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——— INTRODUCTION — ——
“

This handbook was designed with a two-fold purpose in mind:

1) to familiarize individuals interested in transit
with the basic components of a marketing program; and

2) to provide specific examples of promotional tools and
campaign ideas.

It is hoped that all systems, regardless of size and previous marketing
experience, will find the material interesting and useful. To avoid unnec-
essary repetition, all discussions have been kept brief and general in na-
ture. If further informationon transit marketing is desired, two techni-
cal reports are available either from the Texas State Department of High-
ways and Public Transportation or the Texas Transportation Institute:
Identification of Market Segments: An Analysis of Transit Needs and Ser-
vice Requirements and Critical Factors Influencing the Demand for Transit.

The statistical findings presented in this handbook come from two dif-
ferent data bases:

1) a nationwide survey of transit marketing directors; and

2) a transportation survey of residents in Beaumont, and Waco, Texas

This information provides an objective basis for decisions regarding
the effectiveness of marketing strategies and promotional campaigns and
facilitates the identification of service requirements and media prefer-
ences within the transit market. In addition, the data provided here ex-—
emplify transit market research and could be used, therefore, as guide-
lines for future research efforts.
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WHAT IS TRANSIT MARKETING 7

Transit marketing is based on the idea of sat-
isfying the service and information needs of both
current and potential patrons . Decisions about
what services Shouldbecﬁfered and how these ser-
vices should be communicated and promoted must be
consistent with customer needs and desires. If at
all possible, this information should come from
the consumers themselves, so that transit managers
have an objective basis for their decisionms.

Listed below are the five essential components
in a transit marketing program:

I MARKET RESEARCH
2 CUSTOMER SERVICES/PUBLIC RELATIONS
3 INFORMATION DISSEMINATION
4 SERVICE DEVELOPMENT

S PROMOTIONAL STRATEGIES




G _STR GIES

There are basically three marketing strategies
which could be utilized in the transit industry:

® UNDIFFERENTIATED MARKETING
® DIFFERENTIATED MARKETING

® CONCENTRATED MARKETING

Tn UNDIFFERENTIATED MARKETING, transit
decision-makers choose to disregard any differ-
ences between population segments and focus, in-
stead, on the common needs or preferences of the
population. By attempting to provide a system
that appeals to the entire market, however, the
potential interest and usage which could be stim-
ulated with a more selective marketing approach
is lost.

With DIFFERENTIATED MARKETIMNG, the transit
system still attempts toc appeal to the entire
market, but the population is divided along some
descriptive dimension(s) and each ségment is ap-—
proached with a different marketing program.

The third approach, CONCENTRATED MARKETING,
relies on appeals to a specified proportion of the
total population. Instead of attempting to attract
the entire market, this strategy is designed to
meet the needs of only as many population segments
as the system can effectively serve. Focusing a
strong marketing effort onm a few, well-chosen seg-
ments is a very efficient approach for public ser-
vice operations that are faced with limited re~
sources., Thus, this strategy appears very use-
ful for increasing transit ridership.

POTENTIAL NON-POTENTIAL
MARKETS MARKETS




Market research is considered the foundation of
any marketing program, because it helps transit
personnel to understand what makes the consumer
decide to buy transit services. - Specifically,
research facilitates the identification of popu-
lation segments representing current and poten-
tial transit patrons, and determines the factors
which influence transit use among the population.
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Transit systems cannot provide a service to be
used by the consumer without fundamental knowledge
of the market, including:

® PERSONAL CHARACTERISTICS
o TRIP‘MAKING PATTERNS

® TRAVEL NEEDS |

® TRANSPORTATION ATTITUDES

® POTENTIAL DEMAND PER POPULATION
SEGMENT

Once this information is obtained, decision-
makers will be able to correctly identify the po-
tential users of transit and can plan both ser-
vice improvements and communications strategies
to appeal to these individuals. By concentrating
on the needs and desires of the potential market
in this way, transit personnel optimize their
chances to increase patronage of the system.



The importance of ascertaining population seg-
ments along one or more meaningful dimensioms,
such as homogeneous travel patterns and propen-~
sity to use transit, similar service requirements
sought, or comparable socioeconomic and attitudi-
nal characteristics cannot be over-emphasized.
The concentrated marketing strategy mentioned
previously is consistent with this idea.

ON WHAT BASIS DO YOU DIFFERENTIATE MARKET SEGMENTS?
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Most of the alternative bases for transit ‘mar-
ket segmentation revolve primarily around:

demographic characteristics;
e travel behavior characteristics;
e attitudinal and evaluative characteristics;

® benefits sought from transit (service
requirements); or

e situational characteristics.




Using these criteria and a set of discriminant
analysis procedures, six adult population segments
were uncovered:

1. Older Persons (population 65+)

2. Blue Collar Males (craftsmen, operatives,
laborers, and service workers)

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

4. White Collar Males (professionals, mana-
gers, and technical or sales persons)

5. White Collar Females (clerical and sales
workers)

6. Housewives

Several of these different bases were utilized
for dividing the potential transit market in Beau-
mont, and Waco, Texas:

e demographic characteristics, including
age, and socioeconomic (occupational)
characteristics;

e transit attitudinal characteristics; and

benefits sought from transit.




