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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.

BART 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 6,700 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 two-week period in September 2012.

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 2010 study. Those which

might influence customer perception include:

e A recovering local economy evidenced by falling unemployment and increased BART
ridership. Specifically:

- Unemployment in the three-county BART District decreased from 10.6% in September
2010 to 8.1% in September 2012;

- Average weekday ridership topped 400,000 for the first time in BART's history, which
represented a 14% increase between the two survey periods. This impacted seat
availability and train crowding, especially during peak commute periods.

e Replacement of BART's upholstered wool seat coverings with vinyl seat coverings, which are
easier to keep clean. This change was made in response to customers’ concerns about seat
cleanliness. At the time of the survey, approximately 25% of the fleet had the new vinyl
seats.

e Continued replacement of carpeting in train cars with hard surface flooring, which is easier to
keep clean.

e An evening service increase on the Richmond-Millbrae line in September 2012. Four
additional trains in each direction were added between 7 p.m. and 8 p.m. in order to meet
growing ridership demands.
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An increase in average gasoline prices from about $3.10/gallon in September 2010 to about
$4.20/gallon in September 2012.

A pilot program in August 2012, which temporarily lifted many restrictions on bringing
bicycles onboard BART trains on Fridays.

An unusually large number of escalator outages in summer 2012 which drew media attention
to BART's aging equipment and other issues due to weather, vandalism, and homelessness.

A relatively small fare increase of 1.4% in July 2012.

The elimination of the EZ Rider card for fare payment and increased adoption of the Clipper
Card. At the time of the survey, greater than half (51%) of average weekday BART trips were
made using a Clipper Card.

Extensive rider and community outreach to gather input for the “Fleet of the Future,” new
train cars which will replace BART's current fleet.

An incident at the Civic Center Station in July 2011 in which a BART Police Officer fatally shot
a man armed with a knife. This triggered a series of protests, some of which impacted train
service. Prior to one such planned protest, BART disabled cell phone service on portions of its
system. This was followed by more protests and ultimately resulted in a Board-adopted policy
regarding cell phone service interruption within the BART system.

The opening of BART's 44th station, West Dublin/Pleasanton, in February 2011.
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BART continues to be generally well regarded by its customers:

e Overall satisfaction among riders is 84%. Only 5% say they are dissatisfied with
BART's services.

e 93% definitely or probably would recommend BART to a friend or out-of-town guest.
o 70% agree strongly or somewhat that “BART is a good value for the money.”

Ratings on all three key tracking questions increased over the past two years. Overall
satisfaction is up two percentage points vs. 2010 (from 82% very or somewhat satisfied to 84%),
and perception of value for the money is up six points (from 64% strongly or somewhat agree to
70%). The increases in the overall scores are due to gains in the top ratings (e.g., “very
satisfied,” “agree strongly”). While customers’ overall willingness to recommend BART remains
relatively flat at 93%, the top rating (those who would “definitely recommend” BART) has
increased from 65% to 69%.

Percent of BART customers saying . . . 2008 2010 2012
They are very satisfied ..............cccooii 42% 36% 40%
They would definitely recommend BART .........cccoooviviiiiiieen s, 70% 65% 69%
They agree strongly that BART is a good value for the money ...... 32% 24% 30%

Customers in all demographic and behavioral groups give generally positive satisfaction ratings
to BART. These segments include: weekday peak, weekday off-peak, and weekend customers;
frequent and infrequent riders; and customers of all ages, genders, ethnicities, and income
levels.

Most BART riders have other options for transportation. Only 17% of BART riders would not
make their trip if BART were unavailable. Nearly half (48%) could have driven (by themselves or
in a carpool) instead of using BART on their surveyed trip. Thirty-four percent could have taken
a bus or some other form of public transit. Given the high percentage of “choice riders” (those
who have transportation options other than BART), it is essential for BART to provide good value
to its riders. Ridership levels are somewhat correlated with customer perception of BART as a
good value for the money.

Among ratings of specific service attributes, the highest-rated and lowest-rated attributes are
relatively consistent with the last survey. The highest-rated attributes are: availability of
maps/schedules, on-time performance, Clipper Cards (new on 2012 survey), BART tickets (new on
2012 survey), and timeliness of connections between BART trains. The lowest-rated attributes
are: restroom cleanliness, presence of BART Police on trains, presence of BART Police in parking
lots, condition/cleanliness of seats on trains, and elevator cleanliness. Note that ratings of
elevator cleanliness declined vs. 2010 as discussed on the next page.
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Among the 45 attributes that can be compared against 2010 results’, 24 were statistically flat as
compared to 2010 (refer to Appendix C for details). Among the remaining attributes:

e 11 attributes had statistically significant declines, ranging from -4.6% to -1.1%;

e 10 attributes had statistically significant increases, ranging from 1.1% to 4.7%.

Among the ratings with the biggest declines, most relate to cleanliness or maintenance. The
ratings with the biggest declines are Escalator availability and reliability, Elevator cleanliness,
Station cleanliness, Availability of seats on trains, and Elevator availability and reliability.

In the months preceding the survey, BART had experienced an unusually high number of
escalator outages. At one point, 28 of BART's 179 escalators were out of service. As twelve of
these were in busy downtown San Francisco stations, the impacts of the out-of-service escalators
were widely felt. One main factor contributing to these outages is aging equipment — most of
BART's escalators are 40 years old and will soon be due for replacement or a major overhaul.
Additionally, issues due to weather, vandalism, and homelessness impact escalator availability.
BART has both short-term and long-term plans to improve escalators. Over the summer, BART
brought in additional staff and contractors to speed up escalator repair time, particularly on the
heavily used San Francisco escalators. These efforts led to an improvement in escalator
availability. BART is planning to replace or overhaul the escalators in the next five to six years to
improve reliability. BART is also exploring building enclosures around the entrances of busy
street level escalators. These would protect the escalators from the weather and prevent
loitering in station entrances during non-service hours.

