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BART's Customer Satisfaction Study is a tool to help BART prioritize efforts to achieve high levels
of customer satisfaction. The study entails surveying BART customers every two years to
determine how well BART is meeting customers’ needs and expectations. These surveys, initiated
in 1996, are conducted by an independent research firm.

The BART Board of Directors, management and staff use customer satisfaction surveys to focus
on specific service areas and issues important to BART customers. Making informed choices
allows BART to better serve current riders, attract new customers, and enhance the quality of life
in the Bay Area.

This report is based on 5,609 questionnaires completed by BART customers. These customers
were surveyed while riding on randomly selected BART cars during all hours of operation on
weekdays and weekends during a three-week period in September/October 2014.

The following Executive Summary highlights the most salient findings of the survey. Subsequent
sections present detailed analyses of the factors that influence customer satisfaction and a full
description of the survey methodology, including a copy of the questionnaire.

The initial survey questions ask customers to describe their use of the system. Customers are then
asked three key opinion tracking questions focusing on:

e Overall satisfaction;
e Willingness to recommend BART; and
e Perceptions of BART's value for the money.

In addition, the survey probes for ratings of 48 specific service attributes, ranging from on-time
performance to station cleanliness. BART uses the service attribute ratings to set priorities for
customer satisfaction initiatives.

It should be noted that a number of changes have occurred since the previous study in
September 2012. Those which might have influenced customer perception include:

e High ridership, contributing to increased crowding on trains. Average weekday ridership was
430,200 trips in September 2014, a 7% increase over the previous study.

e An aging system, under pressure from ridership growth. At over 40 years old, BART's train
cars are the oldest in the nation. Yet, BART runs more of its fleet than any other major transit
agency in order to keep up with demand.

e Fare and parking fee increases. BART fares increased 5.2% in January 2014, and parking fees
increased between the two survey periods as well."

e Two work stoppages in 2013 which shut down BART service over two four-day periods in July
and October.

e Aslight decrease in BART's on-time performance between the two survey periods.

e Changes in BART's bike rules. After a few pilot studies, BART permanently lifted many of the
restrictions on bicycles during commute hours in 2013.

e Continued replacement of train car seat coverings and carpeting with materials that are

" BART fares increase every two years based on an inflation-based formula, while parking fee increases are tied to parking occupancy
levels at stations.
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easier to keep clean. At the time of the 2014 survey, BART was more than half done with a
project to replace upholstered seat covers with vinyl seat covers. (The balance of the project
was completed after the survey period.) Additionally, the carpeted floors were being
replaced with hard surface flooring (will be completed by June 30, 2015).
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Although BART is still generally well-regarded by its customers, ratings have declined

significantly since 2012.

e About three out of four riders (74%) say they are very or somewhat satisfied with BART. This
is down 10 percentage points since 2012.

e 89% would definitely or probably recommend BART to a friend or out-of-town guest. While
still representing very strong support, this percentage is down four points.

e 63% agree strongly or somewhat that “BART is a good value for the money.” This has
dropped seven percentage points since 2012.

These decreases in the overall scores are primarily due to losses in the top ratings (e.g., “very
satisfied,” “agree strongly”).

Percent of BART customers saying . . . 2010 2012 2014
They are very satisfied ..............cccooi 36% 40% 28%
They would definitely recommend BART .........cccoooiiiiiiiieeeecieeen, 65% 69% 59%
They agree strongly that BART is a good value for the money ...... 24% 30% 25%

The survey data point to key factors contributing to the decline in customer satisfaction —
increased crowding on the system, aging trains and stations, system cleanliness concerns, and
train delays. To address these challenges, BART is starting to implement a program to build a
better BART system and improve satisfaction. The issues to be addressed are challenging. Train
cars need to be completely replaced. And more train cars, a new train control system, trackway
repairs, an additional maintenance shop, and other critical safety and reliability upgrades are
needed, but these improvements are only partially funded. It will be a challenge to secure the
funding that is needed to complete this program, and it will take quite a few years to deliver
these major projects.

In the meantime, BART is working on near term initiatives to build a better BART system and
improve customer satisfaction. {Note: the asterisked items (**) below indicate new initiatives
that are proposed for the FY16 budget and are subject to approval by the BART Board of
Directors.}

On-time performance

e Contra Costa Crossover: these track crossovers between the Walnut Creek and Pleasant Hill
stations became fully operational in April 2015. They allow trains to cross over to the
opposite track to re-route around disabled trains and other issues that cause delays. Earlier
this year, they were already helping to reduce delays due to weekend track work.

e More train control technicians: two more technicians to quickly remedy train control
problems during peak periods and minimize delays to customers.** (Train control failures
are currently responsible for 19% of late trains.)

e More rail vehicle engineers: six more engineers to improve vehicle reliability.**

e More main line technicians: four more vehicle technicians to mitigate car problems and keep
the trains moving.**
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More grounds workers: seven more grounds workers to ensure the right-of-way is clear of
obstructions to avoid service disruptions.**

Extended hours for stand-by paramedics: expanded coverage to respond more quickly to
medical emergencies in and near the Transbay Tube to reduce train delays.**

Train cleanliness

Seat cover replacement. The last upholstered seat covers were removed from train cars in
December 2014. All train cars now have vinyl seat covers, which are easier to keep clean.

Carpet replacement. By the end of June 2015, all train car carpeting will be replaced with
hard surface flooring, which is easier to keep clean.

More train car cleaners: 13 additional car cleaning staff, including an end-of-line cleaning
crew at Pittsburg/Bay Point to help keep cars clean while in service.**

Less crowding

The completion of the carpet replacement project, the repair of four to six heavily damaged
cars, and the proposed hiring of 37 more employees to cover additional train car
maintenance shifts in the Hayward and Daly City shops** will provide 30 more train cars in
service during peak periods. And in the off-peak, the minimum length for all Richmond-
Fremont trains will increase from three to four cars.

With the availability of the additional train cars and the flexibility provided by the Contra
Costa Crossover, BART will be able to add 16 train trips each weekday (10 on the Pittsburg-
SFO line and six on the Richmond-Millbrae line).

Train temperature/HVAC

BART will continue to replace degraded electrical controls on “A” and “B” cars as they fail.
The balance of the project to install upgraded HVAC units on all “C" cars will be completed
in the next couple of years.

Station cleanliness

Station “brightening” / cleaning. This effort to deep clean and perform maintenance and
repair work at about five stations per year was started, but not fully implemented, prior to
the survey. As more stations are completed, customers should notice an improved station
environment. Additionally, BART is considering expanding coverage with 21 more staff to
clean and scrub stations more frequently.**

Escalator replacements/escalator canopies. BART recently completed a canopy to cover the
20" Street escalator and stairwell at the 19™ Street station, and is currently in the design
phase to replace street level escalators at Powell and Civic Center stations and protect them
with canopies. The canopies will provide weather protection, maintain cleanliness, and
improve reliability.

More pigeon abatement to improve station cleanliness.**

Personal security

4 additional staff to expand BART Police presence in downtown San Francisco and support
the Crisis Intervention Team.**
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Longer term, BART has ordered new “Fleet of the Future” train cars which will eventually
replace its aging fleet. As these new cars arrive and go into service, BART's ability to
accommodate its growing ridership will improve. The first ten cars are expected to go into
service in fall 2016. The new cars are expected to have a significant impact on capacity by 2019
when the combined old and new car fleet will be approximately 905 train cars (compared to 669
today). However, additional funding will be needed to purchase more train cars to replace old
train cars as they are retired. BART's goal is to ultimately purchase at least 1,000 train cars to
meet growing demand and reduce crowding on the system.

BART Marketing and Research Department
Corey, Canapary & Galanis Research



2014 BART CUSTOMER SATISFACTION STUDY

BART Marketing and Research Department
Corey, Canapary & Galanis Research



2014 BART CUSTOMER SATISFACTION STUDY

DETAILED
RESULTS

BART Marketing and Research Department
Corey, Canapary & Galanis Research



2014 BART CUSTOMER SATISFACTION STUDY

OVERALL SATISFACTION - TRENDING
(2010 /2012 / 2014 Comparison)

Overall satisfaction measured by those who are very satisfied or somewhat satisfied has
dropped to 74% in 2014, down from 82% in 2010 and 84% in 2012. This was driven by a sharp
decline in those who are very satisfied. In addition, the dissatisfied percentage doubled
between 2012 and 2014 and now totals approximately 11%.
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36%

28%
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02012: 84% Satisfied
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2014 BART CUSTOMER SATISFACTION STUDY

2014 OVERALL SATISFACTION
(Peak / Off-Peak / Weekend Comparison)

While overall satisfaction is at 74%, there are key differences among customers who ride during
different time periods. Peak riders are more likely to be somewhat satisfied (as opposed to very
satisfied), while a higher percentage of off-peak and weekend riders say they are very satisfied
with BART.

OTotal

B Weekday Peak
@Weekday Offpeak
OWeekend

45% 44%

15% 15% 15% 149,

0,
8% 5% 8%

2% 2% 2% 29

| |
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Satisfied Dissatisfied
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2014 BART CUSTOMER SATISFACTION STUDY

WILLINGNESS TO RECOMMEND BART - TRENDING
(2010 /2012 / 2014 Comparison)

Although it remains at a very high level, overall willingness to recommend BART dropped to
89% in 2014. Compared to 2012, there has been an increase in the “probably” and "might or
might not" recommend categories and a corresponding decrease in the “definitely” recommend
category.

02010: 93% Would Recommend
02012: 93% Would Recommend

69% m2014: 89% Would Recommend
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] 2%
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2014 BART CUSTOMER SATISFACTION STUDY

2014 WILLINGNESS TO RECOMMEND BART
(Peak / Off-Peak / Weekend Comparison)

Peak period customers are less likely to definitely recommend BART than off-peak and weekend
riders.

OTotal
64% W Peak
@ Off-Peak
OWeekend

32%

30%
27%

8% 9%

7% 7%
% 2% 9
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BART Marketing and Research Department 13
Corey, Canapary & Galanis Research



2014 BART CUSTOMER SATISFACTION STUDY

PERCEPTION OF BART AS GOOD VALUE - TRENDING
(2010/ 2012 / 2014 Comparison)

The majority of riders see BART as a good value. The current rating is lower than 2012 (70%) and
close to 2010 (64%). The percentage of riders who disagree or are neutral has increased since
2012.

02010: 64% Agree
02012: 70% Agree
m2014: 63% Agree

% 40%
40% (1 38%

30%
24% 25%
9 20%
20% 18% ’
12% 119
9% "
‘ 4% 39, 5%
Agree Strongly Agree Somewhat Neutral Disagree Somewhat Disagree Strongly
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2014 BART CUSTOMER SATISFACTION STUDY

2014 PERCEPTION OF BART AS GOOD VALUE
(Peak / Off-Peak / Weekend Comparison)

Fewer peak period riders strongly agree that BART is a good value for the money than off-peak
or weekend customers.

Peak period customers generally ride BART five or more days per week, so the aggregate fares
they pay far exceed fares paid by off-peak and weekend customers. While off-peak and
weekend customers generally ride BART less frequently, they are a much larger group of people
overall and are an important part of public support for the BART system.
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SPECIFIC SERVICE ATTRIBUTES

In the 2014 survey, customers rated BART on 48 specific service attributes. The chart on the next
page shows mean ratings for each of these 48 service attributes. Iltems appearing towards the
top of the chart are rated highest, while items appearing at the bottom are rated lowest. The
average rating (on a scale from 1 = Poor to 7 = Excellent) is shown next to the bar for each item.
Given the large sample sizes, mean ratings are accurate to within £0.05 at a 95% confidence
level.

BART received the highest marks for:
e Clipper cards
e Availability of maps & schedules
e BART tickets
e On-time performance

BART received the lowest ratings for:
Restroom cleanliness

Presence of BART police on trains
Elevator cleanliness

Presence of BART police in parking lots

For a chart showing the percentage results, please see Appendix D.
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2014 BART CUSTOMER SATISFACTION STUDY

2014 RATING OF SPECIFIC SERVICE ATTRIBUTES

Mean Rating (7 point scale)

Clipper cards 5.80

Availability of maps & schedules 5.71

BART tickets 5.50

On-time performance 5.46

Timeliness of connections b/t BART trains ms— 5.36
bart.gov website m——— 5.30

Timely information about service disruptions m—————————— 5.26
Reliability of ticket vending machines m————————— 5.17
Train interior kept free of graffiti —————————— 5.17

Access for people with disabilities m——————— 5.13
Reliability of faregates e ——————— 5.12

Frequency of £rain ServiC e 5.11

Signs w/ transfer/platform/exit directions e — —————— —  ——— 5.06
Length of lines at exit gates m————————————————— 5.04

Availability of bicycle parking m————————— 5.01

Hours of operation me————————— 4.98

Lighting in parking lots m———————— 494

Timeliness of connections with buses m————————————————————— 4.85
Comfort of seats on trains m—— — — — ——————— 4.84

Helpfulness and courtesy of Station Agents e ————————————— 4.79
Stations kept free of graffiti m—— s 476

Availability of Station Agents m—————— 4.73

Availability of standing room on trains m——— 4.61
Appearance of train exterior e —————————————————— 4.59

Elevator availability & reliability m——— 4.58

Escalator availability & reliability m————— 4.58

Overall station condition m———————— 4.57

Personal security in the BART system m— 4.49
Enforcement against fare evasion messs—————————————— 4.47
Appearance of landscaping m————————— 4.42

Comfortable temperature aboard trains m—— 4.41
Availability of car parking m——————————— 4.1

Leadership solving reg’l transport problems m———————— 4.35
Condition/cleanliness of windows on trains m———— 4.32
Train interior cleanliness m———————————————————— 4.28

Clarity of P.A. announcements e ——————————— 4.21

Presence of BART Police in stations m—————————————— 4.19
Availability of seats on trains m———— 4.18

Station cleanliness m——— 4.11

Noise level on trains m— 4.08

Condition/cleanliness of seats on train m—————————— 4.07
Availability of space for luggage, bicycles, etc. s — s 4.06
Condition/cleanliness of floors on trains m———————————— 4.05
Enforcement of no eating & drinking policy m—————————————— 4.05
Presence of BART Police in parking lots m————————————— 3.95
Elevator cleanliness m——— 3.88

Presence of BART Police on trains m— 3.65
Restroom cleanliness m——— 3.52
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Among the 48 attributes, all but four showed statistically significant declines between 2012 and
2014. One attribute, Clipper cards, showed a small ratings increase, and three attributes were
essentially flat (i.e., declines were not statistically significant.) The chart in the next sub-section
shows the percent change in the mean rating from 2012 to 2014. For details on statistical
significance, refer to Appendix C.

In looking at the attributes with the largest declines, most were impacted by high ridership and
its associated stress on the aging BART system. The attributes with the largest declines were:

e Leadership in solving regional transportation problems (-10.3%)

Availability of seats on trains (-8.5%)

Station cleanliness (-7.8%)

Elevator cleanliness (-7.8%)

Comfortable temperature aboard trains (-7.0%)

Ratings of BART leadership in regional transportation tend to rise and fall with overall
satisfaction, and this year both metrics have declined ten percentage points. Customers tend to
link leadership in solving regional transportation problems with the nature of the BART system —
it carries many thousands of riders, connects multiple counties, and provides frequent and
reliable service, all of which help ease traffic and congestion. In the past two years, BART's on-
time performance has declined somewhat, which likely impacted perceptions of its reliability.
Additionally, two work stoppages about a year prior to the survey resulted in eight days with no
BART service. This could have also had an impact on this attribute.

BART is planning to increase staff and resources in key areas in order to improve reliability.
More train control technicians, rail vehicle engineers, main line technicians, and grounds
workers, as well as extended hours for standby paramedics, should help reduce delays for
passengers.

The decline in availability of seats on trains is directly related to the ridership increase between
the two survey periods. Average weekday ridership in September 2014 was 430,200 trips, a
historic high at the time, and 7% higher than two years prior. Availability of seats is very
important to BART's customers. Those who stood during their BART trips reported lower
satisfaction levels than those who were seated.

