public.

Another surprising finding was that more white collar and blue
collar males recalled shopping trip specials than did the female mar-
ket segments. In fact, none of the blue collar females recalled such
a promotional activity. Yet, overall, the percentages indicated that
this strategy was fairly well remembered by the public and is, there-
fore, a good activity to consider for promoting transit.

According to some, the recent concern about air pollution and
energy consumption has provided the opportunity for transit systems
to promote conservation (Battle, 1973). In other words, systems can
emphasize that using transit vehicles reduces pollution as well as de-
creases the number of vehicles on the streets. - The TTI findings, how-
ever, indicate that only a small number of one segment, the blue collar

females, recalled mention of energy and congest1on problems in the tran-
sit system's promotional campa1gns -

A1l of the Waco and Beaumont market segments agreed with the state-

-ment, "If more peop]é used buses, the freeways and roads would be less

L 6

crowded for those who use automobiles. Additionally, older persons

6Mean scores ranged from 1.86 to 2.19 for the six market segments,
where = strong]y agree and:2:= agree. semewhat.fl -
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and the three female segments indicated they would be likely to ride
the bus " . . . if community leaders stressed the need to use buses

for environmental reasons." ? These findings indicate that potential
transit users are conscious of environmental problems and may be en-
couraged to use transit for conservation purposes.. Therefore, although
it is known- that pollution, traffic congestion, and park1ng problems
usually are not critical in smaller Texas c1t1es, it would be benef1c1a1
to promote energy conservation and reduced pollution as positive trans-
it features.

Suggested Improvements for Ihformatjon Dissemination

Additionally, respondents were queried as to ways information
might best be provided to facilitate bus riding (see Table 7 ). All
segments indicated that schedules at bus stops and . improved printed
maps and timetables would be beneficial. Of the five choices, a tele-
“phone information service was ranked less helpful on the average, but
other systems in Texas are instigating this type of service. Dallas,
for example, has telephone information available 24 hours a day, and
Ft. Worth plans to include-a similar operation, with an answering
service taking over dur1ng ‘the night hours and on Sundays. One defin-
ite advantage of the telephone'1nformat1on service is that interested
persons can obtain route and schedule information from their homes at
whatever -time they find it necessary or convenient. Schedules and
maps posted at bus stops-are not as readily available, and thus are
Tess attractive, particularly for current nonusers of the system.

One additional method of providing factual information is person?
to-person selling, where a transit represehtative meets with interested
individuals or groups to. promote transit service. This activity is
the most personal and respbnsive, but it is fairly expensive and reaches
relatively few people. The major advantage is that the sales represen-
tative can effectively deal with the specific questions an individual

7 ‘Mean scores ranged from 2.62 to 2.69 for these four market seg-
ments, where 2 = Tikely to ride the bus and 3 = no difference.
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Tabl

e7.

(in percentages) o

+_ Mays.Information Hay Best be Provided
to Facilitate Bus Riding by Segments '

Improved Information _ Better
Improved - printed maps booths at " | Schedules telephone
route signs and shopping at information
on buses timetables centers bus stops service
e
Older Persons 29.6 29.6 55,6 /. 22.2
Housewives 25.0 33.0 58 Ol 13
g ,//
S v < e /
White Collar Males . 25.3 23.1 82,3 ;/C 14.1
o Ve
v /'/ .
White Collar Females 28.9 35.5 50.0 // 14.5
S
?7/‘_/ 7 ,'. . ///, ,//, v /:,/
Blue Collar Males /382 26.3 " 56.6 e 17.1
Blue Collar Females 30.6 29.5 57,4 7 18.0
o // .
. e L

Note: Tep 2 ways of providing informetion to each segment are shaded.

may have concerning the transit operation and the services being offered.
San Antonio is attempting a similar activity in which "district repre-
sentatives" are selected to serve as ombudsmen for geographic sectors:
in the community. These individuals assess the needs and service im-
provements sought by members of the sector they represent and make rec-
ommendations and suggestions to the transit system based on their know-
ledge of the pakticu]ar situation. This type of service benefits the
members of the community because their needs and preferences are con-
veyed directly to transit personnel, but it also facilitates the plan-
ning of feasible service improvements and promotiona],activities for the
“transit systém;,‘Hence,'prdgrams of this nature are strongly recommended
for smaller transit operations.

Quite often, systems will want toicombine various promotional tech-
niques to maximize the effectiveness of a campaign. For example, to
promote a special service such as reduced fares for older persons, the
system may want to:
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o distribute brochures that explain the program to the target
group;

¢ develop media announcements; and/or

® publicize interviews with members of the elderly community
(Batt]e, 1973:37).

Furthermore, transit systems can use a number of promotional gim-
micks in addition to distributing factual information to increase
awareness of the system. Special sales such as senior citizen passes,
ticket books, school tokens, and shoppers' specials have been used
successfully in the past (Lesko, 1975), as well as give-away materials
such as lapel buttons, balloons, sturdy shopping bags, and pocket
calendars (Battle, 1973). (Promotional strategies and tools are dis-
cussed in greater detail ingyo@umerthree,, Promoting Transit: A~
Marketing Handboqk.)' These give-away items do not reach large audi-
ences, but they do help create an interest in the system which, as
~mentioned previously, is a key factor in any. promotional campaign.

REINFORCEMENTUOF POSITIVE ATTITUDES OF CURRENT RIDERS

It is generally believed that promoting ridership among occasional
users and captive riders is fairly simple because it means encouraging
the continuatjon»of~past'behavior patterns. There are, however, cer-
‘tain factors which influence the decision to use transit for these peo-
ple, and transit manageggfshouldrnot’take their patronage for granted.

One of the mOstvimportant variables }affecting‘tranSit use 1is
the number of automobiles per family. Previbus transportation surveys
indicate that 30 to 50 percent of the riders on the transit system come
- from households which do not own an automobile (Reed, 1973:29). Yet,
even the person from the no-car household can find alternatives to pub-
lic transit. A survey by Lansing and Hendricks (1967) showed that only
41 percent of those who did not own an automobile always commuted to
work by bus. Twent&—four percent of the people without automobiles al-
ways traveled by car to work, and 23 percent either walked or took

taxis. The remaining 12 percent used both public transportation and




private automobiles for the home-to-work trip. These findings support
a 1956 Detroit survey which showed that

" . . . while 60 percent of all trips made by no-car house-
holds are made by public transit, 33 percent of the people
ride as passengers in another's car, and 2 percent of the
trips are made as drivers of borrowed cars" (Reed, 1973:22).

The point is simply thétimany people without cars are turning to modes
other than public buseS'fbr-their daily transportation needs. Walking
has also become a popular alternative for individuals without auto-
mobiles. A San Francisco Bay Area'Transportation Study found that
transit provided less than eight percent of all trips in the area,
whereas over twice that many trips were made by foot, taxi, or some
other means than automobiles or transit. A similar survey in Sacra-
mento showed that more commuters walked to work than took transit, and
national figures indicate that 7.9 percent of the trips to work are
made on foot (Reed, 1973). |

A significant fact for transit systems is that Tower income indi-
viduals are much more apt to walk than others. The national work
Jjourney figures, for example, show that for people whose family income
is less than $3,000, 20 percent walk to work while only 17 percent take
public transit. People with greater incomes tend to walk to work only
about five percent of the time (Reed, 1973).

Finally, it should be pointed out that many individuals in no-
car famities simply avoid making trips. Although transit systems gen-
erally consider these people to be captive riders, they may face dif-
ficulties which restrict their use of transit. For example, because
‘they often have Tower incomes and many are older or younger than the
age range of normal employment, carless individuals may find their
choice to travel by public transportation seriously affected by both
fare increases and their physical ability to travel at all (Reed,
1973:30). Thus, it is necessary for transit systems to encourage trans-
it use among carless individuals as a viable and convenient alternative
to walking or simply avoiding trips. Because of their sensitivity to
cost-related items, transit systems may find it advantageous to pro-
‘vide a certain number of free passes to attract members of lower in-
come segments to the system. Such a promotional activity has been
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found to be a fairly 1ﬂexpaﬁsive, yet very effective means of increas-
ing ridership (Wilson, et al., 1974). -

In addition to individuals from no-car fami?ies, the adults
from car-owning families in which there is no car available repre-
sent another category of captive transit riders. TTI data indicate
that 42 percent of the individuals who never have personal use of
an automobile are occasional users of transit, and over 37 percent
of this group are regular transit patrons. Reed (1973) estimated
that this group represents as much as 30 percent of the current
transit market. Yet he points out that »

" . . . their total transit trips are limited by the fact
that the family automobile(s) are at other times available,
and often by the decision to acquire another automobile"
(Reed, 1973:36).