With regard to elevator cleanliness, BART instituted a program in which Station Agents inspect
elevators every two hours and catalog the results. Also, BART recently installed signage in the
elevators asking customers to alert a Station Agent if there is a cleanliness issue. These changes
should result in cleaner elevators for BART's customers.

The decline in Station Cleanliness ratings is likely due to increased stress on the system due to
increased ridership. Compounding this, BART actually has fewer workers to clean its stations
than it did 10 years ago due to budget cuts. In the next budget year, BART plans to dedicate
more resources to improving the station environment for customers, including hiring more
station cleaners. It is also likely that customers took the areas around stations into account when
rating station cleanliness. Some customers mentioned that they frequently encountered people
sleeping or panhandling at station entrances and on trains. BART is currently working with
community groups in San Francisco’s Civic Center area and Mission District to improve the

station / plaza environments in these areas and address issues pertaining to loitering around
stations.

Ratings of seat availability have declined due to the large increase in BART's average weekday
ridership. Compared to the 2010 survey period, BART ridership was up 14% in 2012. That's an
additional 48,000+ passengers on the trains every day. While BART has been modifying its cars
to make more room for passengers, this has involved removing some seats to create more open
space. Long-term, as BART replaces its fleet with new train cars, it plans to expand the size of its
fleet from 669 cars to 1,000 cars. This will result in an overall increase in seat availability, fleet-
wide.

'Two attributes added to the 2012 survey (“Clipper Cards” and “BART tickets”) can’t be compared against 2010 data. Also note that
one attribute was re-worded to be more specific: “Helpfulness and Courtesy of BART Personnel” was changed to “Helpfulness and
Courtesy of Station Agents” on the 2012 survey.
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The ratings with the biggest increases are Noise level on trains, On-time performance of trains,
Leadership in solving regional transportation problems, Condition/Cleanliness of seats on trains,
and Comfort of seats on trains.

After hitting a low point in 2010, customers’ ratings of Noise level on trains rebounded, with an
increase of 4.7%. One factor contributing to this improvement is increased rail grinding. BART
has been able to improve the availability of both of its rail grinders by making maintenance
improvements to the equipment, enabling BART to increase the number of track miles ground.
It should be noted, however, that while ratings of this attribute improved, it continues to be one
of the lowest rated attributes (in the bottom quintile). BART continues to explore ways to
address track noise. Planned improvements include:
e scheduling rail grinding based on system-wide noise mapping and analysis, allowing BART
to concentrate its efforts where they will have the most impact;
e implementing an optimal rail profile to reduce wear and corrugation (ripples on the rail
which increase noise).

Long-term, BART is exploring using a different type of door technology for its new train cars,
which is expected to noticeably reduce noise levels on trains.

On-time performance, a key driver of overall customer satisfaction, has consistently been among
the top three ranked attributes since 2000. With this year’s increase, it hit an all-time high rating
in terms of customers’ perceptions. The improved perceptions track well with BART's actual
performance metrics, which also showed an increase in on-time performance statistics between
the two survey periods.

Customers tend to think of BART's leadership in solving regional transportation problems in
terms of BART's overall impact on the region. Since BART carries many thousands of riders,
provides fast and frequent service, and covers multiple counties, customers have stated that
BART eases traffic and congestion, regional transportation problems. Thus, the increase in this
attribute may be related to BART's ridership increase.

The increases in ratings of train seats show that BART's investment in new vinyl seats appears to
be paying off. Passengers who were surveyed on trains with vinyl seats gave significantly higher
ratings to seat condition/cleanliness than passengers on trains with upholstered wool seats. At
the time of the survey, about 25% of the fleet was outfitted with the new seats. As BART
continues to replace seats, it is expected that seat ratings will continue to improve.

Looking forward, BART expects to serve even greater numbers of customers as the economy
continues to improve and the system expands. Average weekday ridership has been increasing
for the past couple of years, reaching a historic high of nearly 417,000 trips in October 2012.
New projects expected to open within the next couple of years include BART's 45" station, Warm
Springs / South Fremont (expected opening: late 2015) and the Oakland Airport Connector, an
Automated Guideway Transit system directly connecting the Coliseum BART station with the
Oakland International Airport (expected opening: late 2014). One of the major challenges BART
faces is continuing to provide its growing customer base with fast, reliable service with its aging
train cars, stations, and equipment. BART is currently working on replacing its entire fleet of
train cars, but it has many other unfunded capital needs which will need to be addressed to
continue to meet the needs of the Bay Area.
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2012 BART CUSTOMER SATISFACTION STUDY

OVERALL SATISFACTION - TRENDING
(2008 / 2010 / 2012 Comparison)

Overall satisfaction measured by those who are very satisfied or somewhat satisfied has
rebounded, from 84% in 2008 to 82% in 2010 and 84% in 2012. This was driven by an increase in
those who are very satisfied. The dissatisfied percentage has remained very low - in the 5% -
6% range — over the past three surveys.

02008: 84% Satisfied
46% 2010: 82% Satisfied
44% o : 82% Satisfie
42% 2% m2012: 84% Satisfied
40%
36%
129
10% % 1%
4% > 49
1% 1% 1%
T
Very Satisfied Somewhat Neutral Somewhat Very Dissatisfied
Satisfied Dissatisfied
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2012 BART CUSTOMER SATISFACTION STUDY

2012 OVERALL SATISFACTION
(Peak / Off-Peak / Weekend Comparison)

While overall satisfaction is at 84%, 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
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2012 BART CUSTOMER SATISFACTION STUDY

WILLINGNESS TO RECOMMEND BART - TRENDING
(2008 / 2010 / 2012 Comparison)

Overall willingness to recommend BART has remained steady at 93% over the last four years.
Compared to 2010, there has been an increase in the “definitely” recommend category and a
corresponding decrease in the “probably” recommend category.