In the long-term, BART's capacity will increase as its “Fleet of the Future” train cars go into
service. BART currently has funding to purchase 775 new train cars and hopes to increase the
fleet size to over 1,000 new cars once additional funding is secured. (BART's current fleet
consists of approximately 669 cars.) The first 10 new cars are expected to go into service in fall
2016.

In the near-term, BART is planning to increase maintenance staffing, complete the carpet
replacement project, and repair and put back into service four to six heavily damaged cars.
These changes will eventually result in 30 more train cars in service during peak periods, as well
as an increase in the minimum length for off-peak Richmond-Fremont trains (from three to four
cars). The additional cars, in conjunction with the flexibility provided by the new Contra Costa
Crossover, will enable BART to add 16 more weekday train trips beginning in September 2015
(10 more trips on the Pittsburg-SFO line and six more trips on the Richmond-Millbrae line).
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The next two attributes, station cleanliness and elevator cleanliness, were likely also impacted by
BART's ridership increase. More people were using stations and elevators, resulting in increased
wear and tear on facilities, yet BART did not have a proportionate increase in staff or resources
to clean them.

One effort to improve station cleanliness, “station brightening,” was underway but not fully
implemented prior to the survey. This involves deep cleaning, as well as maintenance and repair
work, at about five stations per year. As more stations are completed, customers should notice
improvements in the station environment. Additionally, BART plans to hire 21 more staff to
clean and scrub stations more frequently.

With regard to escalators, BART is currently in the design phase to replace street level escalators
at Powell and Civic Center stations and protect them with canopies. The canopies provide
weather protection, maintain cleanliness, and improve escalator availability. An
escalator/stairwell canopy was recently built at the 20™ St. entrance to the 19 St. BART station,
and BART plans to continue to add canopies where they are most needed.

The decline in ratings of comfortable temperature aboard trains is likely related to issues with
degraded HVAC units on some of BART's train cars (“A"” and “B” cars) at the time of the survey.
Crowded conditions on trains may have also aggravated perceptions of temperature. HVAC
units on the A and B cars are currently being replaced as issues are identified. Additionally,
upgraded HVAC units are being installed on BART’s “C" cars and should be completed within
two years.

The attribute with a rating increase, Clipper cards, was up 1.9% vs. 2012. In addition to seeing a
small increase in ratings, Clipper cards are also more widely used on BART now, accounting for
60% of average weekday trips in September 2014 vs. 51% in September 2012.
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SERVICE ATTRIBUTE RATINGS: PERCENTAGE CHANGES

2014 vs. 2012 comparisons

Statistically
Significant
2014 | 2012 %Change at 95%

SCALE: 1 = Poor, 7 = Excellent Mean | Mean | Difference (mean) Conf. LviI?
Leadership in solving reg’l transport. problems 4.35 4.85 -0.50 -10.3 Yes
Availability of seats on trains 4.18 4.57 -0.39 -8.5 Yes
Station cleanliness 4.11 4.46 -0.35 -7.8 Yes
Elevator cleanliness 3.88 4.21 -0.33 -7.8 Yes
Comfortable temperature aboard trains 4.41 4.74 -0.33 -7.0 Yes
Availability of car parking 4.41 4.68 -0.27 -5.8 Yes
Condition / cleanliness of floors on trains 4.05 4.28 -0.23 -5.4 Yes
Availability of standing room on trains 4.61 4.86 -0.25 -5.1 Yes
Restroom cleanliness 3.52 3.71 -0.19 -5.1 Yes
Stations kept free of graffiti 4.76 5.01 -0.25 -5.0 Yes
Overall station condition / state of repair 4.57 4.81 -0.24 -5.0 Yes
Presence of BART Police on trains 3.65 3.84 -0.19 -4.9 Yes
Train interior cleanliness 4.28 4.49 -0.21 -4.7 Yes
On-time performance of trains 5.46 5.72 -0.26 -4.5 Yes
Availability of space on trains for luggage... 4.06 4.25 -0.19 -4.5 Yes
Noise level on trains 4.08 4.27 -0.19 -4.4 Yes
Condition / cleanliness of windows on trains 4.32 4.52 -0.20 -4.4 Yes
Clarity of public address announcements 4.21 4.39 -0.18 -4.1 Yes
Enforcement of no eating or drinking policy 4.05 4.22 -0.17 -4.0 Yes
Appearance of landscaping 4.42 4.60 -0.18 -3.9 Yes
Enforcement against fare evasion 4.47 4.65 -0.18 -3.9 Yes
Comfort of seats on trains 4.84 5.03 -0.19 -3.8 Yes
Personal security in BART system 4.49 4.64 -0.15 -3.2 Yes
Access for people with disabilities 5.13 5.30 -0.17 -3.2 Yes
Presence of BART Police in parking lots 3.95 4.08 -0.13 -3.2 Yes
Helpfulness and courtesy of Station Agents 4.79 4.94 -0.15 -3.0 Yes
Presence of BART Police in stations 4.19 4.32 -0.13 -3.0 Yes
Availability of Station Agents 4.73 4.86 -0.13 -2.7 Yes
Condition / cleanliness of seats on trains 4.07 4.18 -0.11 -2.6 Yes
bart.gov website 5.30 5.44 -0.14 -2.6 Yes
Appearance of train exterior 4.59 4.71 -0.12 -2.5 Yes
Length of lines at exit gates 5.04 5.17 -0.13 -2.5 Yes
Signs with transfer / platform / exit directions 5.06 5.19 -0.13 -2.5 Yes
Frequency of train service 5.11 5.24 -0.13 -2.5 Yes
Reliability of ticket vending machines 5.17 5.30 -0.13 -2.5 Yes
Train interior kept free of graffiti 5.17 5.29 -0.12 -2.3 Yes
Lighting in parking lots 4.94 5.05 -0.11 -2.2 Yes
Timely information about service disruptions 5.26 5.37 -0.11 -2.0 Yes
Hours of operation 4.98 5.08 -0.10 -2.0 Yes
Reliability of faregates 5.12 5.22 -0.10 -1.9 Yes
Timeliness of connections b/t BART trains 5.36 5.46 -0.10 -1.8 Yes
Elevator availability and reliability 4.58 4.66 -0.08 -1.7 Yes
Timeliness of connections w/ buses 4.85 4.93 -0.08 -1.6 Yes
Availability of maps and schedules 5.71 5.79 -0.08 -1.4 Yes
Availability of bicycle parking 5.01 5.05 -0.04 -0.8 No
BART Tickets 5.50 5.54 -0.04 -0.7 No
Escalator availability and reliability 4.58 4.60 -0.02 -0.4 No
Clipper Cards 5.80 5.69 0.11 1.9 Yes
20 BART Marketing and Research Department
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QUADRANT ANALYSIS

The chart on the next page (titled "2014 Quadrant Chart") is designed to help set priorities for
future initiatives to improve customer satisfaction. This chart quantifies how important each
service characteristic appears to be from a customer perspective (using the vertical axis) and
shows the average customer rating for each characteristic (using the horizontal axis). For a more
detailed description of how this chart is derived, see Appendix G.

The vertical axis crosses the horizontal axis at the average (mean) performance rating from the
benchmark survey in 1996. This vertical axis has remained in this location in all subsequent
surveys so that Quadrant Charts can easily be compared year-to-year.

The "Target Issues" quadrant identifies those service attributes which appear to be most
important, but which receive relatively low ratings from BART riders. Based on the vertical axis
used since 1996, target issues include the 15 attributes listed below. Compared to 2012, there
are eight new target issues, which are identified in bold type.

e Station condition/state of repair

¢ Leadership in solving regional transportation problems

e Auvailability of seats on trains

¢ Availability of standing room on trains

¢ Condition/cleanliness of seats on trains

e Train interior cleanliness

¢ Condition/cleanliness of floors on trains
Comfortable temperature aboard trains
Availability of space on trains for luggage, bicycles, and strollers
Condition/cleanliness of windows on trains
Station cleanliness
Appearance of train exterior
Personal security in the BART system
Restroom cleanliness
Elevator availability and reliability

Some of these attributes, such as restroom cleanliness and train windows, have received low
ratings in prior studies, but appear on the 2014 Quadrant chart as more important than before.
Others, such as leadership in solving regional transportation problems, station condition/state of
repair, and standing room availability, have remained important (as in previous studies), but the
ratings have dropped.

In looking at the types of items in the Target Issues quadrant, more than half involve conditions
onboard - both capacity issues and cleanliness issues. BART expects that its new Fleet of the
Future train cars will help relieve crowding as they will expand the fleet and feature wider aisles,
but this is still a few years away. (The first 10 new cars are expected to go into service in fall
2016.) In the near term, BART plans to increase the number of train cars available by increasing
maintenance staff, completing the carpet replacement project, and repairing four to six heavily
damaged cars that are currently out of service. These additional cars, in conjunction with the
flexibility provided by the new Contra Costa Crossover, will enable BART to add 16 more
weekday train trips beginning in September 2015 (10 more trips on the Pittsburg-SFO line and six
more trips on the Richmond-Millbrae line).
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Regarding cleanliness, some onboard improvements have already been made since the survey
period. The last upholstered seat covers were removed from train cars in December 2014. All
train cars now have vinyl seat covers, which are easier to keep clean. By the end of June 2015, all
train car carpeting will be replaced with hard surface flooring, which is also easier to keep clean.
Additionally, BART plans to add 13 more train cleaning staff, including an end-of-line cleaning
crew at Pittsburg/Bay Point to help keep cars clean while in service.

The other main category in the Target Issues quadrant involves stations — overall condition and
cleanliness. BART has already made strides in this area with its “station brightening” program,
which focuses on deep cleaning, maintenance and repair work at about five stations per year.
As more stations are completed, customers should notice an improved station environment.
Additionally, BART plans to hire 21 more station cleaning staff to clean and scrub stations more
frequently; to replace escalators at selected stations and protect them with canopies; and to
increase pigeon abatement to maintain cleanliness.

Although not in the Target Issues quadrant, On-time performance is closely linked with customer
satisfaction, and ratings on this attribute declined 4.5%. The new Contra Costa Crossover, which
became fully operational in April 2015, will help to reduce delays on the Pittsburg-SFO line.
BART also plans to increase staffing and resources in key areas to reduce delays since this is a
critical issue for customers.

For comparison purposes, the 2012 Quadrant Chart is included after the 2014 chart.
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SATISFACTION TRENDS

The chart on the next page shows the overall satisfaction ratings recorded since the first BART
Customer Satisfaction Survey in 1996. The chart is further annotated to show some significant
factors impacting customer perceptions and use of BART.

In 1996, 80% of customers were satisfied with BART. Two years later customer satisfaction had
dropped to 74%. The events most likely to influence customer satisfaction, which took place in
between the two surveys, were a large fare increase (the third since 1995), a work stoppage, and
aging equipment. Also, the effects of a $1.2 billion renovation program began to be felt during
this period. Customer satisfaction often suffers at the beginning of a renovation program
because service is impacted by cars, escalators, and elevators being taken off-line.

By 2002, customer satisfaction was back up to 80%, and in 2004, BART registered an all-time
high rating of 86%. Factors that increased satisfaction probably included keeping fare increases
relatively small, the opening of the extension to the San Francisco International Airport, the
introduction of permit parking, and the completion of the renovation program.

The 2006 survey reflects residual effects of these improvements. Other factors in the 2004 to
2006 time period were another small fare increase and a labor settlement without a work
stoppage. In 2008, ridership surged as gas prices rose, and a fire in the Hayward train yard in
May impacted riders on the Fremont line. However, BART improved train interior cleanliness and
increased evening and Sunday train frequency beginning January 1, 2008.

Between the 2008 and 2010 surveys, BART ridership dropped 7% reflecting the impacts of the
longest recession since World War Il, running from December 2007 through June 2009. Between
these two survey periods, unemployment in the three-county BART District rose from 6.3% to
10.6%. BART implemented a 6.1% fare increase in July 2009, six months earlier than anticipated,
in order to help close a budget deficit.? In addition, BART reduced evening and Sunday train
frequency in September 2009, effectively reversing the service increase implemented in 2008.

By the 2012 survey period, ridership had skyrocketed, topping 400,000 average weekday trips for
the first time in BART’s history (an increase of 14% vs. the 2010 survey period). The local
economy was recovering (unemployment in the BART District was 8.1%), gas prices were on the
rise, and BART customer satisfaction rebounded to 84%.

For 2014, overall satisfaction is down to 74% - almost exactly the same as in 1998. Similar to
1998, BART is experiencing historically high ridership (430,200 average weekday trips in
September 2014, up 7% vs. two years prior) and is in dire need of renovation, making keeping
up with demand very challenging. Additionally both the 1998 and 2014 surveys took place
about a year after work stoppages. It should be noted, however, that of the approximately
1,500 riders who included comments on their surveys, only 3% specifically mentioned the 2013
strikes.

Other factors which may have influenced customer perceptions between 2012 and 2014 include:
e Fare and parking fee increases. BART fares increased 5.2% in January 2014, and parking fees
increased multiple times at most stations with parking between the two survey periods.

2 The 7/09 fare increase of 6.1% does not include the minimum fare increase (+$0.25) or the SFO premium fare increase (+$2.50).
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e Aslight decrease in BART's on-time performance between the two survey periods. (BART's
operational data show that 93.8% of trains were on time in the July-September 2014 period.
This compares to 95.5% on time in the July — September 2012 period.)?

restrictions on bicycles during commute hours in 2013.

Changes in BART's bike rules. After a few pilot studies, BART permanently lifted many of the

Continued replacement of train car seat coverings and carpeting with materials that are

easier to keep clean. BART'’s upholstered seat covers were replaced with vinyl seat covers
(project was completed after the survey period), and the carpeted floors are being replaced
with hard surface flooring (will be completed by June 30, 2015).

SATISFACTION TRENDS: 1996 - 2014

4/96  4/97
(13.0%) (11.4%

Fare Increases”®

Fare Increases”
1/03 1/04
(5.0%) (10.0%)

Renovation Program

sd
86% g
1
85%
SEO Opens
6/03
Labor Labor
Settlement Settlement
80% 9/01 7/05
80%
78%
Permit
r kgS/tgo;page Parking
Daily Parking Fees
Introduced
74(y (2005)
(1]

Fare Increase”
1/06
(3.7%)

rvice
rease Labor ISerwce Bikes allowed
/08 Settlement n;;elazse all times
8/09/n
84% 84%
_\/ Weekday
Sefvice ridership:
Reduction
9/09
Hayward Fire
5/08 Work sto
W Dublin
Gas Opens
$4.61/Gallon
6/08
Recession Vinyl Seats
Introduced
Shooting  Shooting %
1/1/09 7/3/11
Cell Phgne
Protests Pkg fee|increases
7/11- 9/11

7/09
(6.1%)

1/08
(5.4%)

Fare Increases”

Fare Increase”™
7/12
(1.4%)

Fare Increase
1/14:
(5.2%)

1996 1998 2000 2002 2004 2006 2008 2010 2012 2014

A Percentages shown reflect average fare increases. The 2006 fare increase of 3.7% does not include an additional $0.10 capital
surcharge. The 7/09 fare increase of 6.1% does not include the minimum fare increase (+$0.25) or the SFO premium fare increase

(+$2.50).

AMWork stoppage announced, but averted in 8/09.

3 BART Quarterly Performance Reports; Q1, FY15 and FY13; “On-time Service — Customer”
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BART CUSTOMER ETHNICITY COMPARED TO REGIONAL DATA

BART customers’ ethnicities reflect the diversity of the Bay Area.

Bay Area Census Data (2013 ACS Estimate)

m BART 2014 Customer Satisfaction Survey

0,
39% 38%
0,
26% 27%
22%
19%
10%
8%
0,
a% %

<1% 1% .

White Asian/Pacific Hispanic Black/African American Other

Islander American Indian/Alaska
Native
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BART CUSTOMER INCOMES COMPARED TO REGIONAL DATA

BART customers’ household incomes approximately track regional household income
distribution; however, there are notable differences at the lowest and highest income levels.