Thus, the continuing growth of multi-car households is at least
partially responsible for the decline in transit ridership. TTI
data, in fact, indicate that approximately 30 percent of the indi-
viduals who ggxggihaVe~persona1'use of a car take transit to work.
Seven percent of the people who occasionally have access to a pri-
vate automobile use transit for their woerk trips, and less than
one percent of the individuals with constant access to an automobile
ride transit to work. Furthermore, TTI surveys indicate that transit
use for purposes other than strictly the- home~to-werk trip alse is

- affected by the individual's access te the private aat§m9§1ig ésee
.f\.:’faiﬂg 83 . L T
B Unf@rtunateTy, those wﬁo simply d@ not have a car availab]e at
certain times will quite often delay their trips until they have
access to the car, or borrow a friend's or neighbor's vehicle when
necessary. For the commuter without access to the family automo-
bile, carpooling is often the most 1ike1y alternative. In effect,
transit systems must encourage a modal switch away from the private
automobile for these members of one-car families, even though they
can at times be classified as captive riders.

Finally, captive riders include those persons who, for various

reasons, are simply unable to d?ive*autembbi1es; Many handicapped
- persons would fall into this category, but the most substantial seg-
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Tab]e 8.. The Relatiqnsh1p Between Access to a Private
Rutomobile and Current Transit Use
(in percentages)

Frequent Occasional
Access to | Access to No Access
Car Car to Car

Regular
Transit User 0.53 22.22 41.67

Occasional
Transit User

Non-User 87.37 60.00 20.83

ment is sch@el-age children. Several studies have reported on the
relatively high 9arceﬁtages of cﬁv]éWEﬁ who use traﬁs1t for home~to-

school trips. For example,

“The Bay Area Transportation Study reported that 37.4
percent of all transit trips in the region are persons
traveling to and:from school. This exceeds the 35.4
percent making 'work' trips" (Reed 1973:33).

Similarly, a survey in Pittsburg indicated that one-third of all
transit trips were school ‘trips, even though over 90 percent of the
school riders came from homes with at least one automobile (Reed,
1973:34). In Beaumont, 8 percent of the children less than 18 years
of age in. the sample rode city buses to school, and in Waco, approx-
imately 17 percent used transit for their school trips. Nevertheless,
in both cities, these percentages were smaller than those indicating
use.of a private automobile for school purposes.
Thus, transit systems need to promote their service to both

the children and their parents in order to tap an even greater pro- -
portion of this potential market. Educational programs designed

for the children can be easily provided. In Dallas, for example,
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bus riding clinics were organized in which a city bus was stationed
in the school parking lot and the bus driver instructed the children
on the skills needed to take the bus to school. Similar educational

programs have been undertaken in Austin with the "Ambassador Bus."
Appropriate passenger behavior, fare;c011ection, boarding prbcedures,
and route information can be included in the.progr&m so that the
chi]dreh become familiar with all aspects of a typical trip. More
detailed information. concerning routes and schedules can be distrib-
uted to the parents so that they can select the appropriate bus for
their children and help them arrive at the bus stop on time. In
addition to such clinics, there are several transit games currently
available which are designed to stimulate interest in the transit
system as well as increase knowledge of how the system operates.
These games could be rotated throughout the various schools to in-
sure the greatest possible exposure among the children.

Young persons (ages 6-16) also can use buses. for purposes other

-than scheol trips (see~Tablef9v), -As mentioned earlier in this

 Table 9. Use of Transit for Various Trip
Purposes by SchooT-Age Children o
(in percentages)

Beaumont Waco
School 8.07 | 16.67
Shopping 5.78 3.48
Visiting Friends 2.31 2.24
Recreation - -

report, transit ehabies children to be less dependent on their par-
ents for their transportation needs.

The typical suburban youngsters below driving age have
~Tittle independent mobility, but must rely on their par-
ents to chauffer them. In the one-car family they must
wait until father is home from work so that he or mother

- ; e T i a T
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can chauffer them. -This is by no means an idle observa-

tion but a fact that has become ingrained in the suburban

travel patterns. The 1969 transpertat1en study of the

Northern Middlesex area, one of Boston's surburban sec- -

tors, observed that auto passenger traffic peaked in the

evening between 7 and 8 P.M. During this hour auto pas-

- senger traffic was 16 per cent higher than during the

morning rush hour. Much of this evening auto passenger

traffic was generated by the 5- to 15-year age group

(Schaeffer and.Sclar, 1975:107-108).
Furthermore, for familiesvwith@utﬂautemobiies,_transit provides an
essential service to young persons who, otherwise, would be unable
to travel throughout’the community. The small percentages of chil- _
dren actually using transit, however, emphas1zed the need for strong- .
er promotional appeals and educational programs to encourage transit
ridership. Children aged 6-16 can ride buses effectively and safely
in smaller cities, yet transit management has not capitalized on
this market segment. The promotional activities previously mentioned
(i.e., bus riding clinics and transit games to be circulated through-
out the school system) would require only marg1na1 expenditures and
are, therefore, highly recommended.

To summarize this section regarding the promotion of transit to
current patrons, most transportation surveys indicate that between
30 and 50 percent of the current transit riders are from households
without automobiles. Of the remaining riders, most are not using
transit by choice; either the family car is temporarily unavailable,
or they are not licensed to drive for various reasons.

"The choice rider who took transit, though he could have
traveled in his own car, thus represents a minority of the
users of a transit system. Perhaps 15-35 percent of a

. large city's transit ridership represent choice riders.
In a smaller system, the choice riders comprise only 10
percent"” (Reed 1973:29).

Obviously, then, transit systems need to work to maintain their cur-
rent riders by mp}ementm@ the feasible eiaamges these segments re-
quire and by developing promotional campaigns to reinforce the
transit- -riding behavior exhibited by these persons in the past.
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ENCOURAGING A MODAL SWITCH AWAY FROM THE AUTOMOBILE

Encouraging travelers who have the choice to use the exist-
ing mass transit system in lieu of the private automobile
for peak-hour home-to-work travel or for other trips during
the day, is far more difficult and requires a different
marketing approach (Rosenbloom and Miller, 1973:36).

As shown earlier in Téblers, when the availability of an auto-
mobile for personal use increases, the use of transit sharply de-
creases. This is especially true for commuters who are able to
drive their private cars to work every day. In general, peak-hour
travel is work-oriented and, therefore, much more sensitive to time
and feliabflity factors. Unfortunately, these are:the areas where
transit is weakest, as was found when respondents were asked to
evaluate buses and automobiles on twelve travel dimensions (see
Figure i6 ).

There have been a number of studies designed to investigate
the factors related to modal choice decisions. Most of these
studies, including the TTI findings, agrée on the importance of
travel time, Conveniencé,.re1iability, andifTexibility in the de-
cision to use a particular transportation mode. Therefore, to en-
courage a modal shift, tranéit would have to be éble to compete with
private automobiles along these important travel dimensions. In
most cases, this requifément is simply unrealistic. Larger systems,
however, do have certain advantages over smaller systems when it
comes to promoting a modal shift to transit. Heavy rush-hour traf-
fic, increasing pollution, and exorbitant daily parking fees in the
central business districts of large cities are often major incen-
tives for commuters to switch to public transportation; Also,
large transit systems may have the funds needed to begin park-and-
ride facilities, express lanes for buses, and other services which
would impfove transit's speed, convenience, and reliability.

Small systems, on the other hand, do not have budgets which
can cover such expensive operations, and congestion and parking
problems in non-metropelitan areas areAQ@£ as&é}ly‘severe enough
to deter individuals from driving their automobiles. The best
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strategy for these small systems, then, is to work on improving

and promoting the dimensions of convenience, simplicity, enjoy-
ability, and status since these were found to be important factors
in the potential market's decision to use transit. In addition,

cost and safety features could be reinferced because transit
clearly has the advantage ovér private automobiles along these
dimensions (see Figure /5).

Apparént]y, what is needed to encourage the patronage of auto-
mobile owners is a combination of marketing techniques, regulatory
devices (such as bans on downtown parking), increased transit ser-
vice, and long-term planning efforts (Rosenbloom and Miller,
<1973:36). Rosenbloom -and -Miller :point out that a transit
route instituted in a new residential area prior to the arrival of
new residents and the formation of their daily transportation hab-
its will be used much more than an equivalent line instituted into
a previously established residential community. The best plan for
transitlgéﬁégé¥sa thereforé, would be to develop promotional activ-
ities in conjunction with the development of the residential area.
For example,

" . . . residential developers can be required to advertise
the availability of transit in detail, and promotional aids
such as free trips, etc., can be used in conjunction with
the movement of residents into a subdivision. Additionally,
promotional campaigns can be started at existing or planned
factories and places of concentrated employment, encouraging
the use of existing transit facilities or developing new
lines of service to fit the needs of workers' (Rosenbloom and
Miller, 1973:37). B

The implication is that promotional efforts to encourage a
modal shift from automobiles to transit are not as apt to be suc-
cessful once the tfave] behavior of the individuals has been estab-
lished. The working males in Waco and Beaumont are evidence of
this conclusion; their reliance on private automobiles is so com-
plete that.they»have practically eliminated public transit as a
viable alternative. "The key group in promoting choice ridership,
however, is the current non-users who lack information and experi-
ence but have not ruled out the mode entirely" (Wilson, et arsT
1974:54), Based upon the TTI survey data, it has been assessed that

Y SN |
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this group includes a large number of housew1ves and white collar
females, as well as the predominant current users——b1ue collar females
and older persons. Not all of these people will become regular transit
users, but managers should promote occasional use by these segments,
including other than temporary captive situations.

