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Overview

Two surveys were conducted for Orange County:

 Metrolink Customer Satisfaction Survey

- Onboard survey

- Measure customer satisfaction

- |ldentify desired service improvements

- Explore opportunities to increase frequency of ridership

e Metrolink Market Study
- Telephone/online survey
- Measure awareness and perceptions of Metrolink
- ldentify perceived barriers to riding Metrolink
- Profile potential markets for increasing ridership



Metrolink Customer Satisfaction Survey

Key Findings
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Customer Satisfaction

Very poor
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Poor
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Quality of Service Over Time

Gotten worse

= Improved

“.8

Stayed about the
same
66.2




Rating of Metrolink Performance

Availability of parking at stations

Sense of personal safety at station and on trains

Security of your car while parked at station

Helpfulness and courtesy of METROLINK conductors/train staff
Value of riding METROLINK compared to driving

Overall convenience of using METROLINK

Cleanliness of train interior

Availability of seating on train

Overall comfort of using METROLINK

Helpfulness and courtesy of METROLINK staff at stations/on phone
Availability of connecting transit buses at station

Freedom from nuisance behavior from other riders

Availability of train schedule information and updates

Availability and convenience of transfers between METROLINK trains
Ease of purchasing METROLINK tickets from ticket vending machines
Travel time on METROLINK compared to driving

Reliability of trains running on schedule

Enforcement of Rules of Conduct among riders

METROLINK’s responsiveness to customer concems

Availability of train delay information

H Excellent m Good m Fair m Poor m Very poor
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Obstacles to Increasing Ridership

Trains don’t run frequently enough on weekends

Trains don’t run frequently enough on weekdays

The price of tickets

Train service ends before 7 P.M. on weekends

Service for many stations ends before 10 P.M. on weekdays
Train service doesn’t begin until 9 A.M. on weekends
Difficulty connecting from station to ultimate destination
Layover when switching trains, transferring to other transit
Difficulty getting from your home to a METROLINK station

Train service doesn’t begin until 4 A.M. on weekdays

36.9
36.7
35.1
31.5
26.1
22.5
19.1
15.4
12.4
11.5
10 20 30 40

% Respondents Who Provided "Answer



Likelihood Using Metrolink to ...

m Very likely m Somewhat likely

Visit destinations in San Diego County 32.2 257

Visit destinations in Los Angeles County 29.6 233

Attend concert, event at the Grove, Honda Center, Angel Stadium 24.6

Visit the beach in San Clemente 23.2

Attend a sporting event like Angels baseball or Ducks hockey PACHS)

Go to Disneyland 24.0

Visit the Mission at San Juan Capistrano 195

Visit the Irvine Spectrum for shopping, dining, or entertainment 18.6

Visit Old Town Orange for shopping or dining 17.7

Visit downtown Fullerton for shopping or dining 17.4

Visit destinations in Riverside County 155

0] 10 20 30 40 50 60
% Respondents Who Provided Answer



Promotions and Ridership

Not sure Yes, initially rode
81 because of promo
11.7

Did not initially
ride because of
promo
80.2



Two Categories of Customers

Experienced Riders Occasional Riders

Riding for 1+ years
Ride 4+ days per week
Work-related trips

Pass holders

More likely to drive solo to access
transit

Ride for less than 1 year
Ride 2 or fewer days per week

Mix of work, visiting, and
entertainment trips

Ticket users

Less likely to drive solo to access
transit
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Customer Profile

Gender
* 54% Males
* 42% Females

Ethnicity
e 49% Caucasian
e 18% Asian American
* 17% Hispanic
e 7% African American

Age
* 52% Between ages 25 and 54
* 20% Over age 54
* 11% Under age 25

Employment Status
* 68% Full time employees
e 8% Part time employees
* 9% Students
e 7% Retired or homemakers

Annual Household Income
* 34% Between S40K - S99K
e 23% Less than S40K
e 22% Between S100K - S200K
e 7% Over S200K

Access to Personal Vehicle
e 71% Always
e 13% Sometimes

e 11% Rarely/Never
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Purpose of Current Trip

0.5

100 2.7 6.2

Shopping

Personal,
medical appointment

Entertainment,
recreation

m School

m Visit friends,
family

% Respondents Who Provided Answer

m Work

Weekday Weekend

Day Type
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Fare Type for Current Trip
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Metrolink Market Study