Bay Area Census Data (2013 ACS Estimate) 20%
(1]

m BART 2014 Customer Satisfaction Survey

32%

17% 18%
()

12% 13%
()

0,
9% 10%
V) V) 0, 0, 0,
6% 7% 7% 7% 7% 6% 7%
3%l I I I
T T T T T T T

Lessthan  $25,000to $30,000to $40,000to $50,000to $60,000to $75,000to $100,000 and
$25K $29,999 $39,999 $49,999 $59,999 $74,999 $99,999 over

2) The BART data distribution is based on 5,095 responses and excludes 9% non-response. Note that other tables within this report
include non-response, so the percentages shown will differ.
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Appendix A:
QUESTIONNAIRE

Questionnaires in:
English

Spanish

Chinese

Korean
Viethnamese

BART Marketing and Research Department
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Win an iPad!

USAGE OF BART

n Which BART station did you enter before boarding
this train?

{Entry Station}

About what time did you get on this train?
- O oam 2 pm
(Hour} (Minute)

At which BART station will you exit the systern?

(Extt Station)

n Are you transferring between BART trains on this trip?
L] No 1 Yes

What is the primary purpose of this trip? (check anly ane)

[ Commute toffrom work 1 Medical/Dental
21 School [ Shapping
Airplane trip L] Restaurant
Sports event +[_| Theater or Concert
[] Visit friendsffamily wl] Other:

a If BART service were not available, how would you
make this tip? Check your one best option)
[1 1 would not make this trip
:L] Bus or other transit (all the way to my destination)
| Drive alone to my destination and park
Carpool
L] Bicycle to my destination
| Other:

Did you use a Clipper/TransLink card to pay the fare for
this one-way BART trip?

[1 No [ Yes

B What type of fare did you pay for this BART trip? check one)

["1 Regular BART fare {1 Senior discount
[] High Value Discount L] Disabled discount

($48 or §64 value) [ Student discount
3] Muni Fast Pass [ Other:

B How did you travel between home and BART today?
L] Walked all the way to BART

| Bicycle
S| Bus/transit Where did you park?
.1 Drove alﬂnej 1iLlinBART ot 2] Offsite
L1 Carpooled What fee, if any, did you pay?
LI Dropped off 1] Noneffree L] Daily Reserved
] Other: :[_| Daily fee L] Monthly Reserved

m How long have you been riding BART?
["] This is my first time on BART

| 6 months or less

| More than 6 months but less than 1 year
L1 =2 years
[] 3-5years

| More than 5 years

m How often do you currently ride BART? (Check one)
[] 6~ 7 days a week
L1 5 days a week

L1 3 -4 days a week

[] 1= 2 days a week

L1 1~ 3 days a month About how mary
il Less than once a month—» .. ayear?

L)

W 3 Frinted on recycled ¢

Survey & Contest

Please complete this survey. Survey information will be treated confidentially. Unless otherwise
stated, your answers should refer to your overall BART experience. Please hand the completed
survey back to the survey coordinator. If necessary, you can also mail the survey to:

BART Marketing & Research, PO. Box 12688, Oakland, CA 94604-2688.

OPINION OF BART

m Overall, how satisfied are you with the services provided
by BART?

[T] Very Satisfied

Somewhat Satistied

Neutral

[ ] Somewhat Dissatisfied

[7] Very Dissatisfied

Would you recommend using BART to a friend or
out-of-town guest?
| Definitely
:[] Probably
| Might or might not
_| Probably not
1] Definitely not

m To what extent do you agree with the following statement:
“BART is a good value for the money.”

ABOUT YOURSELF

B After you boarded the train for this trip, did you stand because
seating was unavailable?

| No | Yes — whole trip 3] Yes — part of trip

=» NOTE: Please answer BOTH questions 16a and 16b.

@ Are you of Hispanic, Latino or Spanish origin?
1 Na Yes

@ What is your race or ethnic identification? (check one or more)
L1 White
211 Black/African American
["1 Asian or Pacific Islander

<L | American Indian or Alaska Native

[ Other

(Questions are based on the U 5 Census)

Do you speak a language other than English at home?
i[] No
| Yes, | speak:

If *Yes* to question 17a, how well do you speak English?

11 Very well 27 Well s Not well «[Z] Not at all
n Gender: | Male Female
n Age: 12 or younger sL] 35-44
13-17 «[]45-54
118-24 [155-64
25-34 65 and older

m What is your total annual household income before taxes?
1] Under $25,000 ;[ $50,000 - $59,999
$25,000 - $29,999 «1 $60,000 - $74,999
30,000 - $39,999 $75,000 - $99,999
$40,000 - $49,999 $100,000 and over

m Including yourself, how many people live in your household?

11 0 2 L] 3 a[14 s[15 1 6+
i OVER ©
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a Please help BART improve service by rating each of the following attributes, " 7" (excellent) is the highest rating, and “1

is the lowest rating. You also can use any number in between. Skip attributes that do not apply to you

OVERALL BART RATING

On-time performance of trains

Hours of operation

Frequency of train service

Availability of maps and schedules

Timely information about service disruptions
Timeliness of connections between BART trains
Timeliness of connections with buses
Awvailability of car parking

Availability of bicycle parking

Lighting in parking lots

Access for people with disabilities
Enforcement against fare evasion
Enforcement of no eating and drinking policy
Personal security in the BART system
bart.gov website

Leadership in solving regional transportation problerns

BART STATION RATING

Length of lines at exit gates

Reliability of ticket vending machines
Reliability of faregates

Clipper cards

BART tickets

Escalator availability and reliability

Elevator availability and reliability

Presence of BART Palice in stations
Presence of BART Police in parking lots
Availability of Station Agents

Helpfulness and courtesy of Station Agents
Appearance of landscaping

Stations kept free of graffiti

Station cleanliness

Restroom cleanliness

Elevatar cleanliness

Signs with transfer / platform / exit directions
Overall condition / state of repair

BART TRAIN RATING

Availability of seats on trains

Availability of space on trains for luggage, bicycles, and strollers
Availability of standing room on trains
Comfort of seats on trains

Condition / dleanliness of seats on trains
Comfortable temperature aboard trains
Noise level on trains

Clarity of public address announcements
Presence of BART Police on trains
Appearance of train exterior

Condition / cleanliness of windows on trains
Train interior kept free of graffiti

Train interior cleanliness

Condition / deanliness of floors on trains

COMMENTS:

* (poor)
Poor Excellent
1 ¥ 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 E 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 6 7
1 2 3 4 5 6 7
1 2 ) 4 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 6 7
Poor Exce
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 & 6 /
1 2 3 4 & 6 /
1 2 3 4 & 6 7
1 2 3 4 -] 6 7
1 2 3 4 5 6 7
1 ? 3 4 5 6 7
1 2 3 s ) 6 7
1 2 3 4 5 6 7
1 Z 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 Zz 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 /
Poor Excellent
1 2 3 4 L] 6 !
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 /
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 E; 6 7
1 2 3 4 5 6 7
i 2 3 4 5 6 7
1 2 3 4 5 6 /

(Give additional feedback at v

CONTEST ENTRY:

NAME:

DAYTIME TELEPHONE NUM BER: { )

EMAIL ADDRESS:

CONTEST RULES: Mo [

OVER ©)
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Encuesta y Concurso

Por favor, complete esta encuesta. Los datos de la encuesta seran confidenciales. A menos que se indique
lo contrario, sus respuestas se deben referir a sus experiencias generales con BART. Por favor, una vez

completada, entregue la encuesta al coordinador de la encuesta. Si fuese necesario también puede
enviar la encuesta a: BART Marketing & Research, PO, Box 12688, Oakland, CA 94604-2688

jGane un iPad!

USO DE BART OPINION SOBRE BART

n ¢En qué estacion de BART entré usted antes de abordar En general, ;cudn satistecho se siente usted de los servicios
este tren? proporcionados por BART?
[Z1 Muy satisfecho
(Estacion de entrada) L) Un poco satisfecho
¢ A qué hara ingreso a este tren? ! Neutral

[
;L1 Un poco insatisfecho
il

—T T Clam o0 e Muy insatisfecho
a +En qué estacion saldra usted del sistema BART? ¢Le recomendarfa usted BART a un amigo o a un visitante
de fuera de la ciudad?
{Estacidn de salida) :[ ] Con sequridad
n ¢Debe usted hacer transbordo de un tren de BART a otro ] Probablemente
en este desplazamiento? Quizas sf, quizas no
No — ¢ :[! Probablemente no

[_] Seguro que no
a ¢Cual es el objetivo principal de este viaje? (Marque solo una opcién)

1 Viaje alfdel trabajo 1 Médico/Dental m ¢Enqué medida esta usted de acuerdo con la siguiente
Escuela Compras a!\rmacién: “BART proporciona un buen servicio a un
1 Viaje en avion . Restaurante precio razonable.”?
L] Evento deportivo Teatro o Concierto ] Muy de acuerdo
[T1 Visita a amistadesAamiliares [ Otro: 1 Un poco de acuerdo
@ si ol sevicio de BART no hubiera estado disporible, L Neutral
1 No muy de acuerdo

¢ como habria realizado este viaje? Marque fa mejor opdicn)
] No hubiera realizado este desplazamiento

L1 En autobts u otro medio de transporte (hasts legar a destine)

Hubiera manejado s6lo hasta mi destino, y hubiera _
estacionado ACERCA DE USTED

" :
= ;Jlsll))eil "an;ﬂml.etc,'?ilﬁittw';] ta lle desti m Después de abordar el tren para este desplazamiento,
A KR DICKIRT Nasla; Hegard et ¢ permanecio de pie por falta de asientos?

[1 Muy en desacuerdo

[] Otro;
. ) ) . ] [INo [ si-durante todo Si - durante parte
n ¢ Utilizé una tarjeta Clipper o TransLink para pagar la tarifa el trayecto del trayecto
de este viaje de ida de BART?
1 No S =>» NOTA: Por favor responda a AMBAS preguntas 16a y 16b
a £Qué tipo de tarifa pago usted por este viaje en BART? m ¢ Es usted hispano, latino o de origen espanal?
(Marque uno) 1 No K
Tarifa reqular de BART {1 Descuento para personas
[] Boleto de descuento ~ mayores Cudl es su raza o identificacion étnica? Margue uno o mé)
de gran volumen +] Descuento para personas O Blanco
faladetedoten: ) dlslc“’p'amadas - {71 Negro/Afroamericano
Fast Pass de Muni ‘ D@scyentr) para estudiantes s Asiatico o de las Islas del Pacifico
Quo: 1 Indio Americano o nativo de Alaska
¢Como se desplazé desde su residencia hasta BART hoy? L1 Oto:_
["] Hice todo el camino hasta BART a pie (Estas categorias estan basadas en el censo de fos EE L)
Ll Bicideta [Dénde estacioné? in idiome 57
{1 Autobus/Transporte piblico [ (7] £r ol estacionamiento @ En su hogar, ¢ habla algan idioma que no sea inglés?
[ Manejé solo de BART ol in
[ 1 Viaje compartido ] Enotro lugar :L1'Si, hablo:
nauto 5i pagé ;cudl fuela tarifa? : e . .
Alguien me llevé e meg ;n et m Si rc_espc‘:ndlc "Si” ala pregunta 17a, ¢cudl es su nivel
Otra: D Tarifa diaria deingiés?
— 1] Tarifa diaria reservada [1 Muy bien Bien No muy bien <1 No hablo inglés
m ¢ Cudnto tiempa lleva usted ] Tarifa mensual reservada . y
viajando en BART? n Sexo: [_] Hombre Mujer
[ 1 Este es mi primer viaje en BART o “o 4
[ ] 6 meses o menos m Edad: 120 rr;anm : 35-44
[] Mas de 6 meses, pero menos de 1 ano 113-1 = 2‘5 - 54
112 anos L1 18-24 L1 55-64
sL] 3-5anos 25-34 [1 65y mayor
L Més de 5 anos ﬂ (Cuales son los ingresos anuales de su familia antes de
m ¢ Con cuanta frecuencia viaja en BART en la actualidad/ pagar impuestos?
(Marque uno) {71 Menos de $25,000 $50,000 - $59,999
[ 6~ 7 dias a la semana 1 $25,000 - $29,999 1 $60,000 - $74,999
[1 5 dias a la semana s[] $30,000 - $39,999 1] $75,000 - $99,099
3 - 4 dias a la semana 71 $40,000 - $49,999 <1 $100,000 0 mas
L1 1-2dias a la semana . )
1 - 3 dias al mes ¢Aproximadamente cuantas m Incluyéndole a usted, ;cudntas personas viven en su casa?
] Menos de 1 vez al mes —» VEcssalafio? mE 0z [ 3 L 4 J15  J[16+
B8 i s CONTINUA AL DORSO ©)
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a Por favor, ayude a BART a mejorar el servicio calificando cada una de las siguientes categorias. Califique cada una de las siguientes
categorfas y ayude a BART a mejorar el servicio. " 7" (excelente) es la calificacion mas alta y 1" (pésimo) es la calificacion mas baja.
También puede usar cualquier nimero entre el 1y el 7. Omita las categorlas que no sean pertinentes para usted

CALIFICACIONES GENERALES Pésimo Excelente
Trenes puntuales, de acuerdo al horario 1 2 3 4 5 6 7
Horarios de funcionamiento 1 2 3 4 5 6 4
Frecuencia del servicio de trenes 1 2 3 4 5 b 7
Disponibilidad de mapas y horarios 1 2 3 4 5 6 7
Informacion oportuna sobre interrupciones en el servicio 1 2 3 4 5 6 7
Puntualidad de conexiones entre trenes de BART 1 2 3 4 5 6 7
Puntualidad de conexiones con autobuses 1 2 3 4 6 7
Disponibilidad de estacionamiento para autos 1 2 3 4 5 6 7
Disponibilidad de estacionamiento para bicicletas 1 2 3 4 5 6 7
Alumbramiento de estacionamientos 1 2 3 4 5 6 7
Acceso para personas con discapacidades 1 2 3 4 5 6 7
Aplicacidn de normas contra la evasion de tarifas 1 2 3 4 5 6 7
Aplicacion de normas que prohiben comer y beber 1 2 3 4 5 6 7
Seguridad personal en el sistema BART 1 2 3 4 5 6 7
Pagina web bart.gov 1 2 3 4 5 6 7
Liderazgo en la solucion de problemas regionales de transporte 1 2 3 4 5 6 7
CALIFICACIONES A ESTACIONES DE BART Pésimo Excelente
Longitud de filas en las puertas de salida 1 2 3 4 5 6 7
Fiabilidad de las maquinas de venta de boletos 1 2 3 4 5 6 7
Fiabilidad de las puertas de aplicacion de tarifas 1 2 3 4 ) 6 i
Tarjetas Clipper 1 2 3 4 B 6 7
Boletos de BART 1 2 3 4 5 6 7
Disponibilidad y fiabilidad de escaleras mecanicas 1 2 3 4 b 6 7
Disponibilidad y fiabilidad de elevadores 1 2 3 4 6 i
Presencia de Policla BART en las estaciones 1 2 3 4 5 6 7
Presencia de Policla BART en los estacionamientos 1 2 3 4 5 6 7
Disponibilidad de agentes en las estaciones 1 2 3 4 5 6 F i
Ayuda y cortesia de los agentes en las estaciones 1 2 3 4 6 it
Aspecto de la zona ajardinada 1 2 3 4 5 6 7
Estaciones libres de graffiti 1 2 3 4 5 6 7
Limpieza de las estaciones 1 2 3 4 5 6 7
Limpieza de los banos 1 2z 3 4 2 6 7
Limpieza de los elevadores 1 2 3 4 5 6 )
Senales de indicacion de transhordos / andenes / salidas 1 2 3 4 5 6 7
Condicién general / estado de funcionamiento 1 2 3 4 5 6 7
CALIFICACIONES A TRENES BART Pésimo Excelente
Disponibilidad de asientos en los trenes 1 2 3 4 5 6 7
Disponibilidad de espacio en los trenes para equipaje, bicicletas 1 2 3 4 5 6 7
y carritos de bebé (carreolas)

Disponibilidad de espacio para permanecer de pie en los trenes 1 2 3 4 5 6 7
Comodidad de asientos en los trenes 1 F. 3 4 5 6 7
Condicion / limpieza de asientos en los trenes 1 2 3 4 5 6 7
Temperatura confortable a bordo de los trenes 1 2 3 4 6 7
Nivel de ruido en los trenes 1 P 3] 4 5 6 7
Claridad de los avisos por megafonia 1 2 3 4 5 6 7
Presencia de Policia BART en los trenes 1 2 3 4 5 6 !
Aspecto exterior del tren 1 2 3 4 5 6 7
Condicion / limpieza de ventanas en los trenes 1 2 3 Ul 5 6 7
Interior de los trenes libre de graffiti 1 2 3 4 5 6 7
Limpieza del interior de los trenes 1 7 3 4 5 6 7
Condicion / limpieza del piso en los trenes 1 2 3 4 5 6 7

COMENTARIOS: ( é a omments.)