70%

65%

69%

28%

259
23% %

5%

1

02008: 93% Would Recommend
02010: 93% Would Recommend

m2012: 93% Would Recommend

6% 59
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2012 BART CUSTOMER SATISFACTION STUDY

2012 WILLINGNESS TO RECOMMEND BART
(Peak / Off-Peak / Weekend Comparison)

Peak period customers are slightly less likely to definitely recommend BART than off-peak and

weekend riders.
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2012 BART CUSTOMER SATISFACTION STUDY

PERCEPTION OF BART AS GOOD VALUE - TRENDING
(2008 / 2010 / 2012 Comparison)

The majority of riders see BART as a good value. This rating is considerably higher in 2012 (70%)
than in 2010 (64%), and nearly equal to 2008 (71%). Of note is the significant increase since the
last survey in those who strongly agree that BART is a good value for the money. The
percentage of riders who disagree or are neutral has decreased over this time period.
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30%
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2012 BART CUSTOMER SATISFACTION STUDY

2012 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, who tend to ride less
frequently.

OTotal
W Peak
@ Off-Peak
OWeekend

32%
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30%
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) ) )
3% 3% 3% 2%

Agree Strongly  Agree Somewhat Neutral Disagree Disagree Strongly
Somewhat

BART Marketing and Research Department 15
Corey, Canapary & Galanis Research



SPECIFIC SERVICE ATTRIBUTES

In the 2012 survey, customers rated BART on 48 specific service attributes. The chart on the
opposite page shows mean ratings for each of these 48 service attributes. Items 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:

Availability of maps and schedules

On-time performance

Clipper cards

BART tickets

Timeliness of connections between BART trains

bart.gov website

BART received the lowest ratings for:

Restroom cleanliness

Presence of BART Police on trains
Presence of BART Police in parking lots
Condition/cleanliness of seats on train
Elevator cleanliness

Enforcement of no eating and drinking policy

For a chart showing the percentage results, please see Appendix D.
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2012 BART CUSTOMER SATISFACTION STUDY

2012 RATING OF SPECIFIC SERVICE ATTRIBUTES

Mean Rating (7 point scale)

Availability of maps & schedules 5.79

On-time performance 5.72

Clipper Cards 5.69

BART tickets 5.54

Timeliness of connections b/t BART trai s 5.46
bart.gov website 5.44

Timely information about service disruptions e ——— 5.37
Reliability of ticket vending machines s — — —————————— 5.30
Access for people with disabilities e —————————— 5.30

Train interior kept free of graffiti e — — ——————————— 5.29
Frequency of Train ServiC e 5.24

Reliability of faregates T — 5.22

Signs w/ transfer/platform/exit directions s ———— 5.19
Length of lines at exit gates m ————————————— 5.17

Hours of operation 5.08

Lighting in parking lots m———————— 5.05

Availability of bicycle parking m ————————— 5.05

Comfort of seats on trains S ———————— 5.03

Stations kept free of graffiti e —  — — ————————————————— 5.01

Helpfulness and courtesy of Station Agents s 494
Timeliness of connections with buses m——————————————— 493
Availability of Station Agents S ————————— 4.86

Availability of standing room on trains m——— 4.86
Leadership solving reg’l transport problems e ——————— 4.85
Overall station condition e ———————— 4.81

Comfortable temperature aboard trains e — — — —— 474
Appearance of train exterio 4.71

Availability of car parking e —————————— 4.68

Elevator availability & reliability m———— 4.66
Enforcement against fare evasion m ——————— 4.65

Personal security in the BART syste nm 4.64
Escalator availability & reliability m— 4.60
Appearance of landscaping e ———————— 4.60

Availability of seats on trains s ——— 4.57
Condition/cleanliness of windows on trains m—— 4,52
Train interior cleanliness e ————————— 4.49

Station cleanliness m————— 4.46

Clarity of P.A. announcements S — 4.39

Presence of BART Police in stations m——— 432
Condition/cleanliness of floors on trains - — — — — ——— 4.28
Noise level on trains m———— 4.27

Availability of space for luggage, bicycles, etc. m —————— 4.25
Enforcement of no eating & drinking policy e —— —————— 4.22
Elevator cleanliness m————— 4.21

Condition/cleanliness of seats on train m————— — ————— 4.18
Presence of BART Police in parking |ots e ——————— 4.08
Presence of BART Police on trains s ————— 3.84

Restroom cleanliness m— 3.71
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Among the 45 attributes that can be compared against prior survey results?, about half (51%)
received lower ratings than in 2010. The chart in the next sub-section shows the percent change
in the mean rating from 2010 to 2012. Note that many of these changes are not statistically
significant.

Looking at statistically significant changes:

e 11 attributes had statistically significant declines, ranging from -4.6% to -1.1%;

e 10 attributes had statistically significant increases, ranging from 1.1% to 4.7%.

e The remaining 24 attributes are statistically flat as compared to 2010. (Refer to Appendix C
for details on statistical significance.)

While cleanliness remains an issue with riders as two of the five attributes with the largest
declines in ratings relate to it, there has been improvement in this area since the last survey. (In
2010, four of the five attributes with the biggest declines were related to cleanliness.) Riders are
also concerned with escalator and elevator reliability and availability of seats on trains. The
ratings with the largest declines are:

e Escalator availability and reliability (-4.6%)

Elevator cleanliness (-4.1%)

Station cleanliness (-2.6%)

Availability of seats on trains (-2.6%)

Elevator availability and reliability (-2.1%)

Customers’ ratings of escalators were impacted by an unusually large number of out-of-service
escalators in the months prior to the survey. As many of these escalators were in busy
downtown San Francisco stations, the impacts were widely felt. A main factor contributing to
the escalator outages is aging equipment — most of BART's escalators are 40 years old and will
soon be due for replacement or a major overhaul. Additionally, issues due to weather,
vandalism, and homelessness impact escalator availability. Over the summer, BART brought in
additional staff and contractors to speed up escalator repair time, resulting in improved
escalator availability. In the next five to six years, BART is planning to replace or overhaul the
escalators to improve reliability. BART is also exploring building enclosures around the entrances
of busy street level escalators. These would protect the escalators from the weather and prevent
loitering in station entrances during non-service hours.