PROMOTING NEW SERVICES, FACILITIES AND CONVENIENCES
THAT ARE DIRECTED TOWARD. TARGET MARKETS

Essentially, this promotional strategy involves the technique
of market segmentation and the identification of critical factors
for each targét market. Under the section of this report entitled
"Service Requirements," the appropriate promotiona1>themes and
strateg1es wh1ch were related to the critical factors of six market
segments were d1scussed and will not be repeated at this time.

The importance of using market segmentation when planning pro-
motional campaigns, however, should be re-emphasized. Once the mar-
ket has been divided into viable segments on the basis of service
requirements, current or potential Tevel of usage, eva]uat1vg;att1-
tudinal criteria, or other meaningful bases of segmentation, the
transit marketer can develop specialized promotional activities to
appea1_to each population grouping. This specialization increases
the effectiveness of the campaign. Additionally, where overlapping
between segments occuks,fpromotiona] efforts can effectively be
“aimed at segment clusters.. Thus.,” each target market "is ap-
proached with a promotional campaign based uponntheir particular
‘transit needs and service requirements to encourage their use of
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Although billboards are less effective than tele-
vision and radio advertisements and do not reach
as large an audience, these signs can be useful if
messages are kept quite short and to the point.
Primarily, billboards serve to increase awareness
of the system rather than to advertise specific
activities or changes.

Perhaps the most comvenient source of advertising for
the transit system is the exteriors of the buses them-
selves. Large numbers of people will see the adver-
tisements as the buses make their scheduled routes,

and the system incurs no extra expense with the activ-
1ty.

73




CHAPTER VII
ADVERTISING MEDIA

By definition, media are simply means}ef'mass‘communication
(i.e., devices by which messages are conveyed to the public). In
the field of transit promotion, virtually all forms of communication
media have been used to contact the market, but television, radio,
newspapers, billboards, carcards,'brochure§, pamphlets, and mailed
advertising are among the forms most frequently used by transit sys-
tems. Normally, a system should choose media that are most apt to
be effective in reaching their target markets, taking into account
such things as the cost per exposure, media effectiveness, and media
overlap. In addition, the basis for the selection of time slots
and newspaper sections, for example, should be based on the maximi-
zation of the number of target customers reached per advertising dol-
lar (Alpert and Davies, 1975:15).

As we mentioned earlier in this report, the task of providing
information to the public should receive major emphasis in all tran-
sit marketing programs. However, it is not always sufficient to put
information such as route maps and schedules only at bus stops, al-
though this method is beneficial for transit passengers. According
to Beier (1972:544-545):

What is needed is a regular, long-term purchase decision or

commitment by people currently driving. Such decisions are

made in the home prior to taking any regular trips. Hence,

information concerning the availability of service must also
‘be in the home.

To facilitate the task of presenting information .to the public,
extensive data were collected from the TTI sample concerning their
preferences for various infbrmation sources. Knowledge of popular
media forms, time slots, and program types for each market segment
will enable transit marketing personnel to channel their promotional
advertising to the various market segments with maximum efficiency.
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INFORMATION SOURCES

Television;-Radio,'and-Newspapers",

Not surprisingly, television was found to be.the most popular
information. source among Waco and Beaumont respondents. Over 96 per-
cent of each market segment indicated'sohe_time spent watcbing tele-
vision (see Table 10). The newspaper and radio were the next most
frequently utilized information sources, which again; was to be ex-
pected. ' ‘

Radio has been used quite successfully in the past to promote
transit. For example, radio spots are considéréd3especia11y useful
for carrying modal switch messages to motorists during peak travel
times. This medium is also considered effective in communicating
with particular target groups because advertisements can be broad-
cast by stations that attract specific audfences (Batt]e,v1973:39).
And whereas paid television advertising is extremely costly, air time
is more frequently made available to transit systems by local rradie
stations as.a‘public service. ‘

Newspapers, on the other hand, are often used to present periodic
advertisements, to announce changes in the system, and to. communicate
with the entire community rather than specific target groups (Battle,
1973). An,advantage of the newspaper is that it is flexible (i.e.,
advertisements can be inserted or removed with very little notice).
~ Advertisements, hoWever, need to be shgrtand to-the-point to be most
effective. Press releases, which can be more detailed, are the opti-
mum. means to obtain coverage in the newspaper, and also represent a
source of,free‘adVertising for the bus system. Tfansit’managers
should definitely take advantage of the oppertunityuto}pubiicize any
and all service improvements, schedule and route changes, or other
transit-related news items. Such transit improvements need to be
publicized for practical as well as promotional reasons (Battle,
1973:35).
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Tabte 10 Information Sources by Market Segments
' (in percentages)* =~

‘ Mailed
Newspaper Magazine Radio Television Leaflet Advertisement Billboard
T g S .
Older Persons ,//87.2 4 (s3.8) |[“Ber /100.0 7 35.0 18.4
s - / /
Housewives e ] (@) 69,0 %8.4,7/) 34.9 28.9
. S 4 / / -/
White Collar Males  |7795.0 87.8  [84.9 17 796.8 ) 286 @ 27.8
/ 1 g 7/ j
White Collar Females |/ 89.9 @3 97.4 8.7 /A 37.5 38.7 |
Blue Collar Males 88.8 96.9 /. 96.9 26.0 @ 25.0 |
| Blue Collar Females 93.6 @ 855 1 98.8 /] 3.3 61.5 42.4
O o / PP

*Percentages indicate respondents who answered "always" and "almost always" to the questionnaire jtems
for Teaflet, billboard, and mailed advertisement. Responses of “sometimes" and "never" were deleted for
leaflet, billboard, and mailed advertisement. For remaining media, any response indicating some time spent
watching, listening, or reading was included in total percentages.

Note: Television, radio, and newspaper were the top 3 choices for each segment, therefore, they are shaded;
circles indicate the 4th and 5th information sources most often utilized by each segment.

Other Information Sources

As shown in Table 10, other media may not enjoy the same wide-
spread utilization as television, radio, and newspapers, but transit
managers may want to consider mailed advertisements or leaflets,
either as substitutes for, or supplements to, paid space and time
advertising. ‘

The Waco and Beaumont data indicate that mailed advertising is
fairly well received, particularly by the female segments} Another
study, however, came to the conclusion that because a large quantity
of mail is received by middle-income households, a packet‘qfsgromow
tional material may elicit a junk-mail reaction (wilson,.éf‘éﬁT.,*
1974). Yet mailed advertisements seem more personal than billboards
or carcards and, thus, may be more appealing to the public. At the
very least, mailings can be directed to more specific segments,
whereas managers have Tittle if any control over who is exposed to
billboards. Furthermore, billboards are severely limited in terms
of the amount of information that can be presented. The only real
advantage to billboards, carcards, and posters is the low cost in-
volved. Leaflets are also subject to fairly random delivery, but
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some control is possible in terms of distribution locations. Pam-
phlets.passed out at a grocery storé in a high-inceme residential
district, for example, are not apt to reach the lowsincome residents
in another part of town. A méjor disadvantage of pamphlets, how-
ever, is that they must be péribdical]y updated, which raises the
costs involved. |

Assuming that transit managers are interested in reaching the
largest numbers of potential and current transit riders, more de-
tailed information was obtaihed on the market's viewing, listening,
and reading habits for television, radio, and newspapers.

TELEVISION VIEWING HABITS

Table 11, for example, identifies the most popular television
time slots for the six market segments. In general, it appears that
the late afternoon and evening hours capture the largest viewing aud-
iences. Older persons, housewives, and blue collar females also
watch television during the 12:00 - 4:00 p.m. time slot. Apparently,
the blue collar females, who often fall into the,domestié service
occupational category, may have access to television sets during the
day, as do housewives and older persons. White collar females and
working males, on the other hand, have:very few, if any; opportunities
to view television during a normal work day. It may -be assumed that
~the small percentages that indicate television viewing in the daytime
hours, particularly for these wérking segments, reflect weekend view-
ing habits almost entirely. Based upon this information, it is rec-
ommended that. advertising geared to the white collar females and work-
ing males be aired during Tate afternoon and early evening hours. For
older persons and housew1ves the afternoon (12:00 - 6:00 p.m.) and
evening hours are. the best time to schedule promot1ona1 advertising.
And for blue col]ar fema]es, advertising would be most effective from
9:00 a.m. - 4:00 p.m. and 6:00 - 10:00 p.m.

Because of the h1ghvcost involved with paid television advertis-
ing, the most efficient strategy would be to design promotional
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. Table 11, Most Popular Viewing Times for: Tetayters r“§tations
by Market Segments (i ations

- 7-9am | 9-12 am | 12-4 pm | 4-6 pm | 6-10 pm | 10— pm
, W A
_0lder Persons 10.24 10.11 ’, 21;31// 16. 18/, 33;33// 6.80
Housewives 1060 | 1729 D269 A0 1/7/5é ¥ 46,60 7] 17.29
White Collar Males 4.03 | 3.67 4.67 'ﬁ7 24/{58/.21//1 18.35
White Collar Females | 6.23 | 4.02 9.43 /15 16//63.54; 21.96
Blue Collar Males | 4.60 | 9.57 11.89 %8.77/? 54.77 7} 14.55
Blue Collar Females 12.10 /14 85 71 14.90 /| 13.80 ;37.47 13.89
7, /R,

Note: Top 3 time slots are shaded for each segment.

advertising to appeal to the entire market and request that it be shown

between 6:00 - 10:00 p.m. As mentioned previously, convenience, sim-
~ plicity, enjoyability, and status are all potent1a11y attractive tran-
'li"51t features that should be emphasized to the market in general.