PARTICIPACION EN EL CONCURSO:

NOMBRE:

NUMERO DE TELEFONO DIURNO: (

DIRECCION DE CORREC ELECTRONICO: _

REGLAS DEL C
Jass h

CONTINUA
AL DORSO
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Théng mét iPad!

SU DUNG BART
n Quy vi da vao tram BART nao trudc khi lén chuyén xe nay?

(Ghi Tén Tram)
B Quy vitén chuyn xe nay vio khodng may gio?

s O saeg 20 chiew
(Haur) (Minute)

n Quy vi 5& r&i khdi hé thdng ndy & trgm BART nao?

(Tram Quy Vi S& R0
n Trong chuyén di nay quy vi ¢6 chuyén sang nhiing chuyén
xe BART khac hay khoéng?
| Khéng ]

D Muc aich chinh yéu ciia chuyén 6 nay 13 gi? (criehonmpo
i) Di dén/vé tir & lam «[[] Phding mach béc si/Nha si
1] Dén truding hoc L] Muasdm
s ©imdy bay iL] Nha hang
] Thi dua thé thao s[] Rap hét hodc Hoa nhac
s Tham viéng ban bé/giadinh =[] Myc dich khéc:
n Né&u khéng cé djch vu clia BART, quy vj sé thuc hién chuyén di nay
bang cdch N3a? (Chon mit clu trd 1% dhing nhdt cho quy vi)
1[] T8I s& khéng thuc hign chuyén di nay
:[] Xe buyt hodc mét phuong tién chuyén chd cdng cdng khac
(6 di rh’:l't!gdﬁ'l m&ﬁmdﬁg e s

1] Léi xe mét minh ¢&n noi & dau xe
«[] Bixe chung vdi ngudi khic
s[] Céch khéc:

€D Quyvics ding the Clipper /TransLink dé tra 1é phi cho chuyén
xe BART mét chiéu nay hay khéng?

O Kheng <L €6
B Qujvi dihosic v gica nha va BART hom nay béing cich n3o? @anms

i[] L& phi BART thuding I 5[] Bét gid cho ngudi b
1] High Value Discount ] khuyét tit

(tr] gi& $48 hodc $64) '] Bér gié cho hoge sinh
3] Muni Fast Pass 1] L& phlkhéc

«[] Bét gid cho ngudi cao nién
n Quy vi di hogic vé gitta nha va BART hom nay bang céch nao?
1] Dibd suét con duding dén BART
1] Xe dap
i[] Xe buyt/hé théng chuyén
chd cdng cdng
([ Léi xe mét minh

Quy vi Ghuxe & dau?
1] Trong bai dau xe clia
BART

<] Bixe chung véi ngudi 2 [ Naikhac

khac a6 néu c6?
] Bugc ngudi khac chd dén E‘?&r\gl:;;:r pht :
11 Céch khéc a[] L& phi mBi ngay

5[] Danh Riéng M&i Ngay
«_] Danh Rigng M3i Thing

) Quy vi ds dixe BART duroc
bao lau réi?
1] Béy la 18n dau tién t&i di xe BART
1] 6thang ho3c it hon
'[J Hon 6 thang nhung dudi 1 ndm
1 1-2n3m
s[J 3-5ndm
] Hon 5 ndm

€0 Hien nay quy vi <6 thiting di xe BART khing? (chonmeo
'[J 6-7 ngay trong mdt tudn
1] 5 ngay trong mdt tusin
3] 3 -4 ngay trong mdt tudn
(] 1-2ngay trong mdt tudn
L] 1-3ngdy rong mét théng Khodng bao nhiéu lén trong
i) Dudi mét I8n trong mot théng—» MGt ndm?

[ 4
002 Duge 0 1t gyt ol bidin. 2014

Tham Do & ThiBPua

Xin quy vi vui ldng dién vao mdu thm dd ndy. Céc chi tiét trong cudc thim d nay sé& dugc gilr kin, Trir khi duge
ghi rd cho mue dich khac, nhing cau trd 181 clia quy vi déu ndi vé kinh nghiém t8ng quét clia quy vi vé& BART.
Xin trao lal miu thim dé da dién xong cho nhan vign tham dé. N&u cin, quy vi cling ¢6 thé giff m&u thim
dod nay dén: BART Marketing & Research, PO. Box 12688, Oakland, CA 94604-2688.

Y KIEN VE BART

u NGi chung, quy vi hai Iéng nhu thé nao déi vdi cac dich w
do BART cung cdp?
s[J RétHaiLong
s[] Hoi Hai Long Mot Chut
1] Trung Tinh
1] Hoi Khdng Hai Long Mot Chit
'[] Rét Khong Hai Long

n Quy vi c6 mudn dé nghj viéc si dyng BART mdt ngudi ban hodc
khéch tif xa dén hay khang?
i[] Chicchidn
[ Cothé
1] C6thé ¢6 hodc c6 thé khong
1] C6thé khang
1] Chéc chin khong

D ujvidong ¥ voi cau sau diy & mikc 6 nio:
"BART c6 gia tr| déng déng tién”
5[] ©éng ¥ Hoan Toan
<[] Hoi Déng ¥ Mot Chit
<[] Trung Tinh
1] Hoi Bat Béng Mgt Chat
1[] B3t Bbng Hoan Toan

n Sau khi 18n chuy8n xe @& thyc hign chuygn di ndy, quy vi ¢6 ding vi
khéng co chd ngdi hay khang?
1[J Khéng [] C6-subtca [0 C6-mét phdn clia
chuyén di chuyén di

=» LU ¥: Xin vui Idng trd 181 CA HAI Cau Hol 16a va 16b.

ﬂ C6 phai quy vi 1a Ngudsi G6¢ Nam My, Chau My La Tinh hogc Tay Ban
Nha hay khong?

1\[J Khéng 0 6

B quyvithusc chiing toc hodc sk dan n3o? chon marhose niéu hor)
L] Ngudi Da Tréng
1] Ngudi My Da Ben/Géc Phi Chau
1[7] Ngudi A Chau hodc Dan B30 Thél Binh Duong
+[] Thé Dén Hoa Ky hodic Dén Ban XU Alaska
s[J Chiing tdc khéc:
(Céc phan loal trén déu dya vao Théng Ké Din S8 Hoa K}

Quy i 6 néi mot ngdin nge khong phdi 12 tiéng Anh & nha hay khong?
1\[J Khéng
i1 C6, ti néi tiéng:

() neu tma 16 cho cau hai 172, quy vi ndi tiéng Anh thong thao
nhu thé nao?
+[] Rétthéng thao
+[] Khéng néi duge g ¢

[[IThéngthes 1] Khongthéng thao

@ ehatoh: O Nem O Nz
@ 16 O 12hoicnhdhon 50 35-44

] 13-17 i[] 45-54
i[]18-24 1] 55-64
4] 25-34 +[] 65valén hon
a Téng s6 loi tiic hiing ndm cla gia dinh quy vi trudc khi d6ng thué 3
bao nhiéu?

1] Du6i $25,000 s[] §50,000 - $59,999

3] $25,000-$29,999 +[] $60,000- 574,999

1] $30,000-539,999 1] §75,000- 599,999

<[] $40,000 - $49,999 +[] $100,000 va nhiéu hon

] 520 06m ca quyvi, c6 bao nhiéu nguit dang cLr ngy trang nha clia quy vi?
ID 1 ID 2 rD 3 44 1[] 5 |D 6+

XEM MAT AU ©
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a Xin quy vi vui Idng gitip BART c4i thién dich vu biing céch dénh gid mai dic diém sau day. 7" (xudt s4c) I mic dénh gid cao nhat, va 1" (kém)
& muc dénh gid thdp nhat. Quy vi ciing ¢6 thé diing bat cif con s6 ndo & gilfa. Chi béd qua nhing dic diém nao khéng 4p dung cho quy vi.
DANH GIA TOAN BO BART Kém Xuiit sic
Céc chuyén xe chay ding gi&y
Gidr hoat déng
Muic d¢ thudng xuyén cla dich vy xe dién
Ban d6 va lich tinh dugc cung cdp san
Théng tin nhanh chéng v& nhiing lic dich vy bi ngén trdy
NGi tiép dang luc gidra cdc chuyén xe BART
NGi tiép ding lic vdi céc chuyén xe buyt
Bai dau xe cé sdn
Bai d4u xe dap 6 sdn
Peén sdng trong cac bai dau xe
Phuong tién ra vao thudn tién cho ngudi bi khuyét tat
Thi hanh luat d6i véi truding hop 18n trénh trd tién vé
Thi hanh ludt vé viéc cdm dn udng
An ninh ca nhan tai hé thdng BART
website bart.gov
Lanh dao trong viéc giai quyét nhimg vin dé vé chuyén ché trong ving
DANH GIA TRAM BART Kém
Chiéu dai ctia nhiing hang ngudl ding chd & céng ra 1
Muc déng tin cay clia nhing mdy bén vé 1
Mufc déng tin cly clia nhiing cng thau vé 1
Thé Clipper 1
Vé xe BART 1
Muic c6 sdn va déng tin cdy cla thang cudn ty dong 1
Mc cé sén va dang tin cdy clia thang mdy 1
Sy hién dién cla C3nh Sat BART tai cac tram 1
Sy hién dién cta Canh Sat BART tai cac bai ddu xe 1
Muc cb sdn clia cdc Nhan Viégn Cha Tram 1
1
1
1
1
1
1
1
1

MNOR NN R NN RMNNRBNRMNRRMNNRN
WO W W W W W W W W W W W W W W
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Mc gltp €& va nha nhdn clia cdc Nhdn Vién Cla Tram

Phong théi clia vudn canh

Céc tram dugc gilt gin sach sé va khéing bi vé biia bai

Tram xe sach sé

Phdng vé sinh sach sé

Thang méy sach sé&

Céc bang hiéu cé chi din vé viéc chuyén xe / sdn ga /161 ra

Tinh trang toan bé / tinh trang sifa chiia T

C6 s8n ghé ngdi trén xe 1 7

C6 s8n chd trén xe cho hanh ly, xe dap, va xe ddy cho tré em 1

C6 sdn chd diing trén xe 1

Ghé ngdi thodi mai trén xe 1

Tinh trang / mic sach sé& cla nhiing ghé ngdi trén xe 1

Nhiét 48 thodi mai trén xe 1

Muc 6n ao trén xe 1

1
1
1
1
1
1
1
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U novn bbbt unounoan
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Thong béo cong cdng rd rang

Sy hién dién cta Canh S&t BART trén xe

Phong théi bén ngoai cla xe

Tinh trang / mc sach s& ctia nhiing clfa s6 trén xe
Bén trong xe dugc gil sach khéng bj vé bla bal
Bén trong xe sach sé

Tinh trang / mic sach sé cla san xe 2 3 4 5 6 7

NHAN XET: (Ghi thém nhén xét tal www.bart.gov/comments.)
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GHI DANH THAM DY CUDC THI:
Chiing 181 ¢6 thé lién lac véi quy vi trong tuong lal
Tt 0 xin § kién cla quY vi vé BART hay khéng? Clce [ Kknong
SO DIENTHOA H ) Quyvi ¢ mudn ghi tén 38 nhdn email hing tudn cla
BART v& nhing cuéc thi dua, gidm gié va nhiing dip t8
1A CHl EMAIL: chtic g4n cAc tram BART khang? (Sdp Buoe Thyc Hign) COcs [kneng

umﬁmuncmnwwm.ugammmxnomummmqmn&gh o diy thl nhida ln. Cude i thim o thixing ndy ehidm dir ngay 20/10/14 ki 5 gl chifu
c:nq:ynhnonuem Chuyn Cndy Nhank Trong Vimg Vinh {BART). Culic thi chl mé sing chocu din hop phi cia Hoa K tal Caforia tl 1818 1 n wdo c ghl darh. Nndn i/

Kiha 1 €8 g B5ng vel nn viér Tong m mmwe\aémpnnaqunmmmmmmwmwdwqumm
mm\mm;nm 51 Cli quaummm mm;ssewwummnmmmmmqu
it oAl i e el e AL Pty G b Cic Ludt L& Chink XEM MAT SAU e
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Appendix B:
COMPLETE TABULATIONS

Note: “No Answer/NA" includes question non-response unless otherwise indicated.

The following symbols are used:

*Less than 1%

- Zero

° Category not used on that year’s survey.

Percentages were rounded up at the 0.5% level (if 0.5% or above, the percentage was rounded up; if 0.4% or below, the percentage
was rounded down). Columns may not add to 100% due to rounding.
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TIME ENTERED THE BART SYSTEM FOR THIS TRIP

2. About what time did you get on this train?/

The following time distribution includes both weekday and weekend survey periods.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
AM
Before 6 am 2 2 2
6am-9am 20 20 21
9:01 am - 12 noon 16 12 13
PM
12:01 pm -4 pm 16 17 16
4:01 pm -7 pm 33 34 34
After 7 pm 10 12 12
Don’'t Know/No answer 3 2 2
100 100 100
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BART STATION ENTERED AND EXITED

1. Which BART station did you enter before boarding this train?
3. At which BART station will you exit the system?

The following charts show BART stations entered by survey participants and BART stations at
which they planned to exit.

BASE: (All Respondents — 5,609)

EAST BAY

Richmond

El Cerrito del Norte

El Cerrito Plaza

North Berkeley
Downtown Berkeley
Ashby

MacArthur

19 Street/Oakland
12t Street/Oakland City Center
Lake Merritt

Fruitvale

Coliseum

San Leandro

Bay Fair

Hayward

South Hayward

Union City

Fremont

Concord

Pleasant Hill

Walnut Creek
Lafayette

Orinda

Rockridge

West Oakland

North Concord/Martinez
Castro Valley
Dublin/Pleasanton
West Dublin/Pleasanton
Pittsburg/Bay Point

El Cerrito (Unspecified)
Oakland (Unspecified)

STATION ENTERED STATION EXITED
September 2014 September 2014
(%) (%)

¥ F =2 NW= 2 b aa aa a WN-_2NNNNNNWNN_2W=a 2N =

¥ ¥ = XN ¥ ¥ N= =222 aaaWN-=_NNMNNWNNWWN-_2DN2AaN-
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2014 BART CUSTOMER SATISFACTION STUDY

BART STATION ENTERED AND EXITED (continued)

STATION ENTERED STATION EXITED
September 2014 September 2014
BASE: (All Respondents — 6,700) (%) (%)
WEST BAY
Embarcadero 8 8
Montgomery Street 7 8
Powell Street 7 8
Civic Center/UN Plaza 6 5
16t Street/Mission 3 2
24" Street/Mission 3 2
Glen Park 2 2
Balboa Park 3 3
Daly City 3 3
Colma 1 1
South San Francisco 1 1
San Bruno 1 1
San Francisco International Airport 2 2
Millbrae 2 1
San Francisco (Unspecified) * *
Airport (Unspecified) * *
OTHER/UNDETERMINED 1 3
*Less than 1%
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TRANSFER

4. Are you transferring between BART trains on this trip?

e About two out of ten riders transfer between trains on their trip.
e Weekend riders are more likely to transfer than weekday riders.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Yes 20 21 20
No 79 78 78
Don't Know/No answer 1 2 1
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Yes 16 17 17 22 23 22 31 27 29
No 83 81 82 77 76 77 68 72 70
Don't Know/No answer 1 2 1 1 1 1 1 2 1
100 100 100 100 100 100 100 100 100
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TRIP PURPOSE (Multi-Year Comparison)
5. What is the primary purpose of this trip?

