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Research Objectives

Assess awareness and perception

Understand impact of service features

Obtain current rider feedback

Test features that might encourage non-riders
to use service

Test attitudes toward potential policy concepts

Identify preferred method of communication

Develop demographic profiles



Methodology and Sampling

Rider Survey
• Intercept survey of 600 riders on board weekend trains 

• proportionate to weekend ridership

Non-rider Survey
• Telephone survey of 600 Orange County residents

• Random digit dialing of active phone numbers matched with zip 
codes in OC

• Additional screening for OC residency and non-rider status

• Respondent demographic characteristics matching actual
OC population



Awareness of Features – Riders

Question 6: Consider each feature of Metrolink’s weekend service listed below from A to G. If you were not aware of this feature before, please check the “Not 
aware” box. 

49.0% 50.7%
52.2% 46.7%

64.7% 32.2%
65.7% 34.2%

72.3% 26.5%
76.0% 22.8%

83.7% 16.3%

0% 20% 40% 60% 80% 100%

Once a month rides have been free
Some shops offer discounts
Up to 3 children ride for free

Free bus connections
Fare is discounted to half of weekday

Close to fairs, festivals, and events
Close to recreational destinations

Aware Not Aware DK/NA



39.4% 15.5% 45.1%

41.2% 26.2% 32.6%
41.9% 28.7% 29.4%

55.4% 26.5% 18.1%
55.8% 24.8% 19.4%

58.4% 20.3% 21.3%
61.8% 25.6% 12.7%

0% 20% 40% 60% 80% 100%

Up to 3 children ride for free

Some shops offer discounts

Close to fairs, festivals, and events

Close to recreational destinations

Once a month rides have been free

Free bus connections

Fare is discounted to half of weekday

Very Much Encouraged Somewhat Encouraged No Effect

Impact of Features on Usage – Riders

Question 6: Consider each feature of Metrolink’s weekend service listed below from A to G. Did it very much or somewhat encourage you to try Metrolink’s 
weekend service, or did it have no effect on you? (AWARE OF SERVICE FEATURE; n = 294 to 502)



Awareness of Features – Non-Riders

7.2% 92.0%
11.3% 88.3%
14.6% 84.6%
16.9% 80.5%

26.9% 73.1%
37.5% 58.8%

42.5% 56.2%
62.1% 35.2%
63.2% 36.4%
65.5% 31.2%

72.3% 26.9%

0% 20% 40% 60% 80% 100%

Some shops offer discounts
Fare is discounted to half of weekday

Once a month rides have been free
Up to 3 children ride for free

Free bus connections
Take your bike on the train

Close to fairs, festivals, and events
Train is clean and comfortable

Obtain schedule information online
Free parking at stations

Close to recreational destinations

Aw are Not aw are DK/NA

• 67% unaware of weekend service, especially:
• Latino
• < $50,000 in annual household income 

Question 11: Metrolink weekend service offers a series of service features and benefits to riders. I’m going to read each of these features to you. Please first tell
me whether you know about it. Here’s the first/next _____. Do you know about this feature? (AWARE OF WEEKEND SERVICE; n = 192)



Impact of Features – Non-Riders

Question 11/12: Metrolink weekend service offers a series of service features and benefits to riders. I’m going to read each of these features to you. Please tell 
me whether knowing about it affects your likelihood of trying Metrolink’s weekend service. Here’s the first/next: ____. Does knowing about this feature make you
more likely to try Metrolink’s weekend trains or does it have no effect on you?

7.2% 20.0% 60.9%
18.6% 19.1% 61.1%
21.3% 30.5% 47.0%
24.7% 34.4% 39.2%
24.8% 28.4% 45.9%
27.4% 30.3% 41.4%
27.7% 33.0% 38.5%
28.8% 31.4% 38.9%
29.7% 31.6% 37.9%
30.5% 29.5% 38.5%

35.5% 29.6% 33.6%

0% 20% 40% 60% 80% 100%

Up to 3 children ride for free
Take your bike on the train

Some shops offer discounts
Obtain schedule information online

Free bus connections
Close to fairs, festivals, and events
Once a month rides have been free

Close to recreational destinations
Fare is discounted to half of weekday

Free parking at stations
Train is clean and comfortable

Much More Likely Somew hat More Likely No Effect DK/NA



Impact of Messages – Non-Riders

Question 13: Next, I’m going to read to you a list of potential benefits for riding Metrolink’s weekend trains. After hearing each, please tell me if it would affect 
your likelihood of trying Metrolink’s weekend service. Here’s the first/next one: _____. Does hearing this make you more likely to try Metrolink’s weekend trains 
or does it have no effect on you?

33.8% 27.2% 38.0%

35.4% 29.4% 34.7%

39.5% 29.2% 31.1%

40.9% 28.8% 27.6%

41.9% 31.2% 25.6%

52.8% 24.4% 22.0%

0% 20% 40% 60% 80% 100%

Train is safer than driving your car

Take Metrolink to the beach

Connect free of charge to shuttles

Tickets costs less than driving

Trip is more relaxing and enjoyable

Avoid traffic

Much More Likely Somew hat More Likely No effect DK/NA



Communication Channels

Heard of Metrolink Weekends through
• Word of mouth: Riders (37%); Non-riders (40%)

• Metrolink website: Riders (24%)

Preferred Area Transit Information Source
• Websites and Email



Impact of Policy Concepts

Question 19: If you heard that you only need to purchase one ticket for your entire trip that may include the bus, Amtrak and Metrolink, would this make you 
much more likely, somewhat more likely to use Metrolink’s weekend trains, or does this have no effect on you?
Question 20: If you heard that you can take one integrated trip between Los Angeles, Orange County and San Diego without the need to transfer trains, would 
this make you much more likely, somewhat more likely to use Metrolink’s weekend trains, or does this have no effect on you?

48.4% 26.2% 24.5%
46.0% 29.3% 24.3%

47.7% 27.9% 23.3%
54.2% 27.3% 17.5%

0% 20% 40% 60% 80% 100%
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Much More Likely Somewhat More Likely No Effect DK/NA

Integrated Trip: Riders
Integrated Trip: Potential

One Ticket: Riders
One Ticket: Potential



Current Rider Origin



Current Rider Destination



Non-Rider Origin



Non-Rider Destination



Summary and Recommendations

Boost awareness as a first step
Awareness of service features attract and retain riders
Fare and schedules most important to riders
To potential riders, promote benefits:
• Avoid traffic
• Cheaper than driving
• More relaxing and enjoyable trip

Websites and word of mouth are best marketing channels 
Integrated trip and ticket were well received
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