RADIO LISTENING HABITS

To facilitate the planning of promotional advertising for radio,
information was gathered on both the most popular time slots and pro-
gram types for the six market segments. As shown in Table 12, by far
the most popular program listened to on the radio is General News.
Again, it is recommended that transit managers make available infor-
mation concerning changes in the bus system, the purchase of new buses,
and all other news-related items which could be included in local
news broadcasts. If promotional advertisements are submitted to the
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Table 12. Radio Programs-Listene
(fn ercentages )

General ) Talk Top -{ Country & Classical "Easy
News Religion Sports Shows "4Q" Western Music Listening"
(SN A
Older Persons :’/éb.3 A ] 25.8 12.9 [.7. 32.3 /] 12.9 19.3
- N 7 / o
T AT
Housewives -°80.5 /|  26.5 14.2 30.1 46.0 1, 42.5 7 15.0 41 //
,", ,'/ - ~ e / ) > vl B 2
White Collar Males [69.1 | 1.7 [%0.0 | 20.2 | 34.0 | 45.7,7.  23.4 %o 0 /
S O : o s e .. /:’
L S - D
White Collar Females | 74.0 . 18.2 15.6 22.1 58.4 1.7 40.3 ~ /] 15.6 . 53.2
] 4./ . ///" /'l ;- // > B s L v A 1
Egrans 7 A B > i
Blue Collar Males 770.6 . 18.5 ~43.5 | 16.3 | 50.0 .1 42.4 . - 6.5 34.8
e c ‘ A *// R .
B T . T :
‘| Blue Collar Females L, 75.9 /,vi,f 50.0 .- 24.1 25,9 7.58.6 1,  39.7 /;j/ 13.8 36.2
L - / - . - e ) / e /// L /// /r)

Note: Top 4 programs for each segment are shaded.

radio station, managers should request that they be played as close to
news broadcasts as possible. The other category capturing a large
listening audience from all six segments is Country and Western music.
Some Tocal stations may emphasize this style of music more than others,
and it would appear beneficial to have promotional advertising broad-
cast: by these stations.

Older persons and males apparently listen to sports programs
quite often, while females and blue collar males frequently Tisten to
Top 40 music. Religious-programS'appeal,mostistrongly.to older per-.
sons and blue collar females, while white collar females, housewives,
and white collar males enjoy Easy Listening programs. Advertisements

~and inforhationa] aids aimed at specific market segments should be

scheduled for broadcast with these listening habits in mind.

Turning now to the most popular listening times, Table 13 indi-
cates that for AM radio stations, 7:00 - 9:00 a.m. and 4:00 - 6:00 p.m.
appear to capture the largest audiences. It can be assumed that
these hours include a great many commuters who.are'1istening to their
car radios on the way to or from work. Thus, these time slots could

be utilized to emphasize the advantages of tak1ng the bus for people

who are currently driving during peak hours.
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Mosf Popular L1sten1ng Tlmes for AM Rad1o Siat1ons ‘

by Market Segments (in percentages)
7-9 am | 9-12 am | 12-4 pm | 4-6 pm | 6-10 pm | 10— pm
Z /// //// S S s
Older Persons ? 11. n A 355 7 110//1-50 5.125// 3.52
Housewives //9.70// 6. 03/ 5.0 /5 19| 3.52 2.36
White Collar Males /1?'41//, 4.62 /| 3.55 ;6.70/ 4.22 1.11
' . . . 3.
Mhite Collar Females |7 13.28 | 6/41 . 4 gs/ g (12/ 4.1 3.53
Blue Collar Males 7913 1/ 631 5.97 %.72 3.65 4.38
Lo o s /) A A
Blue Collar Females |/ 9.80 | 4.64 | 5.90// 6.96 | 2.87 | 3.36
A/// | W PP Y

Note:

Top 3 time slots are shaded for each segment.

In a promotional campaign in Lds‘Angeles; the bus was conceptual-
ized as an extra car (Battle, 1973). This type of-message is ideal
for one-car families; housewives:wholmay-currently be left at home:
without a car will be encouhaged to consider using the bus for shop-
ping ﬁrips and other non-work .purposes. For working females and males,
a modal switch away from private automobiles for_home-to—work,tripé
is encouragegibyvstréSSing that the use of transit by commuters in
one-car families will free the private automobile for the spouse or
other family members during the day. |

Aside from these time periods, listening audiences are quite
small, particularly during the evening hours. It is suggested, there-
fore, that requests be made to have radio advertisements aired dur-
ing peak travel times whenever possible, and avoid or minimize any
broadcasts after 6:00 p.m. | "‘ v

For FM radio stations, the listening audience is, again, quite
small. Those that do listen are most apt to do so during the morn-
ing (7:00 - 12:00 a.m.) and evening (6:00 - 10:00 p.m.) hours (see
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Table 14 ).

Because of the. re1at1ve1y sma]? numbers who report FM 1is-

tening habits, spend1ng money ‘to broadcast announcements on these sta-
If free advertising is poss1b1e, it should
be broadcast dur1ng prev1ous1y mentioned . t1me slots, as they are the
most favored by the six market segments.

tions is not recommended

Table 14.

Most- Popular Eistenin

by Market Segments

in percentages)

Times -for -FM Radio Stations

7-9 am | 9-12 am | 12-4 pm |, 4-6 pm | 6-10 pm | 10— pm
/////// ////
Older Persons 59 / 28 / 0 0 59,1 .79
. 7T
Housewives ///4 0/// 4. 45/////6 9% ') 2.60 2.41 1.89
CWhite Collar Males /8.33//5.83 4/.o/5 T 550 U7 9’1’/ 3.58
: yd ya // pd z
White Collar Females 43.41//-/ 1.60 | 2.41 2.92 /3 46//4 12/
. 5
Blue Collar Males <;/f.4§//;/ 2:50 3.33 2.50 5. OQ///t//S 6///
Blue Collar Females | 2.35 //3.08 1.57 119 V4637 /3.1/
L/
v/ SN S S

-sﬂote:

" Top 3 time sTots are shaded For each segment: -

*NEWSPAPER READING HABITS -

Finally, the»Beéumont and Waco respondents were queried as to the
newspaper sections they usually read.

respondents were asked to indicate their four favorites.

News

Of nine possible categories,
As shown in
TabTe 15 the overwhelming favorite for all six segments was General

Previously emphasized were the methods by whlch managers can

effectively place transit 1tems among general news stories in the form

of press releases.

Since so many people will be exposed to the infor-

mation, these promotional stories have the potent1a1 to successfully
create interest in the transit system

81




General Women ' s ant | "Dear | Advertise- | Entertain- |
News Comics Sports Settien Business Ads Abby" ments . ment
Older Persons |7 97.4. | 28.9 ,/fhz.w s 47 4 74 36.8 21.0 //42 L% = R A Ce P
Housewives  |7793.6 | 31.7 2.6 | 68.2 ERTY 35.7 | 63.5 . 27.8 |54
. 8.2 o | ST
el , I Vs T D L e
White Collar %959 . o ST e 0.2 7 2.0 | 39.8 25.8 28.9
RIS NN IS NI
T T s T R
1 r - ’ 7 A L 4 ] i
White Collar 188,90 | 40.7 6.0 593 1 aag 2.0 556 | 3.6 [ a0 s
. /; o e // Vi //» g s - '/‘- ‘o /" -
v S 4 I -
= Py e . Ee
Blue Collar %903 “ | w73 710 6.5 28.3 j/go.o ] s1s N5 | sa9 )
. y . |70 b7y B
g - T 77 P
7 By j / s 7 L
| Blue Collar o4 | 379 | 2.8 | a7.0 a2 [a8s |56 | 33.3 . mjff |
e //’/' s g ",f e ) ,,f’v /,/,
. v / ,'4 // e /// /]

Note: Top 4 newspaper sections for each segment are shaded.

The Enterta1nment section is also W1de1y read, according to the

TTI f1nd1ngs. Advertisements placed on or near this page, for examp]e,
could stress bus routes that run to shopping malls and movie theaters,
as well as charter services for special group functions. These adver-
tisements could, again, emphasize convenience and enjoyability, but
they should be designed to enhance transit's appeal for purposes other

~ than the typical home-to-work trip.v'Simplicity of bus riding should
also be reasserted for young people who could use transit to get to
and from their leisure activities, rather than re]ylng on parents to
chauffer them in the family car.