Nearly two-thirds of BART riders are commuting to or from work, with more than three-fourths
(76%) commuting to/from work during the weekday peak period. On weekends, the most
common trip purposes are commuting to/from work or visiting family/friends. (Refer to the next
page for trip purpose by time period.)

Total

2010 2012 2014

Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)

Commute to/from Work 58 59 60
Visit Family/Friends 8 8 9
School 10 9 7
Shopping 3 3 2
Airplane Trip 3 3 3
Sports Event 2 3 3
Theater or Concert 3 2 3
Restaurant 1 2 1
Medical/Dental 1 2 2
Work-Related Activity 1 1 1
Personal Business 1 1 1
Tourism/Sightseeing 1 1 1
Fitness/Recreation * * 1
Public Event 1 * 1
Museum/Art Gallery/Library * * *
Other 2 2 2
More than One Purpose 3 3 3
Don’t Know/No Answer 1 1 1
100 100 100
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TRIP PURPOSE (By Time Period)

Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Commute to/from Work 73 74 76 52 53 56 21 25 22
School 10 8 6 13 11 10 4 4 4
Visit Family/Friends 4 4 4 9 9 9 21 22 24
Shopping 1 1 1 3 3 2 7 11 9
Airplane Trip 2 3 2 4 3 4 5 5 4
Sports Event 1 2 3 1 2 3 9 6 5
Theater or Concert 2 1 1 2 2 3 11 5 9
Restaurant 1 1 1 1 2 1 3 3 4
Medical/Dental 1 1 1 2 2 3 1 1 1
Work-Related Activity 1 1 1 2 2 1 1 1 1
Personal Business 1 * * 1 1 1 2 1 1
Tourism/Sightseeing * * * 1 1 1 1 1 1
Fitness/Recreation * * * * * * 1 1 1
Public Event * - * * * * 2 1 3
Museum/Art Gallery/Library * * - 1 * * 1 1 *
Other 1 1 1 3 3 3 4 6 5
More than One Purpose 2 2 2 4 4 3 5 5 6
Don’t Know/No Answer 1 1 * 1 1 1 1 2 1
100 100 100 100 100 100 100 100 100
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OTHER MODE COULD HAVE UTILIZED

6. If BART service were not available, how would you make this trip?2

e Fifteen percent would not make the trip if BART were not available.
¢ Nearly half (48%) could have driven (by themselves or in a carpool) instead of taking BART.
e Thirty-five percent could have utilized a bus or some other form of public transit.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
I would not make this trip ° 17 15
BART is my only option 25 ° °
Drive alone to my
destination and park 37 37 35
Bus or other transit 29 34 35
Carpool 11 12 14
Bicycle to my destination ° ° 2
Other 5 4 3
Don’t Know/No Answer 1 1 1
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
I would not make this trip ° 14 13 ° 17 16 ° 24 23
BART is my only option 25 ° ° 26 ° ° 24 ° °
Drive alone to my
destination and park 41 41 38 35 36 35 32 30 29
Bus or other transit 29 34 36 31 36 37 27 30 28
Carpool 11 13 16 9 11 11 16 13 16
Bicycle to my destination ° ° 2 ° ° 3 ° ° 2
Other 4 3 2 5 5 3 7 5 5
Don’t Know/No Answer 1 1 1 1 1 1 1 1 2

Aln 2010 this question was worded: “
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CLIPPER / TRANSLINK USE

7. Did you use a Clipper / TransLink Card to pay the fare for this BART trip?

e More than half of all riders used Clipper to pay for their trip.A
e Peak period riders are more likely to have used a Clipper card, while weekend riders are less
likely to have used one of the cards.

Total
2012 2014
Base: (All Respondents) 6,700 5,609
(%) (%)
Yes 55 64
No 44 35
Don't Know/No answer 1 1
100 100
Peak Off-Peak Weekend
2012 2014 2012 2014 2012 2014
Base: (All Respondents) 3,217 2,724 2,499 2,040 985 845
% % % % % %
Yes 62 70 52 60 41 50
No 38 29 47 39 58 48
Don’t Know/No answer 1 1 1 1 1 1
100 100 100 100 100 100
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FARE
8. What type of fare did you pay for this BART trip?

e About three-fourths of all riders pay the regular fare.

e Usage of the high-value discount fare has declined since 2010, most likely due to limited
availability of high-value discount paper tickets. (The discount is available on Clipper Cards.)

e Usage of the high-value discount fare is highest among peak riders.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Regular Fare 61 72 74
High Value Discount 25 15 13
Muni Fast Pass 4 4 3
Senior 4 4 4
Disabled 2 2 2
BART Plus 1 * -
Student 1 * *
Other/Don’t Know/NA 2 4 3
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Regular Ticket 54 66 70 64 74 76 78 83 83
High Value Discount 33 20 18 22 11 11 9 5 4
Muni Fast Pass 5 4 4 4 4 2 3 2 2
Senior 3 3 3 4 4 5 5 4 5
Disabled 1 2 1 2 2 2 2 2 1
BART Plus 1 * - 1 * - * * -
Student 1 * * 1 * * 1 * *
Other/Don’t Know/NA 2 4 3 2 4 3 2 4 4

100 100 100 100 100 100 100 100 100
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HOW TRAVELED BETWEEN HOME AND BART
9. How did you travel between home and BART today?
e About one third of riders walk to BART.

e Five percent of riders bicycle to BART.
e Peak riders are more likely to have driven alone to BART than riders in other time periods.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Walked 32 31 33
Drove Alone 28 29 28
Bus/Transit 16 17 14
Dropped Off 11 10 10
Carpooled 6 6 6
Biked 4 5 5
Other/Combo/DK/NA 4 3 4
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Walked 28 28 29 34 32 35 36 38 37
Drove Alone 35 34 33 25 25 24 15 18 18
Bus/Transit 14 15 13 18 18 16 16 17 14
Dropped Off 12 10 10 10 10 10 12 11 11
Carpooled 4 5 6 5 5 5 12 9 10
Biked 4 4 5 4 6 6 4 4 5
Other/Combo/DK/NA 3 2 3 4 4 4 5 3 5

100 100 100 100 100 100 100 100 100
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WHERE PARKED/FEE

9A. Where did you park?

9B. What fee, if any, did you pay?

e The number of riders who park in BART lots has remained relatively constant since 2010.

e As might be expected, more peak riders pay for monthly reserved parking than riders in other

time periods.

Total
2010 2012 2014
Base: (Drove/Carpooled) 1,959 2,283 1,904
(%) (%) (%)
Parked
In BART Lot 71 71 71
Off-site 14 15 19
Don't Know/No answer 16 14 10
100 100 100
Fee Paid
None/free 29 32 30
Daily fee 32 35 36
Daily reserved 2 2 1
Monthly reserved 6 6 7
Don’t Know/No answer 32 26 26
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (Drove/Carpooled) 1,093 1,267 1,070 632 747 593 234 269 241
% % % % % % % % %
Parked
In BART Lot 72 75 74 67 63 63 74 73 76
Off-site 13 13 16 18 21 26 7 8 12
Don’t Know/No answer 15 11 9 16 16 10 20 19 11
100 100 100 100 100 100 100 100 100
Fee
None/free 25 27 24 26 29 28 57 61 63
Daily fee 37 40 43 35 36 37 4 8 5
Daily reserved 2 3 2 2 2 1 1 * *
Monthly reserved 7 8 9 5 4 5 1 2 1
Don’t Know/No answer 30 22 22 32 30 29 38 29 31
100 100 100 100 100 100 100 100 100
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LENGTH OF TIME A BART CUSTOMER

10. How long have you been riding BART?

e More than half of survey respondents have been riding BART for more than five years.
¢ Nineteen percent of riders have been riding BART for less than one year.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Six Months or Less 14 14 14
More than Six Months but
Less than a Year 4 5 5 Less than a Year = 18%
1-2Years 12 13 13
3 -5 Years 17 15 15
More than 5 Years 53 53 53 More than 5 Years = 53%
Don’t Know/No Answer 1 * 1
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Six Months or Less 12 12 12 14 14 15 18 17 17
More than Six Months but
Less than a Year 5 5 5 4 5 4 4 4 4
1-2 Years 12 14 14 12 13 13 12 12 12
3 -5 Years 18 14 15 16 15 15 15 15 13
More than 5 Years 53 54 54 53 52 52 51 52 53
Don’t Know/No Answer 1 * 1 1 * * 1 * 1
100 100 100 100 100 100 100 100 100
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FREQUENCY OF RIDING BART

11. How often do you currently ride BART?

e The majority of BART trips (82%) are made by customers who ride BART at least one day per
week.

e 56% of BART trips are made by frequent customers who ride five or more days per week.
Within the peak period, this percentage is even higher; 67% of peak period trips are made by
frequent customers.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
5 or More Days a Week 54 56 56
3 -4 Days a Week 17 16 16
1 -2 Days a Week 9 10 10 At least once/week = 81%
1, 2, 3 Days a Month 9 9 9
Less than Once a Month 9 8 8
Don’t Know/No Answer 1 1 1
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
5 or More Days a Week 66 67 67 50 50 51 28 34 33
3 -4 Days a Week 16 15 15 21 19 18 12 14 11
1 -2 Days a Week 7 6 7 9 11 11 17 16 15
1, 2, 3 Days a Month 4 5 5 10 10 10 22 17 20
Less than Once a Month 6 5 5 10 9 9 20 17 19
Don’t Know/No Answer 1 1 1 1 1 1 1 2 2

100 100 100 100 100 100 100 100 100
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OVERALL SATISFACTION WITH BART

12. Overall, how satisfied are you with the services provided by BART?

Overall satisfaction with BART has decreased significantly since 2010.

The decrease is greatest among weekday peak riders.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Very Satisfied 36 40 28
Somewhat Satisfied 46 44 46 Very or Somewhat Satisfied = 74%
Neutral 12 11 15
Somewhat Dissatisfied 5 4 8
Very Dissatisfied 1 1 2
Don't Know/No Answer * * 1
100 100 100
MEAN: (5 point scale) 4.12 4.18 3.90
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Very Satisfied 34 38 25 37 41 30 39 41 33
Somewhat Satisfied 48 46 48 45 43 45 41 43 44
Neutral 12 10 15 12 11 15 14 12 14
Somewhat Dissatisfied 5 4 9 4 4 8 4 3 6
Very Dissatisfied 1 1 2 1 1 2 1 1 2
Don’t Know/No Answer * * 1 * * * * 1 1
100 100 100 100 100 100 100 100 100
MEAN: (5 point scale) 410 4.16 3.84 413 4.20 3.93 413 4.21 4.02
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OVERALL SATISFACTION WITH BART (continued)

Read % across
BASE Satisfied Neutral Dissatisfied NA MEAN
GROUP # % % % % (5 point scale)

TOTAL 2014

By Frequency of Riding BART

3+ Days a Week 4014 73 15 12 * 3.83
Less Frequently but at
Least Monthly 1055 80 12 7 1 4.05

Less often 474 76 19 4 1 4.15
By Gender

Male 2735 75 15 10 * 3.91

Female 2744 74 14 11 * 3.89
By Age

13-34 2728 73 17 10 * 3.85

35-64 2533 76 12 11 * 3.92

65 & Older 278 84 9 6 2 4.24
By Standing/Not Standing

Yes 1684 67 17 16 * 3.68

No 3865 78 13 8 * 4.00
By Ethnicity

White 2524 77 12 11 * 3.93

Black/African Amer. 675 74 17 9 * 3.95

Asian/Pac. Islander 1651 72 17 10 * 3.85

Other 621 75 15 10 - 3.93
By Hispanic / Latino / Spanish Origin

Yes 1053 77 13 9 * 3.99

No 4393 74 15 11 * 3.89

By Disabled Fare Type
Disabled discount 92 79 12 10 - 4.04
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OVERALL SATISFACTION WITH BART (continued)

Read % across
BASE Satisfied Neutral Dissatisfied NA MEAN
GROUP # % % % % (5 point scale)

TOTAL 2014

By Trip Purpose

Commute to Work 3393 72 14 13 * 3.79
School 397 76 19 5 * 4.01
Shopping 138 79 15 5 1 4.12
Medical/Dental 87 86 9 4 - 4.23
Airplane Trip 160 77 13 10 - 4.01
Sports Event 169 84 11 4 1 4.24
Visit Friends/Family 494 80 13 6 1 412
Restaurant 83 76 17 5 2 4.01
Theater/Concert 162 77 15 8 * 3.98
By Access Mode
Walk 1825 78 13 8 * 4.01
Bike 299 73 14 12 * 3.83
Bus/Transit 796 76 15 8 1 3.99
Drive Alone 1553 69 15 15 * 3.73
Carpool 349 72 17 10 1 3.86
Dropped Off 578 76 14 9 * 3.97
By Household Income
Under $25,000 942 77 16 7 - 4.03
$25,000- $49,999 988 75 16 9 * 3.95
$50,000 - $74,999 873 75 14 1" * 3.90
$75,000 - $99,999 637 75 11 13 * 3.84
$100,000 or More 1655 73 13 13 * 3.84
By How Long Riding BART
6 Months or Less 772 77 15 7 1 4.03
6 Months — One Year 259 71 16 12 1 3.88
One - Two Years 742 73 15 11 * 3.84
Three - Five Years 831 71 17 12 * 3.81
More than Five Years 2973 75 13 11 * 3.91
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OVERALL SATISFACTION WITH BART (continued)

Read % across
BASE Satisfied Neutral Dissatisfied NA MEAN
GROUP # % % % % (5 point scale)

TOTAL 2014

By Other Mode Could Have Used for Trip”*

Would not make trip 864 73 16 11 * 3.90
Bus/Other Transit 1970 75 14 10 1 3.93
Drive Alone 1978 75 13 12 * 3.88
Carpool 790 71 15 13 1 3.80
Bicycle 139 77 14 7 2 3.98
Other 168 72 18 9 1 3.92
By BART Recommendation
Definitely 3335 91 6 2 * 4.33
Probably 1671 61 27 12 * 3.54
Might/Might Not 441 22 31 47 * 2.69
Definitely/Probably Not 138 6 12 82 - 1.84
By Statement, “BART is a Good Value for the Money”
Agree Strongly 1413 96 3 1 * 4.55
Agree Somewhat 2120 85 11 4 * 4.04
Neutral 1137 59 29 11 * 3.62
Disagree 886 36 24 40 * 2.90
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WILLINGNESS TO RECOMMEND BART

13. Would you recommend using BART to a friend or out-of-town guest?

e Nearly nine in ten (89%) would definitely or probably recommend using BART to a friend or
out-of-town guest. There has been a shift from those who would definitely recommend BART
to those who would probably recommend BART.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Definitely 65 69 59
Probably 28 25 30 Definitely or Probably = 89%
Might or Might Not 6 5 8
Probably Not 1 1 2
Definitely Not * * 1
Don't Know/No Answer * * *
100 100 100
MEAN: (5 point scale) 4.57 4.61 4.46
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Definitely 62 67 56 68 70 62 69 70 64
Probably 30 26 32 26 24 29 24 24 27
Might or Might Not 6 6 9 5 4 7 5 4 7
Probably Not 1 1 2 1 1 2 1 11 1
Definitely Not * * 1 * 1 1 1 * *
Don’t Know/No Answer * * 1 * * * * 1 1
100 100 100 100 100 100 100 100 100
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VALUE

14. To what extent do you agree with the following statement: “BART is a good value for the

money?”

e Nearly two-thirds (63%) of BART riders agree with the statement: “BART is a good value for
the money.” This percentage is about the same as the 64% who agreed in 2010, but lower
than the 70% who agreed in 2012.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Agree Strongly 24 30 25
Agree Somewhat 40 40 38 Agree Strongly or Somewhat = 63%
Neutral 20 18 20
Disagree Somewhat 12 9 11
Disagree Strongly 4 3 5
Don’t Know/No Answer 1 1 1
100 100 100
MEAN: (5 point scale) 3.68 3.86 3.68
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Agree Strongly 22 27 23 25 32 27 27 31 29
Agree Somewhat 41 42 37 39 39 38 37 38 40
Neutral 20 18 22 19 18 19 21 18 18
Disagree Somewhat 12 9 13 12 8 10 11 9 9
Disagree Strongly 4 3 5 4 3 5 4 2 3
Don’t Know/No Answer 1 1 1 1 * 1 1 1 1
100 100 100 100 100 100 100 100 100
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SEATING AVAILABILITY