Key Findings
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Familiarity with Metrolink

% Respondents
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Slightly familiar

m Somewhat familiar

m Very familiar

METROLINK Amtrak

Question 2 - Familiarity with . . .
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Opinion of Metrolink as Travel Option

% Respondents at Least
Slightly Familiar With Service

100

90

80

70

60

50

40

30

20

10

METROLINK Amtrak

Question 3 - Opinion of Travel Option . ..
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Metrolink vs. Personal Vehicle

Avoiding traffic congestion

Being a stress-free way to travel

Being a safe way to travel

Being an economical way to travel

Being consistent in travel times

Being a reliable form of transportation

Being clean and comfortable

Getting to destination in reasonable amount of time
Being a convenient way to travel

Being available when needed

Going where you need to go
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Average Performance Rating, METROLINK Compared With Personal Vehicle
(O =A Lot Worse, 6 = A Lot Better)
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Interest in Riding Metrolink

Prefer not to
answer
0.1

Not sure

2 Very interested

12.8

Not at all
interested \_Q;omewhat
42.6 interested
21.1

Slightly interested
22.8
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Obstacles to Riding Metrolink

Difficulty connecting from station to ultimate destination 50.7
Difficulty getting from your home to a METROLINK station 38.9
Train service ends before 7 P.M. on weekends 38.3
Layover when switching trains, transferring to other transit 35.5
Trains don’t run frequently enough on weekends 325
Service for many stations ends before 10 P.M. on weekdays 29.8
Train service doesn’t begin until 9 A.M. on weekends 28.7
Trains don’t run frequently enough on weekdays 28.0
The price of tickets 25.5
Train service doesn’t begin until 4 A.M. on weekdays 19.1
0 10 20 30 40 50 60

% Respondents
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Likelihood of Using Metrolink

Visit destinations in San Diego County

Visit destinations in Los Angeles County

Attend concert, event at the Grove, Honda Center, Angel Stadium

Attend a sporting event like Angels baseball or Ducks hockey

Visit the Mission at San Juan Capistrano

Visit the beach in San Clemente

Visit the Irvine Spectrum for shopping, dining, or entertainment

Visit Old Town Orange for shopping or dining

Go to Disneyland

Visit downtow n Fullerton for shopping or dining

Visit destinations in Riverside County

Very likely m Somewhat likely
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Potential Metrolink Market

% Respondents Within Each Target Level
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Top
Targets

Mid-Level
Targets

Lower

Priority

495

Not

Targets

m Live within 6 miles of station, work
within 3 miles of station, very or
somewhat interested

m Live within 6 miles of station, very or
somewhat interested

m Live within Commuter Shed, very or
somewhat interested *

Live within Commuter Shed, slightly
interested, have necessary
knowledge of METROLINK

Live within Commuter Shed, slightly
interested, lacking some knowledge
of METROLINK

O Do not live within Commuter Shed or
No interest

* Commuter Shed refers to a geographic area
in which the bulk of Metrolink transit riders reside
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Fare Media Purchasing Preferences

Not sure
Vending machine

at station
Smart phone app, 2OR
digital image
22.8

Online/phone,
mailed to home
14.5

Online, print at
home
29.9

22



Weekend Service * Promote new weekend service that is effective July 2012,
monitor ridership

Weekday Service e Continue to evaluate Metrolink Service Expansion Program
(Later Evening) and make adjustments to build ridership

Special Event Service * Primary markets are services to events at the Honda Center,
(Orange County) The Grove, Angel Stadium

* Further define demand, schedules, and cost
Service to San Diego County ¢ Develop run-through trains to San Diego

First and Last Mile * Implement a bike share pilot program
(Connections) * Implement station van program
e Continue to assess Station Link bus service

Targeted Marketing * Develop targeted marketing plans to stimulate trial and build
frequency of use
* Consider trip purpose, demographics, and origin/destinations

Destination Partnerships * Expand destination partnerships and promotions, i.e. Coaster,
(Weekend and Off-peak) North County Transit District, Disney, Los Angeles destinations, etc.
Train Delay Information e Improve availability of train delay information

* Explore real-time customer information systems

Ticketing * Research smart phone ticketing options 73
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