The chart shown on this page contains the re-
sults of one of the discriminant analyses under-
taken for the six market segments. It points to
high homogeneity of nine transit-related attitudes
within the six predicted segments. In addition,
the same segment clusters emerged from an analysis
of 38 transit service requirements. The dif-
ferences in the predicted segments' and the actual
segments' attitudes toward transit are indicated,

but it can be seen that the degree of misclassi- For example, the figures indicate that older
fication is extremely small, pointing to the exist- persons were perfectly homogeneous in terms of at-
- ence of six viable adult segments inregard to titudes toward transit, followed by white collar
transit-related attitudes. males and blue collar females. Blue collar males

showed the least effective clustering, with 9 per-
cent having attitudes similar to housewives and
others possessing opinions similar to blue collar
females, white collar males, or white collar fe~-

DISCRIMINANT ANALYSIS OF TRANSIT ATTITUDES males.
. BLUE BLUE WHITE WHITE
B OLDER | COLLAR COLLAR COLLAR COLLAR
PERSONS MALES FEMALES MALES FEMALES | HOUSEWIVES
OLDER PERSONS 100 0 0 0 0 0
- BLUE COLLAR MALES 0 84 3 3 3 g
J BLUE COLLAR FEMALES 0 0 2 0 2 6
WHITE COLLAR MALES 0 2 1 93 0 4
WHITE COLLAR FEMALES 0 0 2 3 R 3
HOUSEWIVES 0 2 1 0 2 86 In conclusion, segmenting the market provides
a basis for determining, as closely as possible,

the transit needs and services sought by target
segments. These findings can then be integrated
so that information dissemination, promotional ef-
forts, customer services, and service improvements
are based on customer needs and preferences.




CUSTOMER SERVICES/PUBLIC RELATIONS s

“

The primary objective of customer services and
public relations is to earn public understanding
and acceptance of the transit system. To do so,
activities must be aimed at changing consumer
attitudes so that transit will be viewed as a
socially acceptable transportation mode.

Customer service and public relations activi~
ties are very consumer-oriented, and most actu-
ally involve direct contact with the public, such
as: telephone information service, manned infor-
mation booths, educational programs in schools and
voluntary organizations, and service representa-
tives.

® EDUCATIONAL PROGRAMS FOR ADULTS
AND SCHOOL-AGE CHILDREN

Transit decision-makers have been forced to
accept the idea that most consumers will not use
the transit system just because it is there.
First, the services must be promoted and, most
importantly, attitudes must be changed so that
i g the system is viewed favorably by the public.
o\ AT oo : Therefore, advertising should focus on transmit-
o ting ideas that will enhance transit's image as
well as simply attempting to sell transit ser-

® TELEPHONE INFORMATION SERVICE vices.




Again, the emphasis of customer service and

public relations activities is on educating the.

market so that transit services will be under-
stood and accepted. It 1is important, however,
that these activities be integrated with other
on-going marketing programs. For example,

¢ programs involving rider information must
be consistent with the implementation of
service improvements,

e all community relations activities should
be coordinated with the system's promo-
tional campaigns, and

e personnel in customer services should
continuously provide the marketing
research program with feedback they
receive from the community.

® MANNED INFORMATION BOOTHS

® COMMUNITY FOCUS GROUPS

Such an exchangeofinfcrmationandideashelpsin—
sure consistency within the marketing department

which, in turn, increases the effectiveness of
subsequent activities.




In general, service requirements (which are
also referred to as critical factors) are those
changes in the existing transit system which in-
dividuals feel are necessary to encourage their
patronage. iThrough market research, transit per-
sonnel can identify these critical factors and
subsequentljplanservicedevelopmentswhich would
improve theisystem's ability to satisfy the pub-

" lic's needs and desires.

One method used to detérmine public attitudes
toward transit is to ask individuals to evaluate
buses and automobiles along various travel dimen-
sions. In this way , systems can determine the

_areas of transit service which are viewed most
negatively by the public and which are apt to in-
hibit the use of existing services. Results of
such an analysis by TTI are shown below:
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Negative evaluations of transit as compared to
automobiles indicate a need for service improve-
ments in those areas. Not all, however, can be
remedied through feasible service developments,
particularly for smaller systems. Managers must
decide which areas canbe improved, keeping with-
in the limits of the current operating budget.

Of the twelve travel dimensions shown here,
the following four were selected as ones which
could be enhanced with feasible service develop-
ments and corresponding promotional campaigns:

® CONVENIENCE
® SIMPLICITY
® ENJOYABILITY

® STATUS

Other travel dimensions which are evaluated
unfavorably by the public may be impossible to
improve because of the costs required to increase
service frequency or flexibility. The dimensions
of punctuality, rveliability, speed, and flexi-
bility fall into this category.