15. After you boarded the train for this trip, did you stand because seating was unavailable?

e Nearly one-third of riders had to stand because seating was unavailable.
e Among those who had to stand, 52% had to stand for the whole trip.
e Peak hours had the highest percentage of standees.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Yes, stood 18 26 30
No, did not stand 81 74 69
Don't Know/No Answer 1 1 1
100 100 100
Base: (Stood During Trip) 1,050 1,713 5,609
(%) (%) (%)
For Whole Trip 36 44 52
For Most of Trip 28 ° °
For Part of Trip ° 55 47
For Small Portion 27 ° °
Unspecified 8 * 1
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Yes, stood 22 33 35 15 20 26 13 17 22
No, did not stand 77 66 63 84 80 73 86 82 77
Don't Know/No Answer 1 1 1 1 1 1 2 1 2
100 100 100 100 100 100 100 100 100
Base: (Stood) 616 1,057 966 324 490 537 109 167 182
% % % % % % % % %
For Whole Trip 42 49 58 28 39 45 31 34 41
For Most of Trip 29 ° ° 28 ° ° 28 ° °
For Part of Trip ° 51 41 ° 61 54 ° 65 58
For Small Portion 23 ° ° 34 ° ° 30 ° °
Yes, unspecified/
Multiple Responses ° ° 1 ° ° 1 ° ° 1
Don't Know/No Answer 6 * ° 11 * ° 11 1 °
100 100 100 100 100 100 100 100 100
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ETHNIC IDENTIFICATION

16b. What is your race or ethnic identification? (Check one or more.)
16a. Are you of Hispanic, Latino or Spanish origin?

e BART has a diverse ridership.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
White 45 45 45
Asian or Pacific Islander 29 28 29
Black/African American 13 13 12
American Indian or Alaska Native 2 2 2
Other/No Answer 15 16 16
Hispanic 18 19 19
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
White 43 44 44 46 44 45 50 49 47
Asian or Pacific Islander 34 31 33 25 26 27 22 26 25
Black/African American 11 12 11 15 14 14 12 13 12
American Indian or Alaska Native 2 2 2 2 2 2 2 2 2
Other/No Answer 13 15 15 15 18 16 18 15 16
Hispanic 16 18 18 19 20 19 20 20 19

BART Marketing and Research Department
Corey, Canapary & Galanis Research



BART CUSTOMER ETHNICITY COMPARED TO REGION

BART Customer Ethnicity Compared to Bay Area Counties in BART's Service Area

e BART customer ethnicities reflect the diversity of the region.
e The following table compares the reported ethnicity of BART riders (excluding no response)
to the 2013 American Community Survey estimates.

Race and Ethnicity
BART Compared to Bay Area Counties in BART's Service Area

FOUR- BART 2014
CONTRA SAN SAN COUNTY  CUST. SAT.
ALAMEDA COSTA FRANCISCO | MATEO TOTAL SURVEY

White (non-Hispanic) 33 46 41 41 39 38

Black/African American
(non-Hispanic) 11 9 6 2 8 10

Asian/Pacific Islander (non-
Hispanic) 28 15 34 27 26 27

American Indian or
Alaska Native (non-

Hispanic) <1 <1 <1 <1 <1 1
Hispanic (any race) 23 25 15 25 22 19
Other, including 2+ Races

(non-Hispanic) 5 5 4 4 4 5

Total 100 100 100 100 100 100
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ENGLISH PROFICIENCY

17. Do you speak a language other than English at home?#

17a. If “Yes,” how well do you speak English?

Total
2012 2014
Base: (All Respondents) 6,700 5,609
(%) (%)
Speak language other than English
Yes 40 37
No 57 62
No Answer 2 2
100 100
2012 2014
Base: (Speak other than English at home) 2,711 2,049
(%) (%)
Speak English:
Very Well 65 71
Well 21 21
Not Well 8 5
Not at All 1 *
Don’t Know/No Answer 5 3
100 100
Peak Off-Peak Weekend
2012 2014 2012 2014 2012 2014
Base: (All Respondents) 3,217 2,724 2,499 2,040 985 845
% % % % % %
Yes 41 37 40 36 39 36
No 57 61 58 63 59 63
Don't Know/No Answer 2 2 2 2 2 1
100 100 100 100 100 100
Peak Off-Peak Weekend
2012 2014 2012 2014 2012 2014
Base: (Speak other than English @ home) 1,323 1,011 1,003 732 385 306
% % % % % %
Very Well 70 74 62 70 57 65
Well 18 20 23 21 27 22
Not Well 7 3 8 6 9 9
Not at All 1 * 1 1 1 *
Don't Know/No Answer 4 3 6 3 6 4
100 100 100 100 100 100
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2014 BART CUSTOMER SATISFACTION STUDY

GENDER
18. Gender
Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Male 47 46 49
Female 51 49 49
Don’'t Know/No answer 2 5 2
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Male 44 43 47 49 50 50 51 48 49
Female 54 52 50 49 45 48 47 47 48
Don’t Know/No answer 2 5 2 2 4 2 2 5 3
100 100 100 100 100 100 100 100 100
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AGE
19. Age

e Just over two-thirds of BART riders (68%) are under age 45.
e On weekends, about one out of four riders is 18 — 24 years old.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
12 or Younger”? * - -
13-17 2 2 2
18-24 17 18 16
25-34 29 29 31
35-44 19 18 19 Under 45 = 68%
45 - 54 16 16 15
55 -64 11 12 11
65 & Older 4 5 5
Don't Know/No answer 1 1 1
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
12 or Younger? - - - * - - * - -
13-17 2 2 2 2 2 2 4 5 3
18-24 12 13 12 22 21 18 23 24 22
25-34 31 29 29 27 29 32 28 30 32
35-44 21 20 22 18 17 17 15 14 13
45 - 54 18 18 19 16 15 13 12 10 12
55 -64 12 13 11 10 10 11 11 11 9
65 and Older 3 4 4 5 5 6 6 5 7
Don’'t Know/No answer 1 1 1 1 1 1 1 1 2
100 100 100 100 100 100 100 100 100
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INCOME

20. What is your total annual household income before taxes?2

e Nearly one-third (30%) of BART riders have household incomes of $100,000 or more.
e Peak riders are more affluent than other riders.

Total
2010 2012 2014
Base: (All Respondents) 5,804 6,700 5,609
(%) (%) (%)
Under $25,000 22 19 17
$25,000 — $49,999 16 20 18 Under $50,000 = 34%
$50,000 — $74,999 17 16 16
$75,000 — $99,999 11 11 11
$100,000 and over 24 24 30 $100,000 or more = 30%
Don’t Know/No answer 10 9 9
100 100 100
Peak Off-Peak Weekend
2010 2012 2014 2010 2012 2014 2010 2012 2014
Base: (All Respondents) 2,792 3,217 2,724 2,143 2,499 2,040 868 985 845
% % % % % % % % %
Under $25,000 14 13 12 29 24 21 32 28 24
$25,001 — $49,999 16 17 15 17 22 20 16 22 22
$50,000 - $74,999 19 18 17 15 15 15 16 14 14
$75,000 — $99,999 13 12 14 9 9 10 8 10 8
$100,000 and over 29 29 34 20 22 27 18 16 22
Don’t Know/No answer 10 10 9 10 8 9 10 10 11

100 100 100 100 100 100 100 100 100
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BART CUSTOMER HOUSEHOLD INCOMES COMPARED TO

REGION

BART Customer Household Incomes Compared to Bay Area Counties in BART's Service Area

e BART customer incomes track household incomes in the region.
e There are, however, differences at the highest and lowest income levels.

Household Income
BART Compared to Bay Area Counties in BART's Service Area

BART 2014
Customer
Contra San San 4 County Satisfaction
Alameda | Costa | Francisco | Mateo Total Survey
% % % % % %
Under $25,000 18 15 20 12 17 18
$25,000-$29,999 3 3 3 3 3 6
$30,000-$39,999 7 8 6 6 7 7
$40,000-$49,999 7 7 6 6 7 7
$50,000-$59,999 6 6 5 6 6 7
$60,000-$74,999 9 9 7 8 9 10
$75,000-$99,999 12 13 11 14 12 13
$100,000 and Over 36 40 41 46 40 32
Total 100 100 100 100 100 100
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NUMBER IN HOUSEHOLD

21. Including yourself, how many people live in your household?”

e Twenty-nine percent of riders live in two-person households.

Total
2012 2014
Base: (All Respondents) 6,700 5,609
(%) (%)
One 18 17
Two 31 29
Three 20 19
Four 17 17
Five 7 7
Six or more 5 5
No Answer/
Multiple responses 3 6
100 100
Peak Off-Peak Weekend
2012 2014 2012 2014 2012 2014
Base: (All Respondents) 3,217 2,724 2,499 2,040 985 845
% % % % % %
One 17 15 19 19 22 21
Two 32 28 29 29 31 31
Three 20 20 21 19 17 17
Four 16 19 18 16 15 12
Five 7 8 6 7 8 7
Six or more 4 4 5 6 5 5
No Answer/
Multiple responses 3 6 2 5 3 6
100 100 100 100 100 100
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RATING BART ON SPECIFIC ATTRIBUTES

22. Please help BART improve service by rating each of the following attributes. “7"
(excellent) is the highest rating, and “1” (poor) is the lowest rating. You can use any
number in between. Only skip attributes that do not apply to you.

POOR EXCELLENT
1 2 3 4 5 6 7

NOTE: “7" is the highest rating a respondent
can give and “1” is the lowest. Blank and
“don’t know"” responses were eliminated
when calculating the arithmetic mean.
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RATING BART ON SPECIFIC ATTRIBUTES (continued)

Mean Ratings (7-point scale) Mean Score
Total By Strata (2014) Change
2010 2012 2014 Pealc Off-Peak Weekend| 2014-2012

Base (All Respondents) 5,804 6,700 5,609 2,724 2,040 845
OVERALL RATINGS
Availability of maps/schedules............. 5.77 5.79 5.71 5.73 5.69 5.67 -0.08
On-time performance of trains........... 5.56 5.72 5.46 5.40 5.50 5.58 -0.26
Timeliness of connections

between BART trains.........ccceceeenneen. 5.39 5.46 5.36 5.31 5.41 5.39 -0.1
bart.gov website .......c.cceiiiiiiiennen. 5.50 5.44 5.30 5.27 5.31 5.35 -0.14
Timely information about

service disruptions.........ccceecevrieennnen. 5.35 5.37 5.26 5.19 5.31 5.37 -0.11
Access for people with disabilities...... 5.29 5.30 5.13 5.07 5.17 5.25 -0.17
Frequency of train service .................. 5.14 5.24 5.1 5.10 5.14 5.08 -0.13
Availability of bicycle parking............. 5.01 5.05 5.01 4.96 4.99 5.15 -0.04
Hours of operation .........cccceeeevrcveenen. 5.04 5.08 4.98 5.06 4.93 4.83 -0.1
Lighting in parking lots .........cccceeueee. 5.02 5.05 494 4.90 495 5.08 -0.11
Timeliness of connections

With buses ......ccceevcieviecr e 4.89 4.93 4.85 4.86 4.81 4.91 -0.08
Personal security in BART system........ 4.68 4.64 4.49 4.44 4.52 4.61 -0.15
Enforcement against fare evasion ..... 4.71 4.65 4.47 4.32 4.55 474 -0.18
Availability of car parking ........ccc....... 4.71 4.68 4.41 4.36 4.30 4.81 -0.27
Leadership in solving regional

transportation problems .................. 4.72 4.85 4.35 4.21 4.41 4.65 -0.5
Enforcement of no eating and

drinking policy ......ccoooveiiieiiiiiiee 4.22 4.22 4.05 3.96 4.07 4.29 -0.17
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RATING BART ON SPECIFIC ATTRIBUTES (continued)

Mean Ratings (7-point scale)

2,724 2,040

Total
2010 2012 2014

Base (All Respondents) 5,804 6,700 5,609
BART STATION RATINGS # # #
Clipper Cards......ooveveeveeeereseeereseeessessens ° 5.69 5.80 5.81
BART tickets ...ovveeeeeeeeeeeceee e ° 5.54 5.50 5.49
Reliability of ticket

vending machines........ccccecevviiennennne 5.31 5.30 5.17 5.11
Reliability of faregates........cccccevvuenee 5.30 5.22 5.12 5.01
Signs with transfer / platform /

exit directions ........ccceeveeiiniecenniiennn. 5.18 5.19 5.06 5.05
Length of lines at exit gates ............... 5.25 5.17 5.04 4.90
Helpfulness and courtesy of Station
AGENTSM ..t ° 4,94 4.79 4.72
Stations kept free of graffiti............... 5.03 5.01 4.76 4.72
Availability of Station Agents............. 4.86 4.86 4.73 4.71
Elevator availability/reliability ............ 4.76 4.66 4.58 4.49
Escalator availability/reliability ........... 4.82 4.60 4.58 4.43
Overall condition/state of repair ........ 4.86 4.81 4.57 4.49
Appearance of landscaping ................ 4.62 4.60 442 4.30
Presence of BART Police

in stations ......oooccciiienii e 4.40 4.32 4.19 4.10
Station cleanlingss .......ccccceeveveeeecinennn. 4.58 4.46 4.11 4.03
Presence of BART Police

in parking lots.....cccoeeuveviieeneriiieeens 4.10 4.08 3.95 3.81
Elevator cleanliness .........ccccoeevvevennnen. 4.39 4.21 3.88 3.81
Restroom cleanlingss ........cccccoeevernneee. 3.78 3.71 3.52 3.47

#
5.80

5.50

5.21

5.20

5.03

5.12

4.85

4.80

4.75

4.60

4.66

4.59

4.50

4.24

413

4.02

3.86

3.50

By Strata (2014) ==
Peak Off-Peak Weekend

845

#
5.78

5.55

5.29

5.28

5.15

5.28

4.90

4.83

4.78

4.82

4.88

4.78

4.60

4.36

4.32

4.23

4.16

3.72

Mean Score
Change
2014-2012

0.11

-0.04

-0.13

-0.13

-0.13

-0.15
-0.25
-0.13
-0.08
-0.02
-0.24

-0.18

-0.13

-0.35

-0.13

-0.33

-0.19
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RATING BART ON SPECIFIC ATTRIBUTES (continued)

Mean Ratings (7-point scale) Mean Score
Total By Strata (2014) Change
2010 2012 2014 Peak Off-Peak Weekend 2014-2012

Base (All Respondents) 5,804 6,700 5,609 2,724 2,040 845
BART TRAIN RATINGS # # # # # # #
Train interior kept free of graffiti....... 5.23 5.29 5.17 5.09 5.24 5.28 -0.12
Comfort of seats on trains................... 491 5.03 4.84 473 4.90 5.10 -0.19
Availability of standing room on

LU - 11 o TSR 4.94 4.86 4.61 4.41 4.74 5.00 -0.25
Appearance of train exterior .............. 4.75 4.71 4.59 4.48 4.65 4.79 -0.12
Comfortable temperature

aboard trains.......cccceveecveeieccee e, 475 4.74 4.41 4.23 4.48 4.83 -0.33
Condition / cleanliness of windows

(o] 0 1 - 1 o - 4.51 4.52 4.32 4.20 4.38 4.56 -0.2
Train interior cleanliness ..................... 4.41 4.49 4.28 4.17 4.29 4.63 -0.21
Clarity of public address

anNouNCEMENtS.....ccceevveeeieieieeeeeeeee, 4.32 4.39 4.21 4.15 4.26 4.29 -0.18
Availability of seats on trains.............. 4.69 4.57 4.18 3.91 433 4.69 -0.39
Noise level on trains........ccccocecveeenneenn. 4.08 4.27 4.08 3.98 413 4.27 -0.19
Condition/cleanliness of seats

