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Goals
Identify service improvements 
Determine best communication methods
Assess perceptions about: 

Scheduling
Ticketing, fares
Connections

Station, on-board amenities

Identify new ridership opportunities 

http://images.google.com/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/4/44/Amtrak_Pacific_Surfliner.jpg/800px-Amtrak_Pacific_Surfliner.jpg&imgrefurl=http://commons.wikimedia.org/wiki/Image:Amtrak_Pacific_Surfliner.jpg&h=600&w=800&sz=112&hl=en&start=8&tbnid=bZFb19z-2s8xdM:&tbnh=107&tbnw=143&prev=/images%3Fq%3DAmtrak%2BPacific%2BSurfliner%26gbv%3D2%26hl%3Den
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Methodology
2 rider groups 

North Orange County trip origins

South Orange County trip origins

2 non-rider groups
Some transit experience 

Little or no transit experience
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Riders
Less stressful, relaxing, saves money 

View Amtrak, Metrolink as interchangeable

Want earlier, later weekday trains

Don’t ride much off-peak or weekends 

Report trains are crowded

Need more parking / feeders
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Non-Riders
Minimal awareness of trains

Lack confidence, some anxiety
Question service availability, reliability 
Fear being stranded
Not enough parking  
Safety concerns 

Other systems better 

Train expensive (especially for family trips)
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Most Appealing 

Consistently positive feedback about:
Consolidated schedules, website
Electronic, real-time information

• Schedules
• Travel, delay information*

On-board information

•Riders want schedule info - causes of delay – accident, incident, 
switching problem?  (push to cell phone)

http://images.google.com/imgres?imgurl=http://www.elpasoteller911.org/files/cell_phone.png&imgrefurl=http://www.elpasoteller911.org/pages/early_warning.html&h=489&w=311&sz=131&hl=en&start=2&tbnid=mZwqd1B9YKeCMM:&tbnh=130&tbnw=83&prev=/images%3Fq%3Dcell%2Bphone%26gbv%3D2%26hl%3Den
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Other Feedback

Most participants favored:
$1.00 per stop - incentive to ride

Single trip ticketing – including bus, rail    

Not as important:
Freeway signs with train info

http://images.google.com/imgres?imgurl=http://www.businesspundit.com/wp-content/uploads/2008/06/money.png&imgrefurl=http://www.businesspundit.com/category/taxes/&h=380&w=348&sz=160&hl=en&start=15&tbnid=jpIZF7_pj6WmyM:&tbnh=123&tbnw=113&prev=/images%3Fq%3Dmoney%26gbv%3D2%26hl%3Den
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Where They’d Travel 
Los Angeles – Staples, Hollywood Bowl
Anaheim - Angel Stadium, Disneyland
San Diego – Petco Park
Del Mar
Santa Barbara
Irvine Spectrum
Beach

http://search.live.com/images/results.aspx?q=petco+park&mkt=en-us
http://images.google.com/imgres?imgurl=http://www.vanguard.edu/uploadedImages/PR/vtour/angel_stadium.jpg&imgrefurl=http://www.vanguard.edu/pr/vtour/vTour_popup.aspx%3Fatttype%3Dent%26doc_id%3D4394%26pic_id%3D4395&h=230&w=345&sz=24&hl=en&start=5&tbnid=jEoMorBKDyo-iM:&tbnh=80&tbnw=120&prev=/images%3Fq%3DAngel%2BStadium%26gbv%3D2%26hl%3Den
http://images.google.com/imgres?imgurl=http://z.about.com/d/losangeles/1/0/s/1/-/-/OutsideStaplesCenter.jpg&imgrefurl=http://losangeles.about.com/od/neighborhoodsrealestate/ig/Downtown-L-A--Photo-Gallery/Staples-Center.htm&h=500&w=375&sz=55&hl=en&start=14&tbnid=yG9p59k0_hGHrM:&tbnh=130&tbnw=98&prev=/images%3Fq%3DStaples%2BCenter%26gbv%3D2%26ndsp%3D18%26hl%3Den%26sa%3DN
http://images.google.com/imgres?imgurl=http://www.trustedtours.com/gallery/gallery%252FLos_Angeles%252Fhollywoodbowl.jpg&imgrefurl=http://www.yalela.org/&h=375&w=500&sz=39&hl=en&start=17&tbnid=mgoZjO_UiLzl7M:&tbnh=98&tbnw=130&prev=/images%3Fq%3DHollywood%2BBowl%26gbv%3D2%26hl%3Den%26sa%3DG
http://images.google.com/imgres?imgurl=http://www.daytrippen.com/images/pictures/san-clemente-2lg.jpg&imgrefurl=http://www.weblo.com/domain/available/zootownsurfers.com/&h=768&w=1024&sz=373&hl=en&start=6&tbnid=cKSCpVi3o1II5M:&tbnh=113&tbnw=150&prev=/images%3Fq%3DSan%2BClemente%2BBeach%26gbv%3D2%26hl%3Den%26sa%3DG
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Noted Ridership Opportunities 

Existing riders, new trips
Employers near stations

Could offer incentives through ridesharing 
programs

Youth 
College age:  impacted by gas prices

http://images.google.com/imgres?imgurl=http://i172.photobucket.com/albums/w33/ferraritiffie/Photo499.jpg&imgrefurl=http://www.xanga.com/ferraritiffie/654677846/whats-new.html&h=480&w=640&sz=67&hl=en&start=49&tbnid=mntVkn6izRB9WM:&tbnh=103&tbnw=137&prev=/images%3Fq%3DMetrolink%2BLA%26start%3D40%26gbv%3D2%26ndsp%3D20%26hl%3Den%26sa%3DN


10

Lessons Learned
1. Non-riders expressed anxiety about using train.  

Need to make service easier to use  

More service, better connections

Need better communications 

Consolidated schedules 

Web based  

More info at station, on trains

Real-time 

Agents at major stations
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Lessons Learned

2.  Train is initially viewed as long distance option
Public education needed

3.  Pricing matters
Key in decision-making
$1.00 fare per station reasonable 

http://images.google.com/imgres?imgurl=http://www.fineimageprint.co.uk/pricing.jpg&imgrefurl=http://www.fineimageprint.co.uk/pricing.html&h=380&w=358&sz=129&hl=en&start=19&tbnid=iwkomsuwldr8-M:&tbnh=123&tbnw=116&prev=/images%3Fq%3Dpricing%26start%3D18%26gbv%3D2%26ndsp%3D18%26hl%3Den%26sa%3DN
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Lessons Learned

4. Promotional tie-ins might attract 
riders

“Fan train” concept well-received
Need to know you can get home

5.  Further assessment of potential 
markets beneficial  

http://images.google.com/imgres?imgurl=http://farm1.static.flickr.com/169/482348163_c21abcb716.jpg&imgrefurl=http://www.flickr.com/photos/the-bh/482348163/&h=375&w=500&sz=108&hl=en&start=11&tbnid=Fqwa_hNPMRAvDM:&tbnh=98&tbnw=130&prev=/images%3Fq%3DAngels%2BStadium%26gbv%3D2%26hl%3Den%26sa%3DG
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Next Steps
Work with partners to make service improvements   

Develop marketing to build ridership  
Pursue promotional tie-ins to stimulate trial

Create awareness, education programs

Include “short trip” element 

Test short-distance fares 

Redirect quantitative research efforts 
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