OPTIMUM PROMOTIONAL THEMES AND ADVERTISING
MEDIA FOR EACH MARKET SEGMENT

To summarize, it should be pointed out that in discussing service
requirements, promotional themes, and advertising media, market seg-
ments have been grouped together whenever possible. These segment
"clusters" indicate common viéwing,-listening, or reading habits
among segments, as well as shared critical factors. Transit systems
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can effectively use this information regard1ng over]app1ng needs and
interests to plan the1r promotional activities for.more than one seg-
ment at a time. Thus, by capitalizing on ‘similarities, systems can
‘substantially reduce their advertising costs, without reducing the
effectiveness of the promotional campaigns. Figures 9 ’~145 represent
a fairly condensed summary of information for each market segment re-
garding media preferences and appropriate promotional themes, based

on service requirements. -The three promotional themes shown for each
segment are presented in order of ranked ‘importance, but not all of
these dimensions can be improved or promoted by small transit systems.
- Only the starred themes are currently within the scope of smaller oper-
ations. For example, the dimensions of convenience and status need

to be improved and subsequently promoted for white collar females.
Flexibility, although it was ranked first in importahce‘by this group
of females in Beaumont and Waco, cannot. be improved by small transit
Systems and should not be included in promotional campaigns. In
addition, each figure identifies other market segments which can be
attracted by the same promotional themes or reached via similar ad-
vertising media. (Such segments are designated by circles in each
case.) Because they identify both the medium and the message which
can.be-used to attract*potentiaT riders to the system, these summaries
should be wseful guidelines for anyone. interested 1n promoting trans1t
-to the public.
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1. Flexibility

all segments

Most Effective Promotional Themes
Aimed at Older Persons

% 2. Status % 3.

Enjoyability

|

1. Television

4-6 pm

Media

2. Newspaper

General News
Women's Section
Entertainment
“Dear Abby"
Sports

housewives

w.c.. femalesj

Figure 4. Optimum Promotional Themes

and Advertising Media.for 0lder Persons
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3. Radio

T

General News

Religion
Sports

7-9 am
6-10 pm
12-4 pm

b.c. females




Most Effective Promotional Themes
Aimed at Blue Collar Females

% 1. Status 2. Flexibility % 3. Convenience

b.c. males
housewives
w.c. males
w.c. females

b.c. males
w.c. females
older persons

all segments

Media
1. Television 2. Newspaper ' 3. Radio
General News
6-10 pm General News ;g?i ?gn
12-4 pm Entertainment d
9-12 am "Dear Abby" 7-9 am
4-6 pm
12-4 pm

older persons

housewives
older persons

‘ : .C. males
housewives w.c. fe

w.c. females

older persons

Figure 10. Optimum Promotional Themes
and Advertising Media for Blue Collar Females
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1.

1.

all segments

Most Effective Promotional Themes
Aimed at White Collar Females

Flexibility % 2. Convenience

w.c. males
housewives
.b.c. males
b.c. females

% 3. Status

b.c. females
b.c. males
older persons

6-10 pm
10— pm
4-6 pm

w.c. males
b.c. males

Media

Television 2. Radio

General News
Top "40"
"Easy Listening"

7-9 pm
4-6 pm
12-4 pm

b.c. males
b.c. females

il
Figure 11. Optimum Promotional Themes

3. Newspaper

General News
Women's Section
“Dear Abby"

housewives
older persong

and Advertisfng Mgdiﬁﬂfqg:White'Gelﬁar Femates
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Most Effective Promotioha] Themes
Aimed at Housewives

older persons older persons

w.c. females

Figure 12.  Optimum Promotional Themes
and:Advertising Meédia for Housewives
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1. Flexibility % 2. Convenience - 3. Speed
"b.c. females
b.c. males
all segments “w.c. females T
\ w.c. males
Media‘
1. Television 2. Newspaper 3. Radio
General News
. . Top Il40ll
6-10 pm General News
12-4 pm Women's Section Country & Western
4-6 pm |- "Dear Abby" 7-9 am
9-12 am
4-6 pm

w.c, females

b.c. females
b.c. males




Most Effective Promotional Themes
Aimed at Blue Collar Males

% 1. Convenience 2. Flexibility * 3. Status

b.c. females
housewives
w.c. females
w.c. males

b.c. females
all segments v older persons
w.c. females

Media

1. Television ' 2. Radio 3. Newspaper

: General News
Top "40" ;
6;12 gz Sports Gengggltgews
10— pm 7-9 am : Entertainment
' 4-6 pm
9-12 am

w.c. males
housewives

w.c. males

w.c. females

Figure 13. Optimum Promotional Themes
and Advertising Media for Blye Collar Males
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1. Flexibility

all segments

Most Effective Promotional Themes
Aimed at White Collar Males

Convenience

* 2.

w.c. females
housewives
b.c. males

b.c. females

Enjoyability

older persons

1. Television
i

6-10 pm
10— pm
4-6 pm

w.c. females
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Media
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Sports
Comics

Figure 14,

\

3. Radio

|

General News
"Easy Listening"
Sports

7-9 am
4-6 pm
9-12 am

Optimum Promotional Themes

and Advertising Media for White Collar Males

89




1. Flexibility

all segments

' Most Effective Promotional Themes
Aimed at White Collar Males

% 2. Convenience % 3.

w.c. females
housewives
b.c. males

b.c. females

Enjoyability

older persons

-

1. Television

|

6-10 pm
10— pm
4-6 pm

w.c. females

b.c. males

Media

2. Newspaper

General News
Sports
Comics

b.c. males

3. Radio

General News
"Easy Listening"
Sports

7-9 am
4-6 pm
9-12 am

Figure 14. Optimum Promotional Themes
and Advertising Media for White Collar Males
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It is believed that smaller transit
systems in Texas can benefit most
through utilization of a concentrated

marketing approach which focuses on a
few selected target markets. Gearing
service developments and promotional
campaigns to the needs and preferen-
ces of these potential markets will
maximize the system's chances for in-
creasing ridership as well as overall
revenues. ‘
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CHAPTER VIII
SﬁﬂﬁﬁﬂY'ﬁﬁﬁ RﬁﬂﬁﬁﬁiﬁﬁéTiﬁﬁﬁ

- The: spec1a1 character1stics wh1ch d1fferent1ate small trans1t
systems from those in metropolitan areas make it problematic to apply
many previous market research findings to Texas cities with populations
mder 200,000. For this research effort, therefore, two small cities
in Texas (Beaumont and Wace) were selected as study sites, and data ob-
tained on the following marketing topics:

1. Segmentation of the transit market into viable subgroups;

2. ldentificatien of serv1ce requirements sought by each
segment;. el

3. Promotional strateg1es, based on service requirements, to
effectively attract potential riders to the system; and

4. Popular information sources and media habits to identify
optimum advertising media for use in prometional campaigns.

The findings of this research enable smaller transit systems to begin
effective marketing efforts, if such programs have not been in operation
previously. Systems that are already involved with a marketing program
also will find the information useful, particularly for planning future
promotional campaigns and‘f@r~avaiuating previsus promotional efforts.

MARKET SEGMENTATION

=w1th‘the'undérstdndingithatﬁtransitﬂin*smé11érléftfés will not
attract, or be“used by, a majority of the total population, transit
representativeéshou]ddirect,service toward specific, target segments.
These population groupings will be homogeneous along one or more mean-
ingful dimensions,‘such~as.high1y similar transit needs and comparable
evaluation of transit, or correlated travel behavior patterhs.

One .of three broad marketing approaches is suggested for increasing
ridership response in smaller cities -- concentrated marketing. With
the Timited resources and lower service levels evidenced in cities under
200,000, a concentrated approach aims at only a few targeted population
groupings for (1) information dissemination, (2) promotional strategies,
(3) customer services, and (4) most important, service improvements.
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The alternative bases for transit market ‘segmentation were depicted

in Chapter III revo1v1ng primarily around

¢ Demographic characteristics of individuals

) Trave1 behavior characteristics -

o Attitudinal and- evaluative character1st1cs

e Benefits sought from transit, or service requirements

e Situational characteristics : ‘

Before attempting to utilize marketing segmentation, four requirements

must be met:

The first requirement is measurability, or the extent to which infor-
mation can be obtained about individuals on the part1cu1ar cr1ter1a
of interest.

The second condition is aecessibility, or the degree to which a
transit system can focus on chosen segments (for example, bus
routes may - not currently be provided to a spec1f1c segment, such as
suburban residents).

The third requirement is substantiability, or the degree to which
it proves worthwhile to focus on-chosen segments ‘based on their
size and .interest levels.

The fourth condition is.viability or Stabtlzty, that. is, the extent
to which the chosen segments are ant1c1pated to evidence a demand
for transit over time.

The TTI surveys in Waco and Beaumont uncovered six adult population

segments through a set of discriminant analysis procedures, as follows:

1. Older Persons (population 65+)

2.‘rBlue Collar Males (those who were craftsmen, operatives, laborers,
and service workers) _

3. Blue Collar Females (primarily private household or other
service workers)

4. White Collar Males (those in profess1ona1 managerial, clerical
or sales positions) .

5. .White Collar Females. (pr1mar11y cler1ca1 and sales workers)
6. Housewives '

It is not suggested, however, that smaller cities should attempt to

provide service for all six segments. - As was shown, concentrating on
four of the six segments . proves to be the most effeétive,marketing
strategy in cities with Tower levels of service} These four adult seg-
ments include: ‘ '
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1. Older Persons, comprising approxwmately 13 to 18 percent
of the adult population; .