ON trains ...vveeeeeieccieee e 4.07 4.18 4.07 3.91 4.09 452 -0.11
Availability of space on trains

for luggage, bicycles, and strollers... 4.32 4.25 4.06 3.85 417 4.53 -0.19
Condition / cleanliness of floors

(o] 0 I 4 - 11 o L3RR 4.24 4.28 4.05 3.87 412 4.47 -0.23
Presence of BART Police on trains....... 3.88 3.84 3.65 3.55 3.70 3.83 -0.19
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Appendix C:
TESTS OF STATISTICAL SIGNIFICANCE
2012 VS. 2014
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TEST OF STATISTICAL SIGNIFICANCE at the 95% and 90% Confidence Levels

Statistically |
2014 2012 Significant?
Total |Don't|Sample Standard Total |Don't Sample Standard Mean At At

Response Know | Size Mean Deviation |Response Know | Size Mean | Deviation Difference| T-Score| 95% | 90%
OVERALL SATISFACTION (Scale 1-5) 5,609 33 | 5576 | 3.90 0.98 6,700 22 | 6,678 4.18 0.85 -0.28 |-16.72039| yes | yes
RECOMMEND TO FRIEND (Scale 1-5) 5,609 24 | 5585 | 4.46 0.77 6,700 24 | 6,676 4.61 0.67 -0.15 |-11.39112] yes | yes
"BART IS A GOOD VALUE" (Scale 1-5) 5,609 53 | 5,556 3.68 1.11 6,700 46 6654 3.86 1.04 -0.18 -9.18189| yes | yes
Attributes: SCALE: 1=Poor, 7=Excellent
On-time performance of trains 5,609 160 | 5,449 5.46 1.23 6,700 142 | 6,558 5.72 1.12 -0.26 |-12.00664| yes | yes
Hours of operation 5,609 174 | 5,435 4.98 1.66 6,700 | 274 | 6,426 5.08 1.61 -0.1 -3.31426| yes | yes
Frequency of train service 5,609 | 232 | 5,377 5.11 1.39 6,700 | 302 | 6,398 5.24 1.34 -0.13 -5.13879| yes | yes
Availability of maps and schedules 5,609 | 294 | 5,315 5.71 1.27 6,700 | 396 | 6,304 5.79 1.25 -0.08 -3.40712| yes | yes
Timely information about service disruptions 5,609 | 453 | 5,156 | 5.26 1.41 6,700 | 564 | 6136 5.37 1.36 -0.11 -4.19669 yes | yes
Timeliness of connections b/t BART trains 5,609 759 | 4,850 5.36 1.27 6,700 [1,019| 5,681 5.46 1.22 -0.10 -4.10114] yes | yes
Timeliness of connections w/ buses 5,609 [1,849]| 3,760 4.85 1.47 6,700 |2,100]| 4,600 4.93 1.47 -0.08 -2.47538| yes | yes
Availability of car parking 5,609 |1,206| 4,403 4.41 1.82 6,700 |1,580| 5,120 4.68 1.75 -0.27 -7.34725| yes | yes
Availability of bicycle parking 5,609 |2,101| 3,508 | 5.01 1.49 6,700 |2,566| 4,134 5.05 1.53 -0.04 -1.15512| no | no
Lighting in parking lots 5,609 |[1,372| 4,237 4.94 1.44 6,700 |1,731| 4969 5.05 1.41 -0.11 -3.68824| yes | yes
/Access for people with disabilities 5,609 [1,912] 3,697 5.13 1.51 6,700 |2,348| 4,352 5.30 1.42 -0.17 -5.17277| yes | yes
Enforcement against fare evasion 5,609 [1,548]| 4,061 4.47 1.83 6,700 [1,921| 4,779 4.65 1.75 -0.18 -4.70201| yes | yes
Enforcement of no eating or drinking policy 5,609 [1,073| 4,536 | 4.05 1.93 6,700 |1,225| 5475 4.22 1.91 -0.17 -4.40778| yes | yes
Personal security in BART system 5,609 | 778 | 4,831 4.49 1.60 6,700 | 976 | 5,724 4.64 1.57 -0.15 -4.83988| yes | yes
BART.gov website 5,609 |[1,237| 4,372 5.30 1.36 6,700 |1,499| 5201 5.44 1.31 -0.14 -5.10184] yes | yes
Leadership in solving transportation problems 5,609 [1,486| 4,123 | 4.35 1.75 6,700 |1,946| 4,754 4.85 1.52 -0.50 |-14.26375| yes | yes
Length of lines at exit gates 5,609 | 472 | 5,137 5.04 1.43 6,700 | 522 | 6,178 5.17 1.39 -0.13 -4.87603| yes | yes
Reliability of ticket vending machines 5,609 700 | 4,909 5.17 1.42 6,700 811 | 5,889 5.30 1.37 -0.13 -4.81327| yes | yes
Reliability of faregates 5,609 | 654 | 4,955 | 5.12 1.40 6,700 | 740 | 5,960 5.22 1.35 -0.10 -3.77601| yes | yes
Clipper Cards* 5,609 974 | 4,635 5.80 1.29 6,700 |1,466| 5234 5.69 1.38 0.11 4.09128 yes | yes
BART Tickets* 5,609 |1,120| 4,489 | 5.50 1.35 6,700 [1,153| 5,547 5.54 1.34 -0.04 -1.48077 no | no
Escalator availability and reliability 5609 | 760 | 4,849 | 4.58 1.66 6,700 | 918 | 5,782 4.60 1.72 -0.02 -0.60860, no | no
Elevator availability and reliability 5,609 |1,575| 4,034 | 4.58 1.67 6,700 [1,871| 4,829 4.66 1.67 -0.08 -2.24584| yes | yes
Presence of BART Police in stations 5,609 | 899 | 4,710 4.19 1.65 6,700 |1,115] 5,585 4.32 1.63 -0.13 -4.00475| yes | yes
Presence of BART Police in parking lots 5,609 (1,323 4,286 3.95 1.77 6,700 |1,577| 5123 4.08 1.78 -0.13 -3.53890| yes | yes
Availability of Station Agents 5609 | 786 | 4,823 | 4.73 1.60 6,700 | 986 | 5,714 4.86 1.53 -0.13 -4.23908| yes | yes
Helpfulness & Courtesy of Station Agents 5609 | 867 | 4,742 | 4.79 1.71 6,700 | 992 | 5,708 4.94 1.61 -0.15 -4.58402| yes | yes
Appearance of landscaping 5,609 [1,086]| 4,523 4.42 1.66 6,700 |1,239] 5,461 4.60 1.59 -0.18 -5.49717| yes | yes
Stations kept free of graffiti 5609 | 931 | 4678 | 4.76 1.63 6,700 |1,072| 5,628 5.01 1.52 -0.25 -7.99218 yes | yes
Station cleanliness 5,609 651 | 4,958 4.11 1.75 6,700 828 | 5872 4.46 1.64 -0.35 |-10.67129| yes | yes
Restroom cleanliness 5,609 [1,529] 4,080 3.52 1.86 6,700 |1,863]| 4,837 3.71 1.83 -0.19 -4.84119 yes | yes
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Statistically
2014 2012 Significant?
(continued from prior page)
Total |Don't|Sample Standard Total |Don't Sample Standard Mean At At
Response Know | Size Mean Deviation |Response Know | Size Mean | Deviation Difference| T-Score| 95% | 90%
Elevator cleanliness 5,609 |1,649| 3,960 3.88 1.87 6,700 [2,099| 4,601 4.21 1.80 -0.33 -8.28307| yes | yes
Signs with transfer / platform / exit directions 5,609 |1,005| 4,604 | 5.06 1.50 6,700 |1,110] 5,590 5.19 1.43 -0.13 -4.44716| yes | yes
Stations - Overall condition / state of repair 5609 | 727 | 4,882 | 4.57 1.49 6,700 | 855 | 5,845 4.81 1.40 -0.24 -8.53838| yes | yes
Availability of seats on trains 5,609 | 440 | 5,169 | 4.18 1.71 6,700 | 463 | 6237 4.57 1.56 -0.39  |-12.61425| yes | yes
Availability of space on trains for luggage... 5609 | 731 | 4,878 | 4.06 1.76 6,700 | 841 | 5,859 4.25 1.66 -0.19 -5.71488 yes | yes
Availability of standing room on trains 5,609 631 | 4,978 4.61 1.63 6,700 693 | 6,007 4.86 1.48 -0.25 -8.34089 yes | yes
Comfort of seats on trains 5,609 560 | 5,049 4.84 1.50 6,700 | 678 | 6,022 5.03 1.43 -0.19 -6.78051| yes | yes
Condition / cleanliness of seats on train 5,609 580 | 5,029 4.07 1.74 6,700 635 | 6,065 4.18 1.77 -0.11 -3.28896| yes | yes
Comfortable temperature aboard trains 5609 | 574 | 5,035 | 4.4 1.70 6,700 | 660 | 6040 4.74 1.55 -0.33  |-10.58613| yes | yes
Noise level on trains 5,609 586 | 5,023 4.08 1.77 6,700 | 648 | 6,052 4.27 1.71 -0.19 -5.71090| yes | yes
Clarity of public address announcements 5,609 | 703 | 4,906 | 4.21 1.75 6,700 | 830 | 5,870 4.39 1.70 -0.18 -5.38678| yes | yes
Presence of BART Police on trains 5,609 | 930 | 4,679 3.65 1.77 6,700 |1,064| 5,636 3.84 1.75 -0.19 -5.45547| yes | yes
/Appearance of train exterior 5,609 756 | 4,853 4.59 1.58 6,700 922 | 5,778 4.71 1.50 -0.12 -3.99156| yes | yes
Condition / cleanliness of windows on train 5609 | 675 | 4,934 | 4.32 1.67 6,700 | 794 | 5,906 4.52 1.60 -0.20 -6.32867| yes | yes
[Train interior kept free of graffiti 5,609 729 | 4,880 5.17 1.49 6,700 832 | 5,868 5.29 1.42 -0.12 -4.24645| yes | yes
[Train interior cleanliness 5609 | 654 | 4955 | 4.28 1.68 6,700 | 731 | 5,969 4.49 1.65 -0.21 -6.55702| yes | yes
Condition/ cleanliness of floors on trains 5609 | 618 | 4,991 4.05 1.78 6,700 | 697 | 6,003 4.28 1.76 -0.23 -6.77988 yes | yes
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Service Attribute Ratings - Percentages

Top Bottom Don’t

SCALE: 1=Poor, 7=Excellent Mean Two Neutral Two Know
# % % % %
Clipper Cards | 5.80 56 24 2 17
Availability of maps & schedules | 5.71 61 31 2 5
BART tickets | 5.50 46 31 3 20
On-time performance 5.46 54 41 2 3
Timeliness of connections between BART trains | 5.36 45 39 2 14
bart.gov website | 5.30 39 36 3 22
Timely information about service disruptions | 5.26 45 42 4 8
Reliability of ticket vending machines | 5.17 41 42 4 12
Train interior kept free of graffiti | 5.17 43 38 6 13
Access for people with disabilities | 5.13 30 31 4 34
Reliability of faregates | 5.12 39 45 4 12
Frequency of train service | 5.11 42 49 5 4
Signs w/ transfer/platform/exit directions | 5.06 36 40 6 18
Length of lines at exit gates | 5.04 38 49 5 8
Availability of bicycle parking | 5.01 26 33 4 37
Hours of operation | 4.98 45 42 10 3
Lighting in parking lots | 4.94 29 42 4 24
Timeliness of connections with buses | 4.85 24 39 4 33
Comfort of seats on trains | 4.84 33 50 7 10
Helpfulness and courtesy of Station Agents | 4.79 34 40 10 15
Stations kept free of graffiti | 4.76 32 42 9 17
Availability of Station Agents | 4.73 32 46 9 14
Availability of standing room on trains | 4.61 29 49 11 11
Appearance of train exterior | 4.59 27 50 10 13
Elevator availability & reliability | 4.58 23 39 9 28
Escalator availability & reliability | 4.58 28 48 11 14
Overall station condition | 4.57 24 55 9 13
Personal security in the BART system | 4.49 24 51 11 14
Enforcement against fare evasion | 4.47 24 36 13 28
Appearance of landscaping | 4.42 23 46 12 19
Availability of car parking | 4.41 25 39 14 21
Comfortable temperature aboard trains | 4.41 27 49 14 10
Leadership solving reg’l trans. problems | 4.35 21 40 12 26
Condition/cleanliness of windows on trains | 4.32 23 51 14 12
Train interior cleanliness | 4.28 22 52 14 12
Clarity of P.A. announcements | 4.21 23 48 17 13
Presence of BART Police in stations | 4.19 18 52 13 16
Availability of seats on trains | 4.18 21 54 17 8
Station cleanliness | 4.11 21 50 18 12
Noise level on trains | 4.08 21 50 19 10
Condition/cleanliness of seats on train | 4.07 20 52 18 10
Availability of space for luggage, bicycles, strollers | 4.06 20 49 18 13
Condition/cleanliness of floors on trains | 4.05 20 49 19 11
Enforcement of no eating & drinking policy | 4.05 22 39 20 19
Presence of BART Police in parking lots | 3.95 16 43 18 24
Elevator cleanliness | 3.88 15 37 18 29
Presence of BART Police on trains | 3.65 13 46 24 17
Restroom cleanliness | 3.52 12 36 25 27
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FIELD PROCEDURES

In total, nine interviewers worked on the 2014 study. The interviewer training session was
conducted at Corey, Canapary & Galanis’ (CC&G) office in San Francisco on Monday,
September 15, 2014, and the field interviewing was conducted from September 16 through
October 5, 2014.

Interviewers, for the most part, worked in crews of two. In addition to the interviewers, roving
supervisors also worked on the project.

Interviewers boarded randomly pre-selected BART trains and distributed questionnaires to all
riders on one pre-determined BART car (also randomly selected). These interviewers rode nearly
the whole route of their designated line (origination/destination stations were generally Balboa
Park, Castro Valley, Concord, El Cerrito Plaza, South Hayward, San Francisco International
Airport, and Millbrae), continually collecting completed surveys and distributing surveys to new
riders entering their car.

The questionnaires were available in English, Spanish, Chinese, Vietnamese, and Korean.
Interviewers carried signs on the back of their clipboards that said in the respective languages:
have surveys in English, Spanish, Chinese, Vietnamese, and Korean.” In 2014, 111 non-English
language surveys were completed, representing 2.0% of total surveys.

MI

Tallies were kept for questionnaires taken home with riders to be mailed back and for all non-
responses (refusals, language barrier, children under 13, sleeping, and left train). The definitions
for non-responses are:
o Language Barrier - Non-response because a questionnaire is not available in a language
understood by the rider.
o Left Train - The surveyor was unable to offer a questionnaire to a rider because of the short
distance of that rider’s trip.
Children under 13 - Children under 13 are not eligible for the survey.
o Sleeping - Sleeping riders are not offered a questionnaire.
Refusals - Riders unwilling to accept/fill out the survey.

All surveys collected during a run were collated together into batches. During this process,
coding of answers was completed and surveys were individually examined to verify completeness
and age of the respondent. Incomplete surveys and surveys from respondents under 13 years of
age were removed. Data from the surveys were then input into a database.

Following inputting, randomly selected batches were pulled and reviewed for quality assurance.
All of the surveys in the selected batches were compared to the data input for all questions to
verify the accuracy of editors, coders, and data entry staff. A total of 564 surveys were reviewed
in this manner (10% of all surveys). All surveys (100%) were checked for data input on the key
questions only (questions 12, 13, and 14).
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SAMPLING

Sampling was achieved by selecting BART train trips that most closely resembled trains selected
for the 2012 study. The resulting sample of BART trains fell within three strata: peak, off-peak
and weekend. Peak is defined as weekday trains dispatched between 5:30 am - 8:30 am and 3:30
pm - 6:30 pm. Off-peak includes trains dispatched all other weekday times. Weekend includes all
trains dispatched on Saturday or Sunday.