The declines in cleanliness are likely related to increased ridership, which puts more stress on the
system. BART also has fewer workers to clean its stations today than it did 10 years ago due to
budget cuts. In the next budget year, BART plans to dedicate more resources to improving the
station environment for customers, including hiring more station cleaners. BART is also currently
working with community groups in San Francisco’s Civic Center area and Mission District to
improve the station / plaza environments in these areas and address issues pertaining to loitering
around stations. Specifically relating to elevators, BART has instituted a program in which
Station Agents inspect elevators every two hours and catalog the results. Also, BART recently
installed signage in the elevators asking customers to alert a Station Agent if there is a
cleanliness issue.

The decline in ratings of seat availability is due to the large increase in ridership since the last
survey. Compared to the 2010 survey period, BART's average weekday ridership was up 14% in
the 2012 survey period. That's an additional 48,000+ passengers on the trains every day. While

2Two attributes added to the 2012 survey (“Clipper Cards” and “BART tickets”) can’t be compared against 2010 data. Additionally,
as "Helpfulness and Courtesy of BART Personnel” was changed to “Helpfulness and Courtesy of Station Agents” on the 2012 survey,
this attribute can’t be compared against 2010 data.
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BART has been modifying its cars to make more room for passengers, this has involved removing
some seats to create more open space. Long-term, as BART replaces its fleet with new train cars,
it plans to expand the size of its fleet from 669 cars to 1,000 cars. This will result in an overall
increase in seat availability, fleet-wide.

BART has made progress on one of the attributes that has been consistently rated near the
bottom of the list (noise), on one of the most important attributes to customers (on-time
performance), and on one of BART's “target issues” (seat cleanliness — refer to next section for
discussion of target issues).

The ratings with the greatest increases are:

e Noise level on trains (+4.7%)

On-time performance of trains (+2.9%)

Leadership in solving regional transportation problems (+2.8%)
Condition/Cleanliness of seats on trains (+2.7%)

Comfort of seats on trains (+2.4%)

One factor contributing to the improved perceptions of noise level on trains is increased rail
grinding. BART has been able to improve the availability of both of its rail grinders by making
maintenance improvements to the equipment, enabling BART to increase the number of track
miles ground. BART continues to explore ways to address track noise. Planned improvements
include:
e scheduling rail grinding based on system-wide noise mapping and analysis, allowing BART
to concentrate its efforts where they will have the most impact;
e implementing an optimal rail profile to reduce wear and corrugation (ripples on the rail
which increase noise).

Long-term, BART is exploring using a different type of door technology for its new train cars,
which is expected to noticeably reduce noise levels on trains.

On-time performance, a key driver of overall customer satisfaction, has consistently been among
the top three ranked attributes since 2000. With this year’s increase, it hit an all-time high rating
in terms of customers’ perceptions. The improved perceptions track well with BART's actual
performance metrics, which also showed an increase in on-time performance statistics between
the two survey periods.

Customers tend to think of BART's leadership in solving regional transportation problems in
terms of BART's overall impact on the region. Since BART carries many thousands of riders,
provides fast and frequent service, and covers multiple counties, customers have stated that
BART eases traffic and congestion, regional transportation problems. Thus, the increase in this
attribute may be related to BART's ridership increase.

The increases in ratings of train seats show that BART's investment in new vinyl seats appears to
be paying off. Passengers who were surveyed on trains with vinyl seats gave significantly higher
ratings to seat condition/cleanliness than passengers on trains with upholstered wool seats. At
the time of the survey, about 25% of the fleet was outfitted with the new seats. As BART
continues to replace seats, it is expected that seat ratings will continue to improve.
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SERVICE ATTRIBUTE RATINGS: PERCENTAGE CHANGES