2. Blue Collar Females, 1nc1ud1ng 7 to 9 percent of the adult
residents;

3. Housewives,.encompassing appfoXimate]y 31 or 32 percent of
sma]]er'cities'.popu]ation; and’

4, White Collar Females, compr1s1ng 12 to 15 percent of the
‘adult residents.

Younger persons,. ages 6 - 16, not included in the two TTI surveys also
provide an extremeTyAimportant'potentialxmarket'fer smaller systems.

- Especially .in citiés under 200,000, younger people can safely and effec-
tively utilize transit.. At this time, however, young people have not

- been primary.target.markets,forAsma]]er.transit‘systems.

SERVICE REQUIREMENTS

It was found that the working males in the sample population
(i.e., the white collar and blue collar males) could not be attracted
to smaller transit systems by any feasible service improvements. Their
reluctance to show even a marginal 1hc1ﬁnation.to.use“transit-1ed‘t0*
the decision to exclude them from consideration as part of the.potential
transit market. V .

White collar females, blue collar females, housewives, and older
persons,. however, indicated a 1ikelihood to use trans1t if service
improvements or promotional efforts were directed at the following
travel dimensions:

‘1. Convenience

2. SimpTlicity

3. - Enjoyability

4, Status :

These features, therefore, were selected as the optimum promotional
themes to be utilized in future campaigns to increase ridership. Two
other transit dimensions:  safety and. cost, were rated more favorably
Qy the sample than the corresponding automobile dimensions.. Therefore,




it was recommended that these features not receive major emphasis in
~forthcoming promotional activities because they are ‘already viewed so
positively. Other dimensions, which cannot feasibly be improved in
smaller systems because of the costs involved with rerouting and
rescheduling, should also be excluded from advertising and promotional
campaigns.  Examples .of such features are flexibility, speed, reliability,
and punctuality.:

Again, the most important decision, based on the analysis of service
requirements sought by each segment,iwas to exclude the working males
from the potential transit market. . Larger systems may be better equipped
to attract these segments, but smaller cities stand very little chance
of successfully encouraging a modal shift to transit. by these individuals.
Efforts and funds should, instead, by directed at those segments who
have not ruled out the possibility of transit ridership completely.

TRANSIT NEEDS

A discussion of transit needs involves both the topic of physical
needs and psychological needs. Physical transportation needs, by
- definition, include
o the designation of which trips are required,

¢ an estimation of the number of people requiring additional
transportation, and

¢ an estimation of the number ofatrips_required.
‘The designation of required 'tripS'most often involves an analysis of
trip purposes,:just:as:the selected mode of transportation is related to
both trip purpose and the need associated with it. Estimation of the
number of people requiring additional trips and the .number of trips
- required is based on both
e availability of transportation services, and

o affordability, in terms of financial and physical constraints
on the ‘individual's opt1ons

.Add1t1ona]1y, psychological transportation needs are thought to be
greater. determinants of modal choice than previously realized. Therefore,
it is extremely important that transit decision-makers begin. to take
these needs into account when. plannlng e1ther serv1ce 1mprevements or
promotional -strategies. : '




Furthermore, there is a minerity of individuals classified as
"transportation disadvantaged" who are even more apt,to be affected by
psychological needs and perceptual barriers than other individuals.

This group most. often includes:

o the elderly,

e the young,

o the poor, and

e the handicapped

These people who cannot (or choose not) to drive private automobiles
represent a key potentiaT market for mass transit, but the transit system
is not currently satisfying their transpertation needs. This is,
obviously, a major preblem for transit to resolve. ‘

{For a more comptete discussion 6f transit needs and the presen-

- tation of research findings, the reader is referred to Volume II,
Critical Factors Influencing the Demand for Transit.

PROMOTIONAL STRATEGIES

Promotional strategies adepted by transit systéms are classified
~in the following: four categories:. o

1. Increasing public awareness of the system;

2. Reinforcing the positive attitudes of current riders;
3. Encouraging a modal shift away from. the automebile; and
4

. Promoting new services, facilities, and conveniences that are
directed toward target markets.

. Increasing public awareness. - Potential market segments indicated,
on the average, that advertising would encourage them to ride buses more
often.. Previous promotional activities by the bus system, however,
were not widely remembered, although

® new buses,

() reduced, and

e shopping ‘trip specials
were recalled by certain segments with some regularity.

The need for factual information was evidenced by all segments,
who indicated that schedules at bus'stﬁps and improved printed maps and
timetables would be beneficial.
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Reinforeing eurvent ridership. One of the most detrimental variables
to transit usage is the number of automobiles per family. Whereas 30
percent of the TTI sample who never have personal access to a car take
transit to work, only 7 percent of those with occasienal access to a
private automobile use transit for work trips; and less than 1 percent
of those who always have access to a-car use transit for work purposes.
Similarly, transit use for purposes other than home-to-work trips is also
affected by the individual's access to the private automebile. In effect,
transit systems mﬁst encourage a modal switch away from. the private
automobile for members of one-car families, even though these individuals
may sometimes be classified as captive riders. e

Another significant segment which may be v1ewgé as captive rid@ws,
1s school-age children. On the average, only 12 percent (8 percent in
Beaumont; 17 percent in Wacoe) of the children in the TTI households
sampled used transit for scheol trips. These percentages were smaller,
in-both cases, than these indicating use of a private automobile for
scheol purposes. Furthermore, the percentage of children actually using
transit. for other purposes was even smaller, which further emphasizes the
need for more.extensive promotional campaigns tovincreasearidérship
among potential segments and reinforce the current patrons of the system.

Bncouraging a modal switch. Despite the importance of factors such
as travel time, reliability, and flexibility on modal choice decisions,
small systems cannot effectively improve or promote these travel dimensions.
Instead, small systems must work on'thé feasible service requirements
mentioned previously (convenience, simp]icity,tenjoyabiTity,.and status)
and reinforce the dimensions which .are already viewed as positive transit
features -- cbst and safety. Although these factors alone are not
enough to encourage many automobile owners, particularly the working
males, to switch to pub1icftran31%, the key group of choice riders is
the current non-users who may lack information and experience but still
- indicate a willingness to use the system;: This group. was found to include
large numbers of blue collar females, older persons, housewives, and-white

collar females in the TTI sample.

Promoting new services dirvected _'.t'owaf'd target markets. Because this
strategy involves the technique'of'market‘segmeatati@n'aﬂd»the identi-
fication of crucial factors:sought:for each target*mark@t;%the“vﬁaﬁer was
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referred to the section of this report entitled "Service Requirements"
for a more complete discussion of the topic.

ADVERTISING MEDIA

Not surprisingly, the most popular information sources among the
population suyrveyed, in order of importance, were:
1. Television -
2. Radio
- 3. Newspapers
Transit systems are encouraged to. utilize public service announce-

ments and press releases to increase awareness of the system and to
publicize service improvements, such as scheduﬂe~aﬂd:r@§te changes, the
purchase of new buses,. or the addition of benches at bus stops.

Most popular television viewing times among the TTI respondents
were found to be:

1. 6-10 p.m.

2. 4-6 p.m.

3. 12-4 p.m.

- Because of the high costs involved with paid advertising, small
systems will want to maximize the number of customers reached per
advertisement. Therefore, advertising which emphasizes one of the
recommended promotional themes should be broadcast during the 6-10 p.m.
time slot if possible. Most important, public service -announcements
provided by transit management/éhould be aired at this optimum evening
time period.

The most popular radio program among the TTI sample was "General
News", which re-emphasized the need for transit systems to -develop press
releases for inclusion in local news broadcasts. Other popular programs
include:

e Country and Western music

e Top "40"

e Easy Listening v

Programs aired during peak travel ‘times (7-9 a.m..and 4-6 p.m.)
capture the largest listening audiences, and systems should utilize
these time periods to encourage a modal switch to transit.
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The number of people indicating time spend 1istening to FM stations
was quite small. Therefore, it was suggested that, except when free
advertising is available, transit systems should not utilize this medium.

Finally, newspaper sections read most frequently by the TTI
were:

1. General News

2. Entertainment

Small Systems are encouraged to utilize press releases to obtain
coverage in the General News section of their local newspaper. Also,
advertisements designed to enhance transit's appeal for purposes other

- than work trips should be placed in or near the Entertainment section.
Such advertisments could emphasize bus routes which run.to recreational
areas, movie theaters, shopping malls, and so forth.

TRANSIT MARKETING IN PERSPECTIVE

. The underlying CQntention.af.this&repertwisufhaiasmail transit .-;wm;
systems will benefit from utilization of a marketing approach. Iden-
tification of specific service requirements sought by the potential mar-
ket enables small systems to more efficiently plan both the allocation
of limited operational resources and.the optimum promoetional strategies
to increase ridership. Because of their restricted budgets and a lack
of automobile deterrents in smaller cities, - transit management——
often finds it especially difficult to attract nonécaptive riders to the
system. The technique of market segmentation, however, allows systems to
design.promotiona1 activities and service improvements which are geared
to the particular ne@ds~aﬂd'pﬁ@f@?ﬁﬁ@ésVéf;gffﬂifiE’target segments, thus
maximizing the effectiveness of the overall transit service.