SERVICE DEVELOPMENTS TO IMPROVE COMVENIENCE

The following list of convenience-related ser-
vice developments were identified as critical fac-
tors for the TTI study sample:

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

e the bus should run more f?equently on
these routes

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

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

e there needs to be better night and
weekend service

o there should be better service between
shopping centers

e the trip should not require transfers

o correct change for fdres should not
be required

- Of these, decision-makers must determine which
ones are within the scope of their particular
transit operation and make plans to implement

. those changes accordingly. Efforts to reduce

headways or decrease the average distance to bus
stops, for example, involve extensive rerouting
and rescheduling and are, therefore, very costly
for the system. On the other hand, most systems
could easily ellminatethe'requlrement of correct
change for fares by offering monthly passes or
ticket books or by allowing drivers to make small
change for riders (i.e., change for no more than
one dollar per person).

10




SERVICE  DEVELOPMENTS TO IMPROVE SIMPLICITY

In the area of transit, simplicity refers to
ease of use. Most often, efforts to improve sim-
plicity involve the dissemination of rider infor-
mation, such as:

® route maps,

e Dbus schedules,

e fare structures, cmd
e special services

Maps and schedules should be reformatted, when
necessary, to increase readability and eliminate
confusion, andspecial services should be outlined
separately to distinguish them from regular trans-
it services. Furthermore, systems operating in
cities with a high proportion of minority resi-
dents should offer bilingual rider information to
serve the non-English speaking potential market.
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Buses and bus stop signs must be clearly iden-
tified, and whenever possible, informative sign-—
age (such as destinations and timetables) can be
included.
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Finally, telephone information service sh01.1ld
be emphasized as a means of providing information
on a more personalized level. Operators, however,
must be trained to answer questions quickly and
accurately, and systems should keep track of the
number of calls received each day so that the ser-
vice can be expanded as needed.




SERVICE DEVELOPMENTS TO IMPROVE ENJOYABILTI Y

Under the travel dimension enjoyability, the
service improvements most desired by the TTI
study sample were:

e shelters at bus stops,
e benches at bus stops, and

e guaranteed seating on the bus.

The main purpose of shelters, of course, is to
protect transit riders from inclement weather.
The specific design chosen, however, will depend
primarily upon the financial constraints faced by
the system.

Benches at bus stops will help reduce the in-
convenience of having to wait for the arrival of
the bus, particularly for elderly riders or shop-
pers with packages. The number of benches pro-
vided and their location should be based on cus-
tomer needs, as determined by market research.
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Many female and elderly patrons indicate a
desire for guaranteed seating on the bus, also.
While peak runs may be too crowded to permit such
a guarantee, systemsmay periodically place signs
near the front of the bus reserving places for
the elderly. Additionally, shoppers would bene-
fit if package space was provided either above
bus seats or near the exits.

7/ RESERVED
for the
ELDERLY

Citywide
Trzrrs’ii

Air conditioning is becoming increasingly im-
portant to transit riders, and should, therefore,

‘receive serious consideration, particularly from

those systems in warmer climates. The importance
of other features, such as carpeting, music, leg
room, and tinted glass, is still being debated,

~but it appears that once an acceptable level of

comfort and amenity is reached, additional fea-
tures will not appreciably affect ridership.

SERVICE DEVELOPMENTS TO IMPROVE STATUS

Transit systems must overcome the negative im-
age attached to buses before they can expect to
attract non-riders to the service. In other words,
systems must convince the public that buses are
a socially—-acceptable transportation mode.

The stereotype of buses being used only by low-
income individuals is incorrect, but systems must
rely more on intensive image-building promotional
campaigns than actual service developments to cor-
rect this false impression. The one thing that
transit personnel can do to improve the status of
buses is to make the interiors and exteriors of
their fleet as attractive as possible. Cleanli-
ness should be emphasized continually, and needed
repairs should be attended to as quickly as pos-
sible. Such activities will upgrade the image of
the bus while simultaneously increasing the enjoy-
ability of the transit ride for the current patroms.




PROMOTIONAL STRATEGIES

...... AR
Although there is a tremendous variety of pro-
motional strategies utilized by transit systeéms,
they can generally be classified into the fol-
lowing categories:
® Increasing.public awareness;
e Reinforcing the positive attitudes of
current riders;
g e FEncouraging a modal shift away from the
automobile; and
® Promoting new services, facilities, and
conveniences.
0f these, the most frequently used approaches are
aimed at keeping the transit system in the pub-
lic eye, and making information about the various
services and facilities available to the public
to improve the simplicity of the system. DO YOU THINK ADVERTISING THE BUS SYSTEM
WOULD ENCOURAGE YOU TO RIDE BUSES MORE OFTEN?
YES
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Jeovvew

DD 22D D5

B - PERCENTAGES
14




INCREASING PUBLIC AWARENESS
“

Decision-makers must recognize the fact that
no matter how good their transit services may be,
no one will be attracted to the system without a
basic knowledge and understanding of its opera-
tion. Thus, the first task for transit promoters
.is to increase the public's awareness of the sys-
tem, and provide interested individuals with all
necessary rider information. This will include
factual information such as route maps, schedules,
and fare structures as minimum requirements. Addi-
tionally, if telephone information -service is
available, its number should be widely publicized
so that people can obtain information on an indi-
vidualized basis.