2012 vs. 2010 comparisons

Statistically
Significant

2012 2010 %Change at 95%

SCALE: 1 = Poor, 7 = Excellent Mean Mean Difference (mean) * Conf. LvI?
Escalator availability and reliability 4.60 4.82 -0.22 -4.6% Yes
Elevator cleanliness 4.21 4.39 -0.18 -“4.1% Yes
Station cleanliness 4.46 4.58 -0.12 -2.6% Yes
Availability of seats on trains 4.57 4.69 -0.12 -2.6% Yes
Elevator availability and reliability 4.66 4.76 -0.10 -2.1% Yes
Restroom cleanliness 3.71 3.78 -0.07 -1.9% No
Presence of BART Police in stations 4.32 4.40 -0.08 -1.8% Yes
Availability of space on trains for luggage... 4.25 4.32 -0.07 -1.6% Yes
Availability of standing room on trains 4.86 4.94 -0.08 -1.6% Yes
Length of lines at exit gates 5.17 5.25 -0.08 -1.5% Yes
Reliability of faregates 5.22 5.30 -0.08 -1.5% Yes
Enforcement against fare evasion 4.65 4.71 -0.06 -1.3% No
bart.gov website 5.44 5.50 -0.06 -1.1% Yes
Presence of BART Police on trains 3.84 3.88 -0.04 -1.0% No
Overall station condition / state of repair 4.81 4.86 -0.05 -1.0% No
Personal security in BART system 4.64 4.68 -0.04 -0.9% No
Appearance of train exterior 4.71 4.75 -0.04 -0.8% No
Availability of car parking 4.68 4.71 -0.03 -0.6% No
Presence of BART Police in parking lots 4.08 4.10 -0.02 -0.5% No
Appearance of landscaping 4.60 4.62 -0.02 -0.4% No
Stations kept free of graffiti 5.01 5.03 -0.02 -0.4% No
Comfortable temperature aboard trains 4.74 4.75 -0.01 -0.2% No
Reliability of ticket vending machines 5.30 5.31 -0.01 -0.2% No
Availability of Station Agents 4.86 4.86 0.00 0.0% No
Enforcement of no eating or drinking policy 4.22 4.22 0.00 0.0% No
Access for people with disabilities 5.30 5.29 0.01 0.2% No
Signs with transfer / platform / exit directions 5.19 5.18 0.01 0.2% No
Condition / cleanliness of windows on trains 4.52 4.51 0.01 0.2% No
Availability of maps and schedules 5.79 5.77 0.02 0.3% No
Timely information about service disruptions 5.37 5.35 0.02 0.4% No
Lighting in parking lots 5.05 5.02 0.03 0.6% No
Hours of operation 5.08 5.04 0.04 0.8% No
Availability of bicycle parking 5.05 5.01 0.04 0.8% No
Timeliness of connections w/ buses 4.93 4.89 0.04 0.8% No
Condition / cleanliness of floors on trains 4.28 4.24 0.04 0.9% No
Train interior kept free of graffiti 5.29 5.23 0.06 1.1% Yes
Timeliness of connections b/t BART trains 5.46 5.39 0.07 1.3% Yes
Clarity of public address announcements 4.39 4.32 0.07 1.6% Yes
Train interior cleanliness 4.49 4.41 0.08 1.8% Yes
Frequency of train service 5.24 5.14 0.10 1.9% Yes
Comfort of seats on trains 5.03 4.91 0.12 2.4% Yes
Condition / cleanliness of seats on trains 4.18 4.07 0.11 2.7% Yes
Leadership in solving reg’l transport. problems 4.85 4.72 0.13 2.8% Yes
On-time performance of trains 5.72 5.56 0.16 2.9% Yes
Noise level on trains 4.27 4.08 0.19 4.7% Yes
Helpfulness and courtesy of Station Agents** 494 - - - -
BART Tickets* 5.54 - - - -
Clipper Cards* 5.69 - - - -
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QUADRANT ANALYSIS

The chart on the opposite page (titled "2012 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 are rated relatively low by BART riders. Based on the vertical axis used
since 1996, the seven target issues include:
e Condition/ cleanliness of seats on trains
Availability of space on trains for luggage, bicycles, and strollers
Condition / cleanliness of floors on trains
Station cleanliness
Car interior cleanliness
Availability of seats on trains
Personal security in the BART system

Compared to 2010, there is one new target issue — availability of seats on trains. Thisis a
challenging issue to address in the near term as BART is serving an increasing number of riders
with its existing aging fleet. Long-term, however, BART is planning on increasing the size of its
fleet from 669 to 1,000 cars, which will increase the overall number of seats.

While seat condition and car interior cleanliness remain target issues, they have both shown
improvement since 2010. This is most likely due to the investment BART has made in new vinyl
seat coverings, which are easier to keep clean.

With regard to station cleanliness, BART anticipates putting increased focus on stations in the
next budget year. The appearance and cleanliness of stations should improve with planned
heavy-duty cleaning, painting, and the hiring of additional station cleaners.

Note that identifying how the above issues can be addressed may be driven by resources
available and tradeoffs. In considering strategies to address these items, it will also be important
to maintain the ratings for those items in the top right quadrant, particularly on-time
performance.

For comparison purposes, the 2010 Quadrant Chart is included after the 2012 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 a low of 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 the 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%. Some factors which may have
influenced the increase in customer satisfaction include:

e The replacement of BART's upholstered wool seat coverings with vinyl seat coverings,
which are easier to keep clean (completed on approximately 25% of the fleet at the time
of the survey);

e Strong on-time performance, a key driver of customer satisfaction;

e Anincrease in evening service on the Richmond-Millbrae line (four additional trains in
each direction between 7 p.m. and 8 p.m.);

e Arrelatively small fare increase of 1.4% in July 2012 (the smallest fare increase in BART's
history).

3 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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SATISFACTION TRENDS: 1996 - 2012
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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).
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VALUE TRENDS AND RIDERSHIP

The chart below shows overall value ratings since 1996 on the primary axis. Average weekday
ridership figures for September of each year (in thousands) are shown on the secondary axis.

It is interesting to note that perceptions of value and average weekday ridership levels are
correlated. That is, in many years, increases in value ratings are accompanied by increases in
ridership, while decreases in value ratings are accompanied by decreases in ridership. Note that
this does not prove causation, and there are other factors that influence both value ratings and
ridership, such as the state of the economy and gas prices.
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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 (2011 ACS Estimate)

40%
38% m BART 2012 Customer Satisfaction Survey
25% 26%
22%
20%
11%
8%
4% 4%
. ‘ . —
White Asian/Pacific Hispanic (any Black/African American Other, incl. 2+
Islander race) American Indian/Alaska Races
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
categories.

Bay Area Census Data (2011 ACS Estimate)

B BART 2012 Customer Satisfaction Survey

37%

27%

21%
18%

11% 12%

9% 10%

7% 79, 8% 7% 8% 8%
3%I I I

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

Sources:

e U.S. Census Bureau, 2011 American Community Survey 1-Year Estimates: Table B19001 “Household Income in the Past 12 Months.”
Universe: Households. (http://factfinder2.census.gov)

e BART 2012 Customer Satisfaction Survey

Notes:

1) The ACS 2011 estimates shown only include data for the four counties within BART's service area: Alameda, Contra Costa, San
Francisco, and San Mateo. Census tables adjust for unit non-response by weighting at the tract-level.

2) The BART data distribution is based on 6,070 responses and excludes 9% non-response. Note that other tables within this report
include non-response, so the percentages shown will differ.