) Although many systems think of marketing solely in térms of promo-
tional activities,}a sdccessfu] marketing program actually includes
the following five components, presented in order of importance:
e Market Research
o §ervice Development

* o
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o Information Dissemination

e Promotional Strategies

e Customer Services / Public Relations

The TTI research is a comprehensive effort which integrates all
five marketing dimensions; the major emphasis, however, is on market
research and service development -- the key components in any market-
ing program. What distinguishes the TTI research effort is that all
recommendations and conclusions are based on objective criteria. for
ascertaining service alterations and improvements, as well as promo-
tional strategies. Service requirements, for example, were identi-
fied for each market segment by asking the members of the sample what
they felt was necessary and important, rather than relying on the
subjective opinions of researchers, transit personnel, or others out-
side the particular transit market being analyzed. Thus, system manag-
ers are provided with an objective rationale for decision-making re-
garding service improvements, based on the actual transit needs and
critical factors sought by the public.
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APPENDIX A

QUESTIONNAIRE USED IN BEAUMONT AND WACO
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TRANSPORTATION SURVEY FOR
s - WACO RESIDENTS .

I. NEEDED COMMUNITY,IMPROVEMENTS

Below are a listofproblems facing: wac@*s Which ONE do you th1nk is the most u rgentakm
and press1ng?

Which ONE, in your opinion, is the: second largest problem?

(PTease check the two appropriate boxes.)

First Second

Problem Problem
Road and street repair - - - - - - - - - - -[]- - =[]
Air and water pollution- - - - - - - - - - - [7]- - -]
New industry and jobs - - - - - - - - - - -[7]- - -[]
Cost of city government- - - - - - - - - - -[]- - -1]
Race relations- - - - - - - - - = - - - =[]- - <[]
Public transportation/mass transit - - - - - - -] - - - []
Crime- - - - - - - - - - - -« - - - - -]7]- - -1]
Property taxes- - - = = - = = = = - - - -[]- - -[]

II. TRAVEL IN YOUR HOUSEHOLD

.1, How do you normally get to and from the following places?
(Please check the appropriate boxes.)

Drive a  Passenger in :
Car/Truck a Car/Truck Bus Taxi Walk Bicycle Motorcycle Other Not Applicable

S

a. Work
b. Schoo]

c. Grocery
Shopping
d. Nonfood
" ghopping
e. Visit
friends

f. Medical or
dental visits

g. Church
activities
~h. Personal
business or
recreation - -

Ooo oo

oo
Oooooo DVD
ooo0ooo DD
0 O0ooo DD
00000 DEJ
0O 0OO0OOo0 o0
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0 ooooooo!
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2. For those purposes that you are not currently using buses, would you consider riding
a bus for the following trips? T{PTease check the appropriate boxes.)

Extremely Not Very Extremely I Use a
; Likely - Likely Neutral Likely Unlikely Bus Now
. a. Work | [] L] L] [ L]
b. School 1 ] ] Rl ] ]
c. Grocery . L ?
“shopping ] 1 | 1 1 L]
d. NOnfooq '
B »shopping [:[ D D D D D
e. Visit - | | | !
- friends 1 [ ] L1 Ll [l
f. Medical or
- dental visits [] ] Sl [ 1] L]
g. Church -
‘activities ] 1 | ] 1 L
h.: Personal _
o -business or 4
'~ recreation ] N [] [T L] |

3. If you have any children under the age of 18, how do they normally get to the following
places? (Please check the appropriate boxes.)

Drive a Passenger in . = : ‘ ' - -
Car/Truck a Car/Truck Bus Taxi Walk Bicycle Motorcycle Other Not Applicable

S NAAR T

asst O 00 O O O O O 0O o0
b. Shopping H O O O o o g O 1
“fMes 0 OO0 OO OO O 0O
d. Recreation ] »[:] ] ] [:]' ] L] L] ]




10,

11.

Please check the one sentence which best describes you:

I don't use public transportation and I never have in the past.

I don't use public transportation at the present time, although I have used it in
the past.

I sometimes use public transportation, but only when I have to.

I sometimes use public transportation by choice.

I am a regular user of public transportation by choice.

I am a regular user of public transportation because I have no alternatives.

OOH0 0o

Do you have a current driver's license?

[1 Yes [] No

How many persons, including yourself, Tive full-time in your household? (Please exclud
anyone living away from home while at school or col1ege.{

persons aged 16 and over; persons aged 6-15; persons aged 0-5.

How many of each of the following types of vehicles, in work1ng order, are operated by
members of your heusehold (ineluding yeurself)?

cars (incl. campers, trucks); __ motorcycles;  bicycles.
To what’extent do you norma]]y have personal use of a car available to you? (check one
[i] Always [:] Most of the time [_| Part of the time [ ] Occasiona]ly':[:].Never.
How far is your residence from a‘bus stop? ___ blocks; __ unsure.

If you work: a. How far is your work place from a bus stop? =

_blocks, ___ unsure.
b.. Is your car needed for;yeqf-work? 1 Yes ] No
"¢. Where is your work (address)?’

What is the name of the bus company in Wacof:
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III. YOUR OPINIONS ON TRANSPORTATION AND PERSONAL TRAVEL

Below are listed a number of statements relating to transportation facilities and
personal travel; you will probably agree with some of them and disagree with others.
Please answer by circling the letter which best represents your feeling about each of
the statements, according to the following codes:

means Strongly Agree

means Agree Somewhat

means Neither Agree nor Disagree
means Disagree Somewhat

means Strongly Disagree

I much prefer driving a car to being a passenger inone . . . . . . .A a o

A0 Y T

I really can't see much of a future for public transportat1on~ . « . « <A a o
There should be greater emphas1s on improving bus service and less on

building freeways. . .. . . e e e e e e e e w . . . . JA a o
Government investments in mass transit are a good way to help reduce

air pollution . . . . . .« . .« < . ..« o . . . . . A ao
The idea of carpooling doesn't appeal tome . . <« . . . . . . . .A a o
If more people used buses, the freeways and roads would be less crowded

for those who use automob11es. Y S T+
A major advantage of buses is that children (ages 6 through 15) can be

less dependent on their parents . . . .. . .« ... . . . . . . .A a o
Only the Tower income groups will ever use buses. . « . . . . . . .A a o
There is not an energy crisis now and there will not be one for the

next five years . . . .+ . . . .+ « « ¢ e v v o« « . <A a o0

I might use buses more often if it were s1mp1er to obtain 1nformat1on
about routes and schedules. . . . . . . < . . . . . . . . A a o0

Traveling by bus is so much more relaxing than driving. . . . . . . .A a o
The space available for parking should be reduced to d1scourage the use

of cars in the downtown area . A a o
City tax money should be used to provide special transportat1on for

people age 65 and older. . . e e e e e .A a: o
I hate to be tied to fixed schedules for traveling.. .A a o
I've got bad memories of buses. v ’ .A a o
Waco: does not have traffic congestion . . . . . . . . . . . .A a o
I've never really bothered to find out details about what city bus

services are available around here . . . . L -
Eaco “Transit System.sheuld eans1der methods . ether than ‘buses: for.

moving riders inWece. . . . . . . . . . . . . . . . . . A ao
I'd much rather peop]e saw me arr1v1ng at work by car than getting off

abus. . . . .. . . . e e e e e e e e e e e e e . <A a0

I could manage without a car for a few months if I had to. . .. . . . . A a o

City tax money should be. used to prov1de spec1a1 transportation for
handicapped people in- Waco e -
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I should ride the bus more often, as it relieves congestion .

A 1ot of my friends and acqua1ntances Judge peop]e by the type of car
they drive . .

Everyone has a r1ght to drive his car just as much as he wants .
Special freeway lanes should be set aside for the use of high-speed,

non-stop buses into and out of downtown HWacoe-during vush. hours. ..
I'11 never travel by city buses no matter how much they improve the
service e e e e e e e e e e e e e e e e e

" Parents should not allow children (between the ages of 6 and 15) to ride
buses by themselves . e e e e e e e e e e

Bus service ought to be considered a pub]ic service like Tibraries,
schools and parks. . . . . . . .

IV. TRANSIT FINANCING

How satisfactory are the following approaches to financing transit?
(Please circle the appropriate number according to the following codes.)

means Very Satisfactory
means Satisfactory

means Neutral

means Unsatisfactory
means Very Unsatisfactory

T WMN -

Increase property tax.

Increase local sales tax.

Increase state sales tax. . . . . .+ « .+ .+ .+ .+ .+ . .
Increase taxes on gasoline . . . . . . . . . .

Increase transit fare. . v .« .« .« o« 4 oa .

Other (specify). . e e e e e
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V. YOUR OPINION OF CAR TRAVEL IN WACH -

On the scales below, please give your general opinion of car travel in 'Waco: from a
user's viewpoing,
Circle a number for each "car travel characteristic" to describe the most appropriate

description. For example, on the COST OF TRAVEL characteristic, if you think cars are
extremely expensive, circle a "7"; however, if you think they are slightly inexpensive,

circle a "3", and so forth.