HOW TO USE
NASHVILLE’S
ECONOMY CAR.

NASHVILLE’S ECONOMY CAR.

RTA REPORT TO THE COMM

GOOD MOVES
BY YOUR JTA

JACKSONVILLE TRANSPORTATION AUTHORITY
MAKE YOUR GOOD MOVES WITH
ITA TODAY! 24 Hour Bus Info 354-7881
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One of the most popular methods of increasing
public awareness and encouraging new ridership is
to provide free passes for a limited period of time.
This strategy has been found tobea fairly effec-
tive, yet inexpensive, method of increasing con-~
tact between nonriders and the transit system.
Some transit decision-makers believe that once
individuals have given buses a '"trial ride" they
will be more apt to return to it againin the
future.
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REINFORCING THE POSITIVE ATTITUDES
OF CURRENT RIDERS

Reinforcing current ridership is especially
important for the system because transit patrons
are apt to be more favorably disposed toward the
system, and their positive attitudes and evalua-
tions could influence nonriders in the community.
In this way, current riders, themselves, actually
become a means of promoting the system. Regard-
less of whether the existing ridership is com-
posed of captive or choice riders, the job of
transit promoters 1is to convince patrons that
they have made the correct choice by selecting
transit as their transportation mode. This can
be done by emphasizing the personal savings asso-
ciated with transit, the conservation of energy,
or the reduced air pollution and traffic conges-
tion resulting from transit use, Furthermore,
this strategy will serve to upgrade the image of
both the transit rider and the system, in general.

avonl pallutmn -
RIDE THE BUS!

YuleFuel

Save gas when you
Rude the Metro downtown 25¢
Ride the Downtowner around town. . 10¢
Whip inflation. Ride it out on the Metro.
For route infommm 1621-4455 .




ENCOURAGING A MODAL SWITCH
AWAY FROM THE AUTOMOBILE

This strategy is perhaps the most difficult to
implement, particularly for smaller transit sys—
tems. Factors such as cost savings, reduced con-
gestion, and energy conservation could be expected
to induce individuals to the transit system, al-
though studies have shown that very few automo-
bile owners arewilling to give up the convenience
and flexibility of their private vehicles for pub-
lic transit, as it existed in the past.

’ THIS MAN WOULD LIKE
"TO TAKE YOU FOR A RIDE.

In cities under 200,000, heavy congestion, ex-
cessive parking fees, and similar automobile de-
terrents do not typically exist, thus transit sys-
tems may find it dimpossible to attract current
automobile users to public transportation. On

the other hand, larger systems may be able to of- s e snsine s s
fer more convenient transit service, in the form o s, gy md‘?f‘fﬂ}}"m&?“c":
of park-n-ride facilities or other modernized op- g youdoget cne o heworidsfoiaberids o

erations, which will appeal to automobile owners. g cowrss 0 2cqur s che e prtesoonat
Such operations have proven to be quite success— Trlsion fue oa e

ful in large metropolitan areas within Texas, such - wmey ‘

as Dallas and Houston.
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PROMOTING NEW SERVICES, FACILITIES,
AND CONVENIENCES

R

In addition to informing the public of existing
transit services, the systemmust continually pro-
mote any new services, facilities, and conven-
iences to its target markets. This is especially
important when service developments, based on the
critical factors of particular market segments,
have been completed. In these cases, the chances
for attracting potential riders to the system
are greatly increased.

SHOP BY BUS
RIDE HOME FREE

N

O = 54

ASK THE DRIVER . FOR YOUR Q " >

PURCHASE EXCHANGE TICKET
THEN, .

w&
b&

LOOK FOR AND SHOP WHERE YOU SEE
THE RIDE "N SHOP BEMBLEM

For example, housewives may have indicated a
desire for improved service to shopping centers;
if a new route to a shopping mall is instituted,
~ systems may want to promote this improvement by
bus sewice tob ttgr providing a '"Shoppers' Special" bus and develop-
meet your neads o ing an advertising campaign to introduce the new

- e service. Such efforts should encourage a number
of housewives to at least try the new route, there-

ca“ 766"7830 by increasing ridership.
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Special services for the handicapped have re-
ceived a great deal of attention recently, and
systems are finding it both necessary and bene-
ficial to advertisenew service developments geared
to this population segment. Demand-responsive
vehicles equipped with wheel-chair lifts are be—
ing added to existing bus fleets, and restrictions
on the riding time of handicapped individuals are
being removed . In addition, some systems have

‘begun to provide route maps and other factual in-

formation in braille for blind patrons.
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Other special conveniences include monthly
ridership passes or tokens to alleviate the ex-
act change for fare requirement, and rapid trans—
it facilities, such as mini buses and park - and-
ride services, to improve bus speed, reliability
and flexibility. Systems realize that these ser-
vices must be widely promoted if they are to ap-
preciably affect ridership and provide increased
transit revenues.