3) Totals may not add up to 100% due to rounding.
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Appendix A:
QUESTIONNAIRE

Questionnaires in:
English

Spanish

Chinese

Korean
Vietnamese
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BART
Grand Prize:
BART Survey & Contest Win an iPad!
Entie o bk for a8
Please complete this survey. Survey information will be trested confidentiolly. Unless otherwise Ehmric Ko el s I0me)
mwmmmmmmmrumm-nmm.wm r ane of feur §100
survey back to the survey coordinator, i necessary, you con also mail the survey to: Clgipes oy

mmﬂﬂglﬂﬂuﬂ:hFﬂ Box 12688, Oakland, CA Ba604-26E8.

| OPINION OF BART

Wiech BART station did you enter before boarding this | 0 Crvaradl, how satisfied ane you with the services provided

train? h'g.r BART?
Very Satisfied
Somawhat Satisfied
[ r— Nputral I
n About what time did you get on this train? Vary Dis.::ttulied s
o g = i o Woukd you recommand using BART to a friend or
out-pl-town guest?
€D At which BART station will you exit the system? Definitaly
1 Probalby
Might or might not
B TEmmwen ! Probably not
Delinitaly not
o Ana you transferring between BART trains on this trip?
Mo Yo D) To what extent do you agree with the faliowing
_ statemeant: “BART i a good value for the money.”
) vhat is the primary purpose of this D7 G s O Aome Etondly
Commute to/from work MedicalDantal Anrea Somewhat
Airpla Rast sl
N tnp ; ek Dezagree Somewhal
Spons event Theater or Concer Disagres Strangly
WVisit friends/Tamily | Oithar:

o If BART service were not available, how would you ABOUT YOURSELF

midks this tripT nec pour oo seer aptoni

| would not maks this trip (D) After you boarded the train for this trip, did you stand
Bus or other transit because seating was unavailabla?

Driver alone to my cestination & park Mo Yes — whole trip ‘es — part of trip
Carpool

Criher:

=» NOTE: Plpase answer BOTH Questions 168 and T6b.
o Ded you wse & Clipper/ TransLink cand 1o pay the fare for @ Ara you ol Hispanic, Latino or Spanish arigin?

this BART trip?
Mo Yes
Na Yas
Omelmﬂmthmmmmn?mm !@ What is your race or thm identification? rres s o men
Riegular BART fare Sanior discoun White
High Value Discount Disabled discount _ Black/Afncan American
1348 or S04 v Siudent dscount Asian or Pacific 1slander
Mun| Fast Pass Ditar Amarican indian or Alaska Mathe
BART Plus JOther
———— Catsgcrms gy Danecd o e LS Carmun)
o How ded you travel batwesan home and BART today?
Waked all the way to BART €D o you speak a language other than English at heme?
Bicych Mo =
BlioAransi et £l ot Viw_ o 1=¥es." how well do you speak Englisn?
Drove alone In BART lot {1 Otf-aitp o Wy Well | Mot wll
1= i Wesl /| Mot ot ol
Dropped off | | Noneree | Duy Reserved. | ([0 Gandter: Male Fermale
Other: / Dabyfos | Monthiy Raserved |
| D) Age: 12 or younger 35- 44
D How lorsg have you been riding BART? O 1-1 45- 54
This s my first time an BART Lt :
-t flodofiny 25-34 B5 ard older
Maora than & months but less than 1 year
1-2 years € wnat is your fetal annual housshald income bafore tixes?
3 = 5 yoars. Undar $25,000 550,000 - 550,999
More than 5 years £25,000 - $26,099 $60,000 - §74,999
£30,000 - 29,999 £75,000 - $99,999
D How often do you cumantly ride BART? s e $40,000 - $44,999 $100,000 and aver
6= 7 days a week
5 days n week .alnﬂudmgmseﬂ,nmmwpaupaellmlnm
A =4 days a woak housahoid?
1 - 2 days a weak
1 =3 days a month About how mary 1 2 a 4 5 18+
Less than once a month—s= Umesayear? o OVER
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€ Pinase heip BART improve senvice by mting sach of the faliowing attributes. *7* (axcellant) is tha highest rating, and *1°
(poor) s the lowest rating. You also can use any number in between. Only skip attributes that do not apply to you.