Once all train selections were made, each trip (train run) was matched with an appropriate
return trip on the same line. (For the few cases where a return trip was not available, it was
treated as a one-way trip, and no return trip was assigned.) For each trip, one train car was
randomly selected for interviewers to board. Interviewers attempted to survey all car riders
through the destination station. This random car selection process resulted in a slight bias
towards shorter trains. Riders on shorter trains had a higher likelihood of being selected than
those on longer trains. In previous years, analysis has been performed on this issue and has
demonstrated that this bias has no material effect on the results. The number of outgoing and
returning trips totaled: Peak — 38 trips, Off-Peak — 58 trips, Weekend - 44 trips.*

4 Although 43 weekend train runs were scheduled, 44 weekend runs were completed due to interviewer logistics. (A team of two
was separated and surveyed two consecutive train runs.)
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WEIGHTING

The data were weighted by ridership segment to proportionately represent BART riders. The
weighted ridership segments are defined identically to the sampling ridership segments except
that weekend is broken into Saturday and Sunday. The resulting ridership segments are as
follows: weekday peak, weekday off-peak, Saturday, and Sunday. The following chart shows the
actual number of interviews by ridership segment and the number of interviews weighted to
represent the proportional amount of riders in each. It also shows the number of riders the
weighting is based on, as well as the percentage of riders these numbers represent (weighted
%).

Weekday Weekday Weekly

Peak Off-peak Saturday  Sunday Total

Interviews completed 1933 2161 776 739 5,609

Interviews weighted by strata 2724 2040 475 370 5,609
Estimated # of BART trips* 1,231,902 922,191 214,982 167,111 2,536,186
Weighted % 48.6% 36.4% 8.5% 6.6% 100%

ROUNDING

Beginning with the 2012 study, percentages have been rounded up or down using seven places
after the decimal point. For example, a percentage of 16.4555261% is rounded to 16%. In 2010
and prior years, percentages were rounded to a tenth of a percent first, prior to rounding to a
whole percentage. For example, a percentage of 16.4555261% would have been rounded to
17% .For the most part, this change has only been made for the 2012 and 2014 data shown in
this report.®

> Data for the three key tracking questions for 2010 were reviewed and adjusted as needed based on the revised rounding protocol.
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Response rate / % of Riders Who Completed Survey / Distribution Rate

Total Peak Off-Peak Weekend
Children under 13 101 6 35 60
Language barrier 40 10 15 15
Sleeping 268 125 87 56
Left train® 662 435 90 137
Refused 3,228 980 1,330 918
Already Participated 181 66 57 58
Partials (not processed) 369 137 129 103
Qst. distributed and not returned 561 193 235 133
TOTAL NON-RESPONSE 5410 1,952 1,978 1,480
Completes collected 5,409 1,855 2,079 1,475
Completes mailed back 200 78 82 40
TOTAL COMPLETES 5,609 1,933 2,161 1,515
PASSENGERS ON SAMPLED CARS
(Total completes + Total Non-response) 11,019 3,885 4,139 2,995
Response Rate & % of Riders Who Completed Survey
PASSENGERS ON SAMPLED CARS 11,019 3,885 4,139 2,995
Less:
Children Under 13 (101) (6) (35) (60)
Language Barrier (40) (10) (15) (15)
Sleeping (268) (125) (87) (56)
POTENTIAL RESPONDENTS 10,610 3,744 4,002 2,864
TOTAL COMPLETES 5,609 1,933 2,161 1,515
Response Rate ! 52.9% 51.6% 54.0% 52.9%
% of Riders Who Completed Survey? 50.9% 49.8% 52.2% 50.6%
Distribution Rate
PASSENGERS ON SAMPLED CARS 11,019 3,885 4,139 2,995
Less:
Children Under 13 (101) (6) (35) (60)
Language Barrier (40) (10) (15) (15)
Sleeping (268) (125) (87) (56)
POTENTIAL RESPONDENTS 10,610 3,744 4,002 2,864
Total Completes 5,609 1,933 2,161 1,515
Qst. taken home and not returned by Oct 20 561 193 235 133
Partials (not processed) 369 137 129 103
TOTAL QST. DISTRIBUTED 6,539 2263 2,525 1,751
Distribution Rate 3 61.6% 60.4% 63.1% 61.1%
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EDITING AND CODING

This section outlines editing and coding procedures utilized on the 2014 BART Customer
Satisfaction Study. For the most part, information as provided by the respondent on the self-
administered questionnaire was entered as recorded.

Editing procedures, where disparities occurred, were as follows:

Scaling Questions

¢ If multiples occurred where only one response was acceptable (e.g., both 5 and 6 circled on the
Poor - Excellent scale or Agree Strongly and Agree Somewhat both checked), the answer input
alternated between the higher and lower responses. On the first occurrence we took the
higher response, and on the next occurrence we took the lower response, etc.

¢ In cases where bipolar discrepancies were observed (e.g., both 1 and 7 circled) the midpoint
was used. Sometimes respondents would include notes like poor in this respect and excellent
in another respect for a specific attribute.

The back side of the questionnaire included a section for comments. Overall, 1,497 respondents,
or 27% of all respondents, provided comments. All of these written comments were typed into a
database. The comments were then split and coded using a list of "department specific" codes
provided by BART. The code list and incidence for each code are listed on the following page. A
total of 2,214 comments were tabulated and coded.

The verbatim comments for each code are made available to the BART departments responsible
for each area. This provides them with an additional tool to understand the reasons for customer
rating levels.
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2014 Customer Satisfaction Study

Code Sheet - Comment Code Frequencies
[FREQUENCIES FOR EACH CATEGORY ARE INDICATED IN BRACKETS]

Code 1| Agent Availability [7]

Code 2 | Bus/Muni/Caltrain Connections [11]

Code 3| Bicycles [72]

Code 4 | General Compliments [176]

Code 5 | Disability/Senior Issues [14]

Code 6 | Escalators and Elevators (except cleanliness) [33]
Code 7 | Extensions [27]

Code 8| Fares and Fare Policies [143]

Code 9 | Graffiti [2]

Code 10| Overall Train/Track Maintenance/Conditions [29]
Code 11| Lighting [2]

Code 12 | Other SPECIFIC Comments [4]

Code 13 | Announcements and PA (Public Address) Issues [43]
Code 14| Personnel (Except Police) [51]

Code 15 | Parking [84]

Code 16 | Police/Enforcement (except bikes)/Security [131]
Code 17 | Overall Station Conditions/State of Repair [5]
Code 18 | Station Cleanliness (Except Graffiti) [131]

Code 19 | Service - Type, Amount, etc. [341]

Code 20 | Signage, Maps, and Printed Schedules [56]
Code 21 | Seats on Trains/Crowding [160]

Code 22 | Comments About Surveys/Research [14]

Code 23 | Train Cleanliness [140]

Code 24 | Temperature [74]

Code 25 | Fare Collection — General [1]

Code 26 | Fare Collection Equipment [16]

Code 27 | Refunds [3]

Code 28 | Tickets [5]

Code 29 | Windows/Etching [3]

Code 30 | Clipper/TransLink [10]

Code 31 | Need for More Restrooms/Open Restrooms [24]
Code 32| Overall Car Condition [56]

Code 33 | New Vinyl Seats [46]

Code 40 | Other [60]

Code 41 | Homeless/Panhandling [59]

Code 42 | BART Strike [41]
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Code 43 | Transfers/Entry and Exit Lines [15]

Code 51 | Reliability/Delays/Delay Information [50]
Code 52 | Train Noise [56]

Code 53 | Computer/Internet/Wi-Fi/\Website [14]
Code 54 | Oscar Grant/Shootings [5]
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QUADRANT CHARTS BY RIDERSHIP SEGMENT

The chart titled "2014 Quadrant Chart" (See “Detailed Results”) is designed to help set priorities
for future initiatives to improve customer satisfaction. It identifies those specific service
attributes that are most important to BART customers on average and also shows which service
attributes rate lowest. The "Target Issues" quadrant (top left) displays the most important
service attributes in need of attention.

Values along the horizontal axis are average ratings. Customers marked their ratings on a scale
of 1 = poor and 7 = excellent, so higher ratings on the right side of the Quadrant Chart are
better scores and those on the left side are worse. The vertical axis ("Derived Importance") scale
was derived by correlating each of the service attributes with customers' overall satisfaction
levels. Those service attributes having strong correlations with overall satisfaction are seen as
"More Important,” while those with weaker correlations are seen as "Less Important."

For example, customer ratings of on-time performance are very strongly correlated with overall
satisfaction (i.e., customers that are happy with BART's on-time performance tend to be more
satisfied overall, and conversely customers that are disappointed with on-time performance tend
to be less satisfied overall). On the other hand, customer ratings of map/schedule availability
have only a weak correlation with overall satisfaction (i.e., it is not uncommon for customers to
rate map/schedule availability highly, even though they are dissatisfied overall with BART
services). Therefore, on-time performance is located in the upper part of the chart, while
map/schedule availability is located in the lower part.

Specific values along the vertical axis are derived by calculating ratios between correlation
coefficients for each service attribute and the median correlation level. Those service attributes
above 100 are more correlated with overall satisfaction, while those below 100 are less so.

Note that some service attributes are seen as fairly unimportant on average because not all
customers are affected by them, even though they are quite important to specific customer
segments (e.g., parking availability, elevator cleanliness, restrooms, and bicycle parking).

Also, note that more sophisticated statistical tests, utilizing factor and regression analyses, were
done for the 1996 and 1998 Customer Satisfaction reports. This testing was not done in
subsequent years as the results of the additional analyses were generally consistent with the
correlation coefficient-based analysis used in the Quadrant Chart. Please refer to the 1998
Customer Satisfaction report for information on additional statistical testing done in past years.

The following pages show the Quadrant Charts for each of the three sample ridership segments:
peak, off-peak, and weekend riders.

BART Marketing and Research Department
Corey, Canapary & Galanis Research



2014 BART CUSTOMER SATISFACTION STUDY

Burzey JaybiH (Juajjaoxa=, o} Jood=| :zjeasjulod £) IINVINYOLHId Buney samoq
s 1A r'e
ss
juawadogus Gupuup Jo Guiyes ong 0L
Ripqejieng
ajnpayss/dejy $52008 pa|qesiqe
JUSLIZDI04US UOISEAS BBy *
suleJ} UO
Bunysed 320156 Bujiiec te2g, & 221|104
suoiels ul )
spie> @2l|od 4]
Jadd)|
0,_u subis uoilels ¢ Vd ulell @ *
Bunyby| 530] Bupysed uj 821104
uoljelado Jo sinoH & Bunyed® suonelsy
Ages WALe i 4416 oN sloje|exsig
SsaUI|UBRa]) J0}BAB|T
Ripge; Mm:mu:umﬂ *
QPR Live sutes nijeI6 oNe - Rudimasl ssiou ulelLe
3115qam Acb Leqe 3___,jm_..m>m0 #fjumoeseuosiey 001
* 103eA3|3 SSAUI|UBS|D WOONSIHG
uonewsoul fejage * SUOIPPBUUCY Ijues|
fapgerjas sng 1011X9 Ules @
aiebaieq
saul| }IX3e ssauljueapd
uones
Asaunosssauinid|ay Jusbye *
SUOIIIBULOY J3JSuel] Ulel @ sMOpUIM Ules &
s13||0435 ‘sey1q ‘'sbebbn| 1oy soedsy SLL
Hojwodjess ulel| ¢ ssaul|ueap Jou3jul 1B
& UORIPUOY 100|4g
aimesadway EEM uollpuod jease
3__5N__m>m fjigejene 1eag®
@ouewlouad AWN-UOS Wwoos BUIPUEYS 0EL
fouanbaiy aviases uies | @
@ uonepodsues ul diysiapeat
Jiedas “_.Q 1815
fuolpuod uoneys
sanss| }abae] o

(dlead) ey jueapend vL0OT

juepoduw) ssa

(UOIIIRJSIIES | |BIBAC Y}IM UOIIR[3II0D UBIPAL JO %)

juepodwy asop

IONYLYOdWI QIAINIA

BART Marketing and Research Department

100

Corey, Canapary & Galanis Research



2014 BART CUSTOMER SATISFACTION STUDY

Buney Joybiy P (aus)|eoxa=/ 03 Jood=| :ajeds yuiod £) DNVOS3d

Buijey Jamo

ke JusWIBIIoUS
Bunjuup Jo Buijea oN ¢

u.._u.._._wOEOt._m sulel} uo 301jod®
uolsens aJeq
Bupyied sppfoig ¢ SuoIjels
13y4eib oN
*
Augeese [
: * Yd uell ¢ 4 50| bujed ui adjod
Apqejene suien :3yeb onN e uonesado Jo sInoHg by
a|npayss/deyé Bupyed & suoilels ul a21jod
JolE%e Y
mw_“_muO Buiy by Burjiedy SUIEL m:_@mum_u:m._ asiou el g
JELLT]
- 55320 pajqesid ¢ # suBis uopels :BEW:_ SMOPUIM c_,ﬂ; ssauruesp uontis # ssauljues)d Jolens|3
(WTTEVLEL 4 P #51018[EDS] - $53UI|UBAP WOOLSIH4
. # f3un%9s |euosiag
Iqeljas !
9P L4V AL Gl Bl
UOIBLLIOJU am_um.
siajsuel} sng g
fllqenzs sjebaiel ¢ # amessdway uest
- # 1i0juiod
135 Ul |
SUORIBULOY IBJSURIY UIRI |4 saul| a3 L
Ayjiqejiene g $5BUIUES] JOLIBIUI JED 4 ¢ UOHPUOY 3e3g

woo. bulpuels s13)(0435 ‘sa1q ‘aBeBBn| 10) 33eds @ Puonipuos ooy

uonejodsuesy ul
diysispea] ®

fousnbayy aa1nes ulel 4 *

Jiedas jo alels & Ayijge|ieae jeas
MO PUOY UCIjBYS

sanssj| 3abie]

aruewopiad swWR-uQ ¢

(lead-40) 1eyd jueipend L0Z

sS

0L

58

0oL

SLL

0gl

F148

jyuepiodw) asop

juepiodw| ssa

{UORIRYSITES ||BIBAC LJIM UOIIEIIII0D URIPIUI JO %)

FONVLHOdWI Q3AIY3A

101

BART Marketing and Research Department

Corey, Canapary & Galanis Research



2014 BART CUSTOMER SATISFACTION STUDY

SUBY RN (us|[saxe= 03 Jood=| 3[e3s Juiod £) IINVINYOLYI bupey somo
i vy e
SS
T oL
vd Uleil ¢
spie>
Jaddi)d
*
JuBWENIOUR é.%: -
& !
fajiqejene Ll i 23)j0d 58
snpaydsdely ¢ Buiy.ed 3510U Ulel |4 ¢ s10| Buisyied ul adjod
aphang Bupjied
saul
u_.%m.“ y suorjels h..wh..__:"i__m e e UL Y
3_30% robrea s ® Bunyby BHEIBON g 3udby
| subls mc._v_._mm_ N juswgolus @ s19)|043s ‘saviq ‘sBebbn| so) aceds
s fiqeljas vonerc® o “ * oisc®s oy $53UI|UR| WOOIISBY 4
1901 Livae s1e6aie 4 es 510}B|RIS - oL
SUTEIT eIt o g e as lep) ST dorST uTe T SAMOpUIM UlE]
ojul hejaq @ & 1835 Em._.“. u.._mm(@ E_.m:._ ‘do o:_aam . P » SRUUERFUOREIS
ssa0%e pajqesiq b___na__c>m+ SRS o andg Puel # ss3uljues)d Jojens|3
Eooum:,._u:mam Jolsyxe ey CI'BAY &:032
35| jeuosiag € uonIpuo? 100|4
SUCIIBUUDD
1aysueny c_m:.’ tut.“._u il T & uonipuod jeas siL
% ﬁ...‘m_.._uw: & ssaujjues)d Jolalul Jed
Faueuriopad 231185 UlelL
awn-uo
4 uoneuodsuesy ul diysiepea]
SR sanss| }abae|
/ uonIpuol uonels

1 0ElL
T sri

(puaPam) 1ey) Juespend L0T

juepsodu) ssa7

(UoIIDBYSIIES [|BJSAC LIIM UOIJE|31I0D URIPSW JO 05)

jueprodw) asol

IDONVYLUOAWI aIAIN3EA

BART Marketing and Research Department

102

Corey, Canapary & Galanis Research