MEASURES OF MARKETING EFFECTIVENESS mmmasaasssssssss

m

In order to provide systems with some kind of

. feedback as to the effectiveness of various mar-

keting and promotional activities, data was col-
lected from two different sources:

e _a nationwide sample of transit
marketing directors, and

® a representative sample of residents
in Beaumont, and Waco, Texas

Thus, readers can determine what other transit
systems across the country have found effective,
as well as what individuals outside the transit
system consider effective. This provides an ob-
jective basis for decisions involving the rela-
tive success of various marketing strategies and
activities.

As shown below, transit personmnel in cities
across the country evaluated telephone informa-
tion booths as the most effective customer ser-
vices activities. For systemswith limited oper-
ating budgets, these particular services should be
considered before any others, although additional
services may need to be added at a later time.

WHICH CUSTOMER SERVICES HAVE BEEN MOST EFFECTIVE ?

TELEPHONE
INFORMATION
BOOTH

SERVICE
REPRESENTATIVE

OTHER

o 20 40 60 80 100

PERCENT OF NATIONWIDE CITIES SAMPLED




2 When asked what marketing strategies have been PROMOTIONAL ACTIVITIES RECALLED BY SEGMENTS
most effective, the majority of the nationwide NEW ~[SHOPPING [ENERGY &
. BUSES TRIPS | PARKING

sample indicated:

OLDER PERSONS

—

DY,

e increasing public awareness;

: HOUSEWIVES |
. e promoting new services, facilities, and
conveniences; and ' WHITE COLLAR MALES
e improving transit image. WHITE COLLAR FEMALES |

These strategies were discussed briefly in the BLUE COLLAR HALES

section of this handbook entitled, Promotional
Strategies, with various examples included as BLUE COLLAR FEMALES I
. guidelines for future campaigns.

L I = PERCENTAGES

Pl

OOl

O

WHAT HAVE BEEN THE MOST EFFECTIVE MARKETING STRATEGIES ?
IMPROVING TRANSIT
IMAGE

Respondents indicated that new buses and shop-
ping trip specials were fairly well-remembered
transit activities, which canbe interpreted as a
measure of effectiveness. Both of these activi-
ties have to do with promoting new services, fa-
cilities, and conveniences, while the mention of
energy and conservation problems has more to do
with improving transit's image.

INCREASING PUBLIC
AWARENESS

COURAGING
MODAL SWTCH

REINFORCING
CURRENT RIDERSHIP

PROMOT! NEW
SERVICES| NG

PROMOTING BUS
ECONOMY

o 20 40 60 80 100
PERCENT OF NATIONWIDE CITIES SAMPLED
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In order to estimate the most effective adver-
tising media, information was obtained about the
viewing, listening, and reading habits of the
Beaumont, and Waco, Texas sample so that transit
managers could plan media announcements to reach
the largest numbers of city residents. Shown here
are the percentages of individuals who indicated
time spent watching television during specific
time periods, a summary of the most popular radio
programs being broadcast, and the newspaper sec-
tions read most often by the sample respondents.
These three media were selected for emphasis be-
cause they were found to be the most popular in-
formation sources among the sample members.

This information should be utilized by transit
decision~-makers to increase the effectiveness of
all advertising campaigns. TFor example, if tele-
vision advertising is to be used, it should be
broadecast, if at all possible, between the hours
of 4:00 to 10:00 p.m. Radio announcements should
be broadcast near General News programs in order
to reach the largest number of radio listeners.

" Similarly, newspaper advertisements should . be
placed near the General News sectiom.

. OPTIMUM PLACEMENT FOR
OPTIMUM RADIO PROGRAMS
MOST POPULAR VIEWING TIMES FOR TELEVISION STATIONS FOR RADIO ADVERTISEMENTS NEWSPAPER ADVERTISEMENTS

7-9AM -} 9-12AM | 12-4PM 4-10PM | 10-PM GEMNERAL | “TOP  JCOUNTRY 2IEASY LISH

B - PERCENTAGES

In addition to advertisements, transit-related
news items should be made available to local media
stations in the form of public service announce-
ments. This is a source of free advertising for
the system, and provides the opportunity to pub-
licize any and all changes in the system, such as
route and schedule changes, the purchase of new
buses, a reduction in fares, etc.




WHICH MEDIA ARE MOST USED TO REACH EACH MARKEY SEGMENT ?

V.