Train Interior cleanliness
Condition / cleanlinass of floors on trains

OVERALL BART RATING POOR ENCELLENT
On-time performance of trains 1 2 3 4 5 5 T
Hours of aperation 1 2 a2 4 5 e 7
Frequancy ol train service 1 2 3 4 5 6 7
Availability of maps and schedules 1 2 3 4 5 8 7
Tirely information about sanscse dsruptions 1 2 3 4 L] 3 [
Timsliness of connections between BART trainy 1 2 3 4 5 8 T
Tirmaliness of connections with buses 1 2 3 4 5 & T
Availabity of car parking 1 2 3 4 5 B 7
Mvailabsity of bloycle parking 1 2 3 [ 5 ] T
Lighting in parking iots 1 2 3 4 5 6 7
Arceas for people wilh disabilites 1 2 a 4 5 & 7
Enfurcarmant against fare eviasion 1 2 a 4 5 8 7
Enforcemant of no eating and drinking pobicy 1 2 3 4 5 6 7
Personal security in the BART systom 1 2 3 4 5 8 T
bart.gov walbsite 1 2 a 4 g 8 7
Leadership in sching regional iransportation problems 1 2 3 4 5 ] 7
BART STATION RATING OO ENCELLENT
Lengih of lnes ol exit gotes I 2 3 4 5 L T
Ruliabdity of ticket vending machines 1 2 3 4 5 8 T
Raliabdity of faregates 1 2 a 4 5 [ 7
Choper cards 1 2 3 4 ] 3 T
BARAT tickets 1 2 3 4 5 1] T
Escalator avallability and rellsbiity 1 2 3 4 5 -] T
Elevator avallabiity and reliabiity 1 2 3 4 ] ] L
Presance of BAAT Police in stations 1 2 a 4 5 a8 T
Presence of BART Police in parking lots 1 2 3 4 5 ] 7
Availabdity of Station Agants 1 2 3 4 5 & 7
Hedphulress and courtesy of Station Agenis 1 2 3 4 5 8 T
Appesrance of landscaping i 2 3 B b LS T
Stations kept froe of grafiit 1 2 3 4 5 [ 7
Staticn cleanirvess 1 2 3 4 5 8 T
Restroom cheanlmess 1 b 3 4 ] ] 7
Edevator claanlinesa 1 2 2 4 ] B8 T
Signs with transfer / platform / et directions 1 2 3 4 5 6 T
Crarall eoncition / stats of repaic 1 2 a 4 -1 8 T
HART TRAIN RATING BOOR ENCELLENT
Avallabdity of saats on trains 1 2 a3 4 5 B T
Ayailabdity of space on troins for luggage, bicycies, and strollers 1 2 3 4 5 8 T
Aoallabaity of standing ronm an trains 1 ? 3 4 5 fi T
Comfort of seals on trains 1 2 a3 4 5 ] 7
Conditicn / cleanliness of seats on trains i 2 3 4 ] G T
Comfortable temperatins abodnd trains 1 2 3 4 5 -} T
MNaoise level on trains 1 2 3 4 5 B T
Ciarity of pubbe sddmes announcaments 1 2 8 4 £ g 7
Presance of BART Police on trains 1 2 3 4 5 B T
Appegrance of train exterior 1 2 3 4 5 L T
Caondfithon [ clannlinsss of windows on trains 1 4 3 4 5 i T
Train interior kept fres of grafiiti 1 2 3 4 5 & [
i 2 3 4 5 ] T
1 2 3 4 & & T

To anter the contest, anter your name and contact information below:

Roiryt v CONLBCT yOu IN U Pulurs 1o Sk your

hAME opinion about BART? T Yea T Ma
EAFTIRE TELEFHORE | I mm:,mullmmgpmruammmu

WHh contasts, dIScoUnts and events close . -
L o BART stathons? Saoming Soonl Wiesi Ko
COMTERT FAER 551 fostomm smcmiasry Tius Sy sster Fms Fae itee Vi whe (oo Mtﬁmmnw—ullﬂmwhm LA Wy ol b Maae
w-w&-ummumum(ﬂ-— by e Sl ey Yor, 5-#!1' Frepben Mmmmm-nﬂmhmm—
rare Wi e v S tdwtbie] o saah A beledl wale o okl gy K. ot UL udmﬂqmllmuah Vo vy miad el o shglaty

frperet il b s k] e W @) e mmwﬂiwwvﬂ Y ] o b Dot Tl e 100 ma®y Vol e B e aeremy R Al ety

34 BART Marketing and Research Department

Corey, Canapary & Galanis Research



2012 BART CUSTOMER SATISFACTION STUDY

~ea Encuesta Sobre

BART y Concurso

Por tovor, complote esia encuesta. Los dotos de la encuesta serin confidencinles. A menos que

se indique lo contrario, sus respuestns se deben reforir a sus

experiencins genermles
Por tovor, una ver completada, entregues Ip encuesta M coordinador de ln encuestn. S fuese

necasorio mbién puede snvins la encussta &

Gran Premio:
iGane un
iPad!

Puricios &l domso pard
con BART. ganar L P o L o

i vaor e £ 1

BART Marketing & Research, P.O. Box 12686, Oakland, CA 04604- 2668,

Us0C DE BART

&) En cus estacion de BART entr usted antes de abordar este
tran?

[

) Forommadaments a quit hom abords usted este frn?

ALy P

€ :En oud emtacion salan usted del sisterna BART?

Eatacae (e sl

o LDebe tated hacer rANShordo o8 un bren de BART o abio &n
e5le desplaramienta?

Mo S

o LCuhl &y & propdsio principal o8 =108 viseT imass une

Visje al'osl Irebajo MédicoDental
Es:Lislan Cormpries

\aje on pacn Restaurants
Evanto Teatro o Conciarto
Visita 0 amisiadesTamilanes Ot _

o 5 BART no hublern estado B Su SEpOsicon, LC0m hidssm
realracg usied sste CeSPAZIMEND 7 Mieogus i meor apcin
No hubéera reaizado este deaplazamisnto
En surtobis u otro medio da ransporte publco
Hubiera manejado sibo hasta mi desting, y hubiera
esdacionado

L Dwrac
o £Us0 usted una taneta Clipper / TransLink parn pagar la tarifa
e este vinge an BARTT
] 5
o £0ué tipo de tarifa pago ustad por aste viale en BART?
TR
Tarits regulne de BART Dencuentd parn pemsonns
Baledo de descusbs MEyores
o gran volurmsn | Dascuonio pam personas
i e §38 2 S8 discapacitadas
Fast Pass de MUNI Descuento para estudiames
| BART Pius Oteee
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Bicacieta _ de BART
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Maneyd sclo Gt trifa pagd?
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1= 2 dias a ln semana
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OPINION SOBRE BART

(D) En generni | cuin satistectn e sisnte usted de los sericios
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| My sakisfecha
| Un poco sabstechs
| Meutral
| Un poca insatisfecho
My nsatisfecho
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| Con segquidad

Prabablemerts
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afimmacian: “HART proponciona un Dusn Gendchs @ un preci
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Si = durarte parte def frayecto
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D e | Hambre Muger
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11317 45 - 54
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1 25 -34 | B5 y mayor
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pagar Impuesios?
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1 2 3 4 1§ 6

