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Market-Based Planning Process
From Private Sector to Public Sector

Private Sector Public Transit
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Door-to-Door Service .
Consistent Customer Experience
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Strategic Roadmap
From Market Research to Service Planning

Understand CUstomer;

Market Segmentation

Service
Planning Tool
Mode Choice Analysis (SPT)

Competitive ervi Branding &
Positioning ' Marketing
Existing Assets Agency reforms

Local government Incentives

cooperation
government Outreach

Financial gotiations
resources

Understand Markets Transit
Competitiveness

Origin — Destination Volumes Index
(TCI)

Other Travel Market Conditions

e
CAMBRIDGE
| SYSTEMATICS |

SYSTEMATI CS




Understanding Traveler Attitudes
Attitude-Based Market Research Survey

Attitudinal and
Recruit Survey Choice Experiments Demographic Survey

- -

~1,800 Recruits 1,000 Completes 1,000 Completes
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Determine Traveler Attitudes

Need for Flexibility Sensitivity to Personal Sensitivity to
and Speed Travel Experience Personal Safety

Concern for the
Natural Environment

Sensitivity Sensitivity to Sensitivity
to Time Transportation Costs to Crowds

Sensitivity
to Stress




Sensitivity to Personal Travel
Experience
®* The people who ride the trolley are like me

100%
The people who ride city buses are like me
96%

The people who ride the Coaster commuter train are like me

67%
| would (not) prefer to drive than to be driven

27%
| don’t mind delays as long as | am comfortable
22%
Generally | make the same types of trips at the sam e times of day
10%

The type of transportation that people use (does no t) reflect their
social status

8%




Sensitivity to Personal Safety

» | am comfortable walking in the downtown during the night
100%

| am comfortable walking in a parking garage at nig ht to get my

car
91%

| am comfortable walking in downtown during the day
70%

| (would not) avoid traveling to certain areasint  he region because
they are unsafe

46%




Range of Attitudes for all Potential Customers
All Market Segments Combined

Less Sensitive Indifferent More Sensitive

-35 30 -25 -20 -15 -10 -05 0 0.5 1.0 1.5 2.0 2.5 3.0 3.5

Flexibility & Speed CD

Personal Travel
Experience

Personal Safety O

Concern for

Time &
Productivity

Cost

Crowds
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Structure of Market Segments
San Diego Region

Residents in San Diego Service Area

J

“Need for flexibility and speed”

3

Less Need For Flexibility & Speed

| “Personal travel experience”

2

More Need For Flexibility & Speed

!

Sensitivity to
Experience

High
Sensitivity to
Experience

High
Sensitivity to
Experience
Conventional Road Runners
Cruisers

Easy Goers

! !

Medium
Sensitivity to
Experience

Low
Sensitivity to
Experience

l Flexible Flyers
“Sensitivity to
personal safety”

v

Cautious Runabouts

Low
Sensitivity to
Personal Safety

Intrepid Trekkers




Structure Equations Modeling
Mapping Segment Concentrations Spatially




Market Segments for Region
Year 2000 and Year 2030

Number of People (in Thousands)
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Road
Runners

Cautious
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Intrepid
Trekkers

Flexible
Flyers
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Conventional
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Transit Usage by Customer Segment
Year 2000 Mode Share by Market Segment

Percent of Service Area Population)
50%

Road Cautious Intrepid Flexible Conventional
Runners Runabouts Trekkers Flyers Cruisers

Mode Share of Market Segment

Easy-Goers




Quantifying Tradeoffs
How Do Easy Goers Value Different Options?

Save 5 minute walking access time
Save 5 minute parking search time
Guaranteed seat

No transfer

Save 5 minute driving access
Shuttle

Reduce cost by 50 cents

Save 5 minute in -vehicle travel time
Having real time arrival information
Improve peak headway by 5 min

Improve off -peak headway by 5 min




Strategic Roadmap
Understanding Markets

Understand Customers

Service
Planning Tool
Mode Choice Analysis (SPT)

Market Segmentation



Service Planning Tool
ArcGIlS-Based Pivot-Point Analysis Software

Segment-Specific ___ Travel Demand
Mode Choice Models Model Output
Quantify Tradeoffs

between Service
Characteristics

Segmentation & SEM =

Segment Locations & Trip Tables

Characteristics
Base LOS
IVTT

Census Data or Service Frequenmes
Travel Model —- Transit Network

Socioeconomics Planning Tool Parking Supply

Fares
ArcGIS User Interface Seat Availability
Network Structure
Performance Variables
Customer Experience

\/

Ridership

Mode
Peak vs. Off-peak
Trip Purpose







Strategic Roadmap
Understanding Markets

Understand Customers

Market Segmentation

Mode Choice Analysis

Understand Markets Transit
Competitiveness

Origin — Destination Volumes Index
(TCI)

Other Travel Market Conditions




Competitiveness of Each O-D Market

Understanding Specific Transit Market Conditions
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Trip Characteristics
Trip generation & attraction
Time of day
Trip purpose

Competitive Advantage for Transit
Congestion

Transit priority

Parking scarcity and Price

Concentration of Target
Market Segments




Understanding Each O-D Market
TCI’s for Origin — Destination Pairs

Origin Conditions O-D Conditions /Destination Conditions
Trip intensity Congestion Trip intensity
Concentration of target Transit priority Pedestrian environments
market segments Distance Auto egress

Pedestrian environments

Auto access

Walk distances

Travel time Walk distances

Time of day HEUSEES

Trip purpose Real time arrival information
Transfers Shuttle

Fares/cost Parking search time

Wait times
Real time arrival information

Shuttle Parking cost




Transit Competitiveness Index (TCI)

Each Factor Weighted by Its Relative Abllity to
Generate Transit Ridership

Market Segment Origin Trip Destination Trip
Concentration BRI Density

Parking

Transit Cost

petitiveness

Parking
dex (TCI)

Search
Time

Congestion & \
Transit Priority Trip Purposes

Pedestrian
Friendliness




Origin TCI
100 = Transit Competitive

O

19 percent of all trips come from
transit competitive destinations




Origin TCI
212 = Twice as Transit Competitive




Destination TCI
100 = Transit Competitive

O

11 percent of trips go to transit
competitive destinations




Destination TCI
84 = Not Very Transit Competitive




Strategic Roadmap
Understanding Markets

Understand Customers

Market Segmentation

Mode Choice Analysis

Understand Markets

Origin — Destination Volumes

Other Travel Market Conditions

Service
Planning Tool
(SPT)

Competitive
Positioning
Existing Assets

Local government
cooperation

Financial
resources

Transit
Competitiveness
Index

(TCI)




Competitive Positioning
Personal Travel Experience v. Flexibility & Speed

Road

Conventional RUNNErS

Cruisers

Intrepid autious
Trekkers Rlinabouts

(D)
(&)
c
ks
-
(D)
(@
x
L
D
>
©
-
|_
T
C
(®)
(7))
-
(D)
(ol
(©)
s}
>
=
=
=
(7))
C
(D)
(0p]

Medium

Need for Flexibility and Speed




Strategic Roadmap
Understanding Markets

Understand Customers

Market Segmentation

Mode Choice Analysis

Understand Markets

Origin — Destination Volumes

Other Travel Market Conditions

Service
Planning Tool
(SPT)

Competitive
Positioning
Existing Assets

Local government
cooperation

Financial
resources

Transit
Competitiveness

Factor

(TCF)

Branding &

Marketing

Agency reforms
Incentives

Outreach




Questions and Answers