RADIO
NEWSPAPER
LITERATURE
MAIL

SMALL
SYSTEMS

P

—
TV,

RADIO

NEWSPAPER

LITERATURE
MAIL

LARGE |
SYSTEMS

20 40 60 80
PERCENT OF NATIONWIDE CITIES SAMPLED

As mentioned on the previous page, Beagumont,
and Waco, Texas residents indicated television,
radio and newspapers as their most popular infor-
mation sources. The chart on this page, therefore,
depicts the popularity of other media forms so that
managers can estimate the effectiveness of a var-~
iety of advertising media. Those listed on this
pagemay not enjoy the same widespread popularity
as the other forms, but they do represent less ex-~
pensive alternatives for the system to consider.

100

When the nationwide sample of transit managers
were asked what they thought were the most effec—
tive advertising media, variations were found to
exist between small and large systems. Each in-
dicated radio and television as the two most widely
used media, but small systems relied much more
heavily on newspaper advertising than did larger
systems. Take~one literature and mailed adver-
tising were the other alternatives used fairly fre-
quently by systems, in general.

INFORMATION SOURCES BY MARKET SEGMENTS

MAILED | BILL-
ADVERTIS§ BOARD

LEAFLET

OLDER PERSONS

HOUSEWIVES

WHITE COLLAR MALES

Vel

h

WHITE COLLAR FEMALES

BLUE COLLAR MALES

BLUE COLLAR FEMALES
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WAYS INFORMATION MAY BEST BE PROVIDED TO FACILITATE
BUS RIDING BY SEGMENTS

OLDER PERSONS s

On the basis of survey data from Beaumont, and
Waco, Texas, older persons (aged 65 and over) were
found to have the greatest potential demand for
transit of any population segment. Quite often,
individuals in this age group fall into the cate-

HOUSEWIVES

gory of captive riders--persons who either cannot WHITE COLLAR MALES
or choose not to drive private vehicles. Addi-
tionally, this segment is apt to use transit dur- WHITE COLLAR FEMALES

ing off-peak travel periods, with a majority of
their trips being for medical/dental, shopping,
or social/recreational purposes.

BLUE COLLAR MALES

BLUE COLLAR FEMALES

Many of the service developments associated
with this segment's critical factors are quite
feasible, eéven for smaller systems. To illus- = PERCENTAGES
trate, the following list contains the top five
service improvements which would make transit
riding "extremely likely" for older persons:

n
I

NEWSPAPER SECTIONS READ MOST OFTEN
BY MARKET SEGMENTS

1 Buses should run closer to the places you
want to go

2 There should be benches at bus stops HOUSEWIVES

3 The buses should always arrive and depart WHITE COLLAR MALES (

‘at the scheduled time | d

. WHITE COLLAR FEMALES IO
4 There should be shelters at bus stops
‘ BLUE COLLAR MALES
5 Community leaders should stress the need J”
s buses for envirovmental reasons
bo wae : BLUE COLLAR FEMALES] i

I = PERCENTAGES




RADIO PROGRAMS LISTENED TO MOST OFTEN BY MARKET SEGMENTS

GENERAL | "TOP NTRY &]EASY LIS
NEWS 40" | WESTERN | TENING

HOUSEWIVES Q

WHITE COLLAR MALES

WHITE COLLAR FEMALES |

BLUE COLLAR MALES

BLUE COLLAR FEMALES

B = PERCENTAGES

MOST POPULAR VIEWING TIMES FOR TELEVISION
STATIONS BY MARKET SEGMENTS

7-S AM]9-12 AM| 12-4 PMj4-10 PM| 10-PM

HOUSEWIVES

WHITE COLLAR MALES

WHITE COLLAR FEMALES

BLUE COLLAR MALES

BLUE COLLAR FEMALES




BLUE COLLAR FEMALES =

The blue collar females in the TTI marketing MEWSPAPER SECTIONS READ MOST OFTEN
study also evidenced a high potential demand for BY MARKET SEGMENTS
public transportation second only to older per- GENERAL § ADVER- | ENTER-
sons. As with individuals aged 65 and over, blue ‘ 155

collar females also represent captive riders, but ' OLDER  PERSONS
their reliance on transit stems primarily from
not having access to the private automobile, if
the family does, in fact, own a car.

HOUSEWIVES

WHITE COLLAR MALES

Inmost cases, blue collar females are employed
as domestic workers) thus their transportation WHITE COLLAR FEMALES |
needs are not geared to the central business dis-
trict, and they may not be limited to travel dur- BLUE COLLAR MALES
ing peak hours. More often than not, these fe-
males require service to and from residential dis~-
tricts, which may be located across town from each
other.