Neither or

Extremely Quite Slightly Both Equally Slightly Quite Extremely
CAR TRAVEL .
CHARACTERISTICS
PUNCTUALITY On-Time Arrivals 1 2 3 4 5 6 Late Arrivals

ATy < h e Complicated

SIMPLICITY Simple to Use 1 2 3 4 5 to Use

Safe Form Pangerous
SAFETY of Travel T2 3 4 5 Form of Travel
Y Modern Form 01d-Fashioned
MODERNITY of Travel 1 2 3 4 5 Form of Travel
gggggﬁTRgggipg%c;)' Comfortable 1 2 3 4 5 Uncomfortable
SPEED Fast 1 2 3 4 5. Slow

High Status | - Low Status
STATUS Form of Travel 1 2. 3 4 S Form of Travel

i Convenient Inconvenient
CONVENIENCE Form of Travel 1 2 3 4 5 Form of Travel
' Enjoyable Unenjoyable

ENJOYABLENESS Form of Travel 1 2 3 4 5 Form of Travel
COST OF TRAVEL “Inexpensive 1 2 3 4 5 Expensive

Reliable Unreliable
RELIABILITY Form of ‘Travel 1 2 3 4 5 Form of Travel
| EYTR: Flexihle Inflexible
FLEXIBILITY Form of Travel 1 2 3 4 5» Form of Travel
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VI. YOUR OPINION OF BUS TRAVEL IN WACO

On the scales below, please give your general opinion of bus trave]”in_ybco ‘- Base
your opinion on what you know or have heard about the bus system, even if you have never
ridden buses yourself.

" Please circle the appropriate number for each "bus travel charcteristic" as you did in
the previous question.

BUS TRAVEL
CHARACTERISTICS

Neither or

Extremely Quite Slightly Both Equally Slightly

AT

Quite Extremely

b2

PUNCTUALITY

On-Time Arrivals

Late Arrivals

SIMPLICITY

Simple to Use

Complicated
to Use

SAFETY

-Safe Form

of Travel

Dangerous
Form of Travel

| MODERNITY

Modern Form
of Travel

01d-Fashioned
Form of Travel

COMFORT (Seats,
Noise, Ride, etc.)

Comfortable

Uncomfortable

SPEED

Fast

STow

STATUS

High Status
Form of Travel

Low Status .
Form of Travel

CONVENIENCE

Convenient
Form of Travel

Inconvenient
Form of Travel

| ENJOYABLENESS

Enjoyable
Form of Travel

Unenjoyable
Form of Travel

1 COST OF TRAVEL

Inexpensive

Expensive

| RELIABILITY

Reliable

Form of Travel

Unreliable
Form of Travel

FLEXIBILITY

Flexible .
Form of Travel

Inflexible
Form of Travel




VII. BUS REQUIREMENTS IN WACO .

The following is a list of possible changes which could occur in the Haco bus system. .

Please answer by circling the number, according to the following codes, which best
explains how likely you would be to ride the bus:

1 means Extremely Likely

2 means Likely

3 means No Difference

4 means Not Very Likely

5 means Extremely Unlikely ‘
If the routes were closer to home, work or shopping. .1 2 3
If the bus ran more frequently on these routes . . .1 2 3
If the buses were safer to wait for or to ride on .1 2 3
If the trip did not require sitting next to strangers . .1 2 3
If the drivers were more courteous and considerate . .1 2 3.
If the people on the bus were more sociable e e e .1 2 3
If the bus picked you up and dropped you off at your front door. .1 2 3
If more information were provided about bus routes and schedules .1 2 3
If the trip took Tess time than an automobile trip . . . . . .1 2 3
If the trip took the same amount of time as an auto trip . .1 2 3
If the trip were as safe-as an automobile trip .1 2 3
If the trip did not go through downtown Kaco . .12 3
If there were always a seat available .1 2 3
If the buses ran closer to the places you wanted to go. .1 2 3
If there was better night and weekend service. . .1 2 3
If there was better busHService between shopping centers. .1 2 3
If there were shelters atvbus_stops T
If you could drive to a nearby free and secure parking area and ride an

express bus to downtown (i.e., park-and-ride) . . . . . . . 1 2 3
If your friends. and associates were also using the transit service. 1 2 3
If the buses always arrived and'departed at the scheduled time . 1 2 3
If there were benches at bus stops . . . . . . . . . 1 2 3
If community leaders stressed the need to use buses for environmental
PEASONS. « &+ v v v 4 e e e e e e e e e e e e .1 2 3

If Tow bus fares were maintained (not to exceed 25¢) .1 2 3
If it was not necessary to have correct change .1 2 3
If better telephone information service was available . . .12 3
If the trip did not require transfers .1 2 3
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VIII. INFORMATION ABOUT TRANSIT

We would Tike to find out some good ways of informing people about changes and improvenments
in the transportation system for roads, safety, buses, etc. Please answer the following
questions concerning your preferences in radio, TV, newspapers, and the like.

1. How much time, on the average, do you spend eaéh day using a newspaper, the radio, etc

ffReadiﬁg'the Newspaper Reading Magazines
"Don?t'read the newspaper Don't read magazines
- 1-30 minutes _ 1-30 minutes
31-60 minutes 31-60 minutes
Over 1 hour 4 Over 1 hour
Listening to the Radio Watching Television
Don't Tlisten at all Don't watch at all
1-60 minutes 1-60 minutes
, 1-3_hours 1-3 hours
Over 3 hours Over 3 hours

2. Which newspaper(s) do you normally read at least 3 times per week?

___Nome  _ - Waed'Herald - - Waco Tribune ¢ 1o - ‘
_ MWace Citggen .- - - - . -Other:(which ene? __ . )

3. What sections of the newspaper do you usually read? (Pl@ﬁ%@ﬂeﬁEQg,y@ure4'faycrites.)

General newsv(first section) Want Ads

Comics Ann Landers or Dear Abby
Sports : Entertainment
Women's Section , Advertisements

Business Section Other (which? = L




4. What radio stations do you,usually Tisten to? Please check the one(s) you listen to at

Teast 3 times per week, and ALSO check the time(s) you normally Tisten to each.

Station
AM  7-%9a.m. 9a.m.-Noon Noon-4p.m. 4-6p.m. 6-10p.m. 10p.m. on

)
|
i
l

1«0 s
1 ig'}i?.‘_;
D ‘g”'z‘»‘*:‘: i
g & T T T s
AR R : ‘
S
S H
1 o -
15§ S
L1 5 R
el s R -
&

§. What programs do you usually listen to (please rank‘yeur first 4 choices)?

— _None .. o "Tgp-40" Music

. News - 2 - Country and Western Music
 ____ Religious Programs ____ Classical Music

) Sports Pregram$~ _____ "Easy-Listening"
‘._;_;;;Talkéshows- : 7 Other Programs

6. What T.V. stations do you usually watch? Please check the one(s) you watch at least

3 times per week, and-ALSO check the time(s)-you nermally:watch each.

Stati@n*ﬂ@ﬁannelify{ﬁ;;

7-9a.m. 9a.m.-Noon Noon-4p.m. 4-6p.m. 6-10p.m. 10p4m on

minber on-dial)
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10.

.

12.

1.

" How might information best be provided to make bus riding in

Do you normally read Teaflets left at the door of your residence?
| Always __ Almost always __ Sometimes __ Never
Do‘you normally read advertisements that arrive in the mail?
Always ~__ Almost always ______Sometimes ___ Never
Do you ﬁorma]]y read billboards within the city limits?
Always ____;_Almost always __;___Sometimes - Never

Dg yog think that advertising the bus system would encourage you to ride buses more
often?

_ Yes  No  Sometimes " Unsure

. Improved route signs on buses | " Schedules ‘&t bus stops

Improved printed maps and timetables ‘Better telephone information service
Information booths at shopping centers Other (specify)

i

Are you aware of any promotional activities by Waco: ?rams1t &ystem,1n the
past year to encourage the use of their buses? =

Yes No

If yes, which ones do you recall?

IX. INFORMATION ABOUT YOURSELF

Do you have a physical disability which makes it difficult to ride the bus?

Yés “No ‘Don't know
(If your answer to the above was "no" or "don't know," please go to question #4.)

2. MWhich of the f0110w1ng most 1imits you, or a member of your household, from using

the bus?
01d age , “Hard of hearing or deaf
Paralysis or loss of 1imbs , Mental or nervous condition
Heart condition Respiratory disability
Partially sighted or blind Other (please specify: = )
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3. MWould you (or the disabled household member) be more 1ikely to use public transit
if special services (pickup from your house on call) were provided in this area?

More likely Less likely - No difference Don't know

4. How long have you lived at your present address?
years
5. How Tong have you lived in Waco?
years
6. What is your sex?
~_ Male ___ Female
7. What is your marital status?
—__Single __ Married __ Other
8. Please check your age group.

T 18-24  _25-3%  __35-44  __45-54  _55-64 65+

9. What is the last year of school you completed?
___9th grade or less —__10th or 11th grade —_ High school graduate

—__ Some college —_College-graduate " ‘Some graduate school

10. What is your current occupation, in as specific terms as possible?
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COMMENTS

Thank you for your cooperation.
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