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COA Milestones and Products

i

Policy Development
October 2006

COA/TSP
CorePrinciples

February 2007

Transit Sustainability Policy &
ServiceDesign Guidelines

\

March 2007

VTAManagement Audit

\

®

Data Collection & Analysis

August 2006

VTAPassenger
Survey

/

November 2006

Transit Service
Evaluation

/

Eebruary 2007

Market Segmentation Analysis

/

Capital Projects ServiceOperating Plan Marketing Strategies

Comprehensive Operations Analysis



COA Outreach Schedule ﬁ

AApril 2007 VTA Board 1 Draft Proposal

AMay-June 2007 COA Stakeholder Outreach

A VTA Advisory & Standing Committees
A Stakeholder Groups
A Public Meetings (May 21 i June 6)

AAugust 2007 VTA Board Action (August 30)

AJanuary 2008 Phase | Service Implementation

Comprehensive Operations Analysis



Comprehensive Operations Analysis (COA)

Transit Sustainability
Policy & Core Principles
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COA Core Principles ﬁ

1. Improved Ridership, Productivity, and Effectiveness

A Operateservicewhen and wherethereis sufficientmassofdemand to meet
ridership and revenue expectations

2. Higher Farebox Recovery, Less Reliance on Subsidies

A Increase transitmodeshareby focusing resources to target markets where transit
can compete effectively.

3. Greater Responsivenessto Customers

A Defineacoretransitnetwork ofservicesthatserveavariety oftrip purposes,and a
market-based network of services thatserve specificcustomer needs.

4. Effective Use of Transit Investment and Resources

A Establish performance goals and standards for productivity and effectiveness, and
evaluateand adjustservice and standards regularly for optimum effectiveness.

Comprehensive Operations Analysis



Comprehensive Operations Analysis (COA)

2006 Passenger Survey
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On-board Survey: Key Findings ﬁ

Rider Profile

34 years Of age OF UNUET ......eeeeeeeeeeeeeeeeessssssssssssnes 59%
HISPANIC/LATINO .....oooooo e seesmmeeeeeeseseesss s 37%
Employed FUI-LIME ..o eeeeeeeeeenneseesenn 38%
Income 1eSS than $25,000 .......eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeene 56%
NO auto available fOr triP .. 65%
Rides 4 days/week ormore ... 75%
WALKS 1O STOP ...oovvrroesrrcerecesssseesseessssssssssssssssssssssssssssssssssssssssssssssssssonss 71%

. 2006 Passenger Survey



Rider Demographics ﬁ
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Comparison of Income

VTA Passengers vs. Santa Clara County Residents

O VTA Riders B Santa Clara County Households |_

.

<$10K 10-24.9K

25-49.9K 50-74.9K 75-99.9K 100- 150- $200K+
149.9K 199.9K

Annual Household Income in 2005 Dollars

Source: U.S. Census Bureau, 2004 American Community Survey

2006 Passenger Survey



Transit Share of Work Trips by Income 4
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6.5%
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2.0%
2%

Transit Share of Work Commute Trips

1%

0%

<18K 18-36K 36-50K 50-75K 75-100K  100-125K 125-150K >150K
Household Income (20003%)

Transit share of work commute trips for residents in Santa Clara County

Source: PUMS Comprehensive Operations Analysis



Comprehensive Operations Analysis (COA)

Market Segmentation
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Market Segmentation Analysis Findings ﬁ

Six Santa Clara County Customer Segments

Customer Type Time Transit Price
Sensitivity Tolerance Sensitivity
Transit Trippers Q ' '
Mellow Movers O - -
LINKs & MINKs - O -
Boomers & Blazers - O O
Young & Restless ' Q Q
Movers & Shakers O O O

OLow & Medium @ High

1 Market Segmentation Analysis



Market Segment Profile

A

Transit Trippers

High transit users

In households with no
vehicles available

Lowerincome
Not employed full-time
High school educated

Englishnot primary
language

To Io Do Do Io Do

'9%

Mellow Movers

In households with 0-1
vehicles available
Lowerincome

High school educated

In multi-child households
Englishnot primary

language
A 14%

To To Po o I

LINKSs & MINKSs

High transit users
Younger
Lower-middle income

Unemployed oremployed
part-time

In childless households
Male
Single

To Do Do To Io Do Do

I6%

Boomers & Blazers

Lowtransit users
Older
Retired

In single person, childless
households

Female

T o T Io To

N

Young & Restless

Younger

Students
Lower-middle income
Female

To To Do o

Movers & Shakers

Lowtransit users
Higherincome
Employed full-time
Highly educated
Married

To To To Do To




Market Share ﬁ

Commuters by Customer Type (2005)

KoL OO O [
Key to Commuter Market
500,000 B \Vork Trip Commuters |
B TransitWork Trip Commuters
400,000 : | I
B Total Adult Population
G000 N

Key to Core Network Market

Transit Mellow LINKs Boomers Young Movers
Trippers Movers & MINK's & Blazers & Restless & Shakers

13 Comprehensive Operations Analysis
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Transit Trippers

1 Dot = 20 Adults




Origin Transit Competitiveness Factor Transit Competitive < 25

- 25 - 50

A 1 50 - 100

n 03 | | | . —>{ I 100 - 200
L | > 200




Destination Transit Competitiveness Factor
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