M = PERCENTAGES

WAYS INFORMATION MAY BEST BE PROVIDED TO FACILITATE
BUS RIDING BY SEGMENTS

ROUTE |MAPS AND | INFOR- [SCHEDULESTELEPHONE
TIME- MATION | AT BUS | INFOR-
TABLES BOOTHS | STOPS | MATION
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Critical factors which would greatly increase
the likelihood of blue collar females using trans-
it are shown below:

OLDER PERSONS

D)

1 There should be shelters at the bus stops

HOUSEWIVES
2 The buses should always arrive and depart
at the scheduled time

WHITE COLLAR MALES

3 The buses should run closer to the places
you want to go WHITE COLLAR FEMALES

4 Low bus fares should be maintained (not BLUE COLLAR MALES
to exceed 25¢)

(9
(I DL
(e
(CUS
ceue

5 Buses need to be safer to wait for or to
ride on

M = PERCENTAGES
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RADIO PROGRAMS LISTENED TO MOST OFTEN BY MARKET SEGMENTS

GENERAL| “TOP  [COUNTRY s[EASY LIS
NS | W TENING

i OLDER PERSONS ”
HOUSEWIVES IQ

|

WHITE COLLAR MALES

WHITE COLLAR FEMALES

BLUE COLLAR MALES

M = PERCENTAGES

MOST POPULAR VIEWING TIMES FOR TELEVISION
STATIONS BY MARKET SEGMENTS
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OLDER PERSONS

HOUSEWIVES

WHITE COLLAR MALES (::i::)

WHITE COLLAR FEMALES

BLUE COLLAR MALES
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WHITE COLLAR FEMALES mmmmmm

The white collar females Surveyed in Beaumont, ' WAYS INFORMATION MAY BEST BE PROVIDED TO FACILITATE
and Waco, Texas were employed primarily as cleri~ ‘ BUS RIDING BY SEGMENTS
cal and sales personnel . Though most came from _ stama oy [ES M0 | INFOR- [SCHEDULESITELEPHON
households with at least one automobile, these fe- - BUSES | TABLES | BOOTHS MATION
males were confronted with limited access to the OLDER PERSONS. O G
private vehicle at least part of the time. Trans-

viable alternative to postponing necessary trips,
or having to coordinate travel schedules with their

spouses or children. WHITE COLLAR MALES

it, therefore, can provide this segment with a ' ‘
HOUSEWIVES

Unlike the blue collar females, this segment

(#
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will be more confined to travel during peak hours

(7-9:00 a.m. and 4-6:00 p.m.) for work purposes. BLUE COLLAR MALES O
Effective promotional strategies should emphasize

using transit as the family's second automobile, BLUE COLLAR FEMALES G
as an economic and convenient altermative.

W = PERCENTAGES

Listed below are the five most important crit-

ical factors for the white collar females: NEWSPAPER SECTIONS READ MoST OFTEN
BY MARKET SEGMENTS

GENERAL | ADVER- | ENTER-
NEWS _ FTISEMENTSTAINVENT,

(»
(o

1 The trip should take less time than an OLDER PERSONS
automobile trip

2 The trip should not go through downtown HOUSENTVES

Beaumont (Waco) |
WHITE COLLAR MALES Q

8 The buses should always arrive and depart
at the scheduled time

4 The buses sho'uZd run closer to the places
you want to go

BLUE COLLAR MALES

BLUE COLLAR FEMALES]

(9
(9
(o

B = PERCENTAGES

5 There should be shelters at bus stops




RADIO PROGRAMS LISTENED TO MOST OFTEN BY MARKET SEGMENTS
GENERAL] “TOP  COUNTRY &JEASY LIS

OLDER PERSONS

HOUSEWIVES

WHITE COLLAR MALES

BLUE COLLAR MALES

BLUE COLLAR FEMALES

B8 = PERCENTAGES

MOST POPULAR VIEWING TIMES FOR TELEVISION
STATIONS BY MARKET SEGMENTS

7-9 AM{19-12 AMj12-4 PM’#—IU PMl 19-pM
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OLDER PERSONS

HOUSEWIVES

WHITE COLLAR MALES

BLUE COLLAR MALES

BLUE COLLAR FEMALES
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Housewives are similar to older persons in that NEWSPAPER SECTIONS READ MOST OFTEN
their travel needs do not revolve around the typi- BY MARKET SEGMENTS
cal home-to-work trip. Inmost single-car house- GENERAL | ADVER- | ENTER-
holds where themale is the main breadwinner, the LSRN
wife will be left without an automobile, or will OLDER PERSONS G
be forced to chauffer her husband to and from work

in order to use the family car between 8:00 a.m.
and 5:00 p.m. ‘

WHITE COLLAR MALES

with adequate service to shopping centers, both

Ideally, transit should provide this segment
WHITE COLLAR FEMALES JQ
downtown and in outlying areas, as well as other

frequently-used local activity centers. BLUE COLLAR MALES |O G
. ‘ . BLUE COLLAR FEMALES] O G
Although this segment's potential demand for : I
transit was found to be less than that for older
persons, blue collar females, and white collar W - PERCENTAGES
females, housewives did indicate certain service ,
improvements which would greatly increase their ‘ WAYS INFORMATION MAY BEST BE PROVIDED TO FACILITATE