¥ Y- ) ) CONMTINLA
o : AL DORSO

BART Marketing and Research Department
Corey, Canapary & Galanis Research

35



2012 BART CUSTOMER SATISFACTION STUDY

9 Por tovee, ayude o BART & mejorar &l senvicio calficando cada una de Las sigulentes calegorias. =77 jeacelental o5 la calificacion
ms alta que puede dake al sendcio. *1° [pdsimol &5 la calicackon mis baja gue pueda dare Al senicie. Tamiidn pusde usted usar
cuslguien ndmenn enie 8l 1 y el 7. Deje en blaneo comats solaments aquellos Mriutcs QUE NO SEAN Deninentas pars usted
CALIFICACIONES GENERALES EXCELENTE
Tranes purtuales, de scueno al horna 1 2 3 4 3 [} T
Horaries de funcionamisnta 1 2 a3 4 5 ] 7
Frecusncia el senican de trenes 1 2 3 4 5 [ T
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2012 BART CUSTOMER SATISFACTION STUDY

Appendix B:
COMPLETE TABULATIONS

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

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
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
AM
Before 6 am 4 2 2
6am-9am 23 20 20
9am - 12 noon 15 16 12
PM
12 noon—-4 pm 17 16 17
4pm-7pm 32 33 34
After 7 pm 8 10 12
Don’'t Know/No answer 1 3 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 — 6,700)

EAST BAY

Richmond

El Cerrito del Norte

El Cerrito Plaza

North Berkeley
Downtown Berkeley
Ashby

MacArthur

19t Street/Oakland

12t Street/Oakland City Center
Lake Merritt

Fruitvale
Coliseum/Oakland Airport
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 2012 September 2012
(%) (%)

¥ RN =N = 2 aaaaa aaNW_a aaNNNWNWWN=SS DN AaaN-

¥ X = XN * F N2 a2 aWN-_2NMMNMNNNNWWN=_2UIT, =N -
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BART STATION ENTERED AND EXITED (continued)

STATION ENTERED STATION EXITED
September 2012 September 2012
BASE: (All Respondents — 6,700) (%) (%)
WEST BAY
Embarcadero 8 9
Montgomery Street 7 7
Powell Street 7 7
Civic Center/UN Plaza 6 5
16t Street/Mission 2 3
24" Street/Mission 3 3
Glen Park 2 2
Balboa Park 3 3
Daly City 3 3
Colma 1 2
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 2
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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
2008* 2010 2012
Base: (All Respondents) - 5,804 6,700
(%) (%) (%)
Yes - 20 21
No - 79 78
Don't Know/No answer - 1 2
100 100 100
Peak Off-Peak Weekend
2008~ 2010 2012 2008 2010 2012 2008~ 2010 2012
Base: (All Respondents) 2,792 3,217 2,143 2,499 - 868 985
% % % % % % % % %
Yes - 16 17 - 22 23 - 31 27
No - 83 81 - 77 76 - 68 72
Don't Know/No answer - 1 2 - 1 1 - 1 2
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?

The majority of BART riders are commuting to or from work, particularly 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

2008 2010 2012

Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)

Commute to/from Work 57 58 59
School 10 10 9
Visit Family/Friends 9 8 8
Shopping 4 3 3
Airplane Trip 3 3 3
Sports Event 2 2 3
Theater or Concert 2 3 2
Restaurant 2 1 2
Medical/Dental 2 1 2
Work-Related Activity 2 1 1
Personal Business 1 1 1
Tourism/Sightseeing 1 1 1
Fitness/Recreation * * *
Public Event ° 1 *
Museum/Art Gallery/Library 1 * *
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
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Commute to/from Work 73 73 74 50 52 53 24 21 25
School 9 10 8 13 13 11 5 4 4
Visit Family/Friends 4 4 4 9 9 9 23 21 22
Shopping 2 1 1 3 3 3 10 7 11
Airplane Trip 2 2 3 3 4 3 4 5 5
Sports Event 1 1 2 3 1 2 5 9 6
Theater or Concert 2 2 1 1 2 2 5 11 5
Restaurant 1 1 1 2 1 2 5 3 3
Medical/Dental 1 1 1 3 2 2 1 1 1
Work-Related Activity 1 1 1 3 2 2 2 1 1
Personal Business 1 1 * 1 1 1 1 2 1
Tourism/Sightseeing * * * 1 1 1 1 1 1
Fitness/Recreation * * * * * * 1 1 1
Public Event ° * - ° * * ° 2 1
Museum/Art Gallery/Library * * * 1 1 * 2 1 1
Other 1 1 1 3 3 3 5 4 6
More than One Purpose 2 2 2 4 4 4 4 5 5
Don’'t Know/No Answer 1 1 1 1 1 1 2 1 2
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

¢ Seventeen percent would not make the trip if BART were not available.
e Forty-eight percent could have driven (by themselves or in a carpool) instead of taking BART.
e Thirty-four percent could have utilized a bus or some other form of public transit.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
I would not make this trip ° ° 17
BART is my only option 24 25 °
Drive alone to my
destination and park 41 37 37
Bus or other transit 30 29 34
Carpool 11 11 12
Other 4 5 4
Don’t Know/No Answer 1 1 1
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
| would not make this trip ° ° 14 ° ° 17 ° ° 24
BART is my only option 23 25 ° 24 26 ° 25 24 °
Drive alone to my
destination and park 44 41 41 39 35 36 35 32 30
Bus or other transit 29 29 34 31 31 36 28 27 30
Carpool 12 1 13 10 9 1 13 16 13
Other 3 4 3 5 5 5 5 7 5
Don’t Know/No Answer 1 1 1 1 1 1 1 1 1

A ln 2008 and 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
Base: (All Respondents) 6,700
(%)
Yes 55
No 44
Don’'t Know/No answer 1
100
Peak Off-Peak Weekend
2012 2012 2012
Base: (All Respondents) 3,217 2,499 985
% % %
Yes 62 52 41
No 38 47 58
Don't Know/No answer 1 1 1
100 100 100
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FARE
8. What type of fare did you pay for this BART trip?»

e About seven out of ten 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.