BUS RIDING BY SEGMENTS

chances of using transit:
F ROUTE JMAPS AND INFOR~ SCFEWESFEPMNE

SIGNS ON | TIME- MATION | AT BUS NFOR-
BUSES STOPS | MATION

OLDER PERSONS

1 The trip should take less time than an
automobile trip

2 The buses should run closer to the places
you want to go WHITE COLLAR MALES

4 Morve information should be provided about
bus routes and schedules BLUE COLLAR MALES

5 The buses should always arrive and depart BLUE COLLAR FEMALES
at the scheduled time

(y
Cp
e
€
Cr

3 There shouZd be shelters at the bus stops VHITE COLLAR FEMALES G

M = PERCENTAGES



RADIO PROGRAMS LISTENED TO MOST OFTEN BY MARKET SEGMENTS

“TOP  [COUNTRY 8JEASY LIS
lnll

OLDER PERSONS

WHITE COLLAR MALES

WHITE COLLAR FEMALES

BLUE COLLAR MALES

BLUE COLLAR FEMALES

B = PERCENTAGES

MOST POPULAR VIEWING TIMES FOR TELEVISION
STATIONS BY MARKET SEGMENTS

9-12 AM,lZ-Q PMIH—lO PMIID—PM

OLDER PERSONS

WHITE COLLAR MALES

WHITE COLLAR FEMALES

BLUE COLLAR MALES

BLUE COLLAR FEMALES
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BLUE COLLAR 8 WHITE COLLAR MALES i —m—

At the present time, the working males (i.e., 1 Buses should run closer to the places you
both white collar and blue collar males) are not want to go
using transit, and their potential demand is sig-
nificantly less than that evidenced for females 2 The trip should take less time than an
and older persons. However, if transitis im- automobile trip '
proved to the point where males find it both an ‘ :
efficient and convenient mode of travel, and if 3 The buses should always arrive and depart
automobile deterrents become more severe, males at the scheduled time
may begin to consider a modal switch away from
private vehicles. Such automobile deterrents 4 The bus should pick you up and drop you
would include: limited availability of gasoline off at your front door
alongwith higher gasoline prices; increased traf-
fic congestion; severe air pollution and other 5 The trip should not require transfers /
energy problems; and exorbitant daily parking There should be a park-and-ride factility

fees. Larger metropolitan areas are much more

apt to encounter these restrictions than are smal-

ler cities across the nation, therefore, transit

systems in these areas have a slight advantage

when it comes to attracting working males to the
_service. In any case, the job is not an easy one ‘

because of the tremendous dependence individuals AYS INFORMATION MAY BEST BE PROVIDED TG FACILITATE

N . ‘ BUS RIDING BY SEGMENTS

have upon their private vehicles.
ROUTE IMAPS AND INFOR- CHEDULEST’ELEPHONE

SIGNS ON | TIME- MATION INF
BUSES TABLES BOOTHS I"IAT(I)S_N

Listed below are the service improvements found OLDER PERSONS
to be most important to blue collar males and white
collar males. It shouldbe pointed out, however,

. HOUSEWIVES
that these segments, on the average, did not feel G

any of these were sufficient to make transit riding
"extremely likely". This finding, along with the
fact that working males are not currently transit - ;
riders, led to the decision to exclude these two WHITE COLLAR FEMALES
segments from the potential transit market, at
least for smaller systems.

BLUE COLLAR FEMALES

W = PERCENTAGES
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RADIO PROGRAMS LISTENED TO MOST OFTEN BY MARKET SEGMENTS

GENERAL| “TOP JEASYLIS-
TENING

OLDER PERSONS

HOUSEWIVES

WHITE COLLAR FEMALES

NEWSPAPER SECTIONS READ MOST OFTEN

BY MARKET SEGMENTS
GENERAL § ADVER- | ENTER-
NEWS__JTISEMENTTAINVENT

BLUE COLLAR FEMALES

B = PERCENTAGES

OLDER PERSONS

HOUSEWIVES

WHITE COLLAR FEMALES

MOST POPULAR VIEWING TIMES FOR TELEVISION
STATIONS BY MARKET SEGMENTS

9-12 MM

7-9 AM

W

12-4 PHI4-10 PM| 10-PH

BLUE COLLAR FEMALES]

OLDER PERSONS

B - PERCENTAGES

HOUSENWIVES

WHITE COLLAR FEMALES

BLUE COLLAR FEMALES
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- SUMMARY

As indicated earlier, the primary purpose of this handbook was to in-
troduce individuals to the following basic components of a transit market-
ing program:

e market research

¢ ocustomer services/public relations
o information dissemination

® service development

@ promotional techniques

The key to a successful marketing effort, however, is the integration
of these various units into one organized function where each activity com-
plements and/or supplements the remaining ones.

Too often, marketing has been viewed solely as a promotional/adver-
tising function with no recognition of the other, equally important, dimen-
sions. Thus, this handbook has attempted to provide examples of each com~
ponent within a more unified context.

The underlying contention has been that all systems, regardless of size,
will benefit from utilization of marketing techniques. Specifically, sys-
tems can maximize their opportunities to increase ridership by tailoring
service developments and subsequent promotional campaigns to meet the trans-
it needs of targeted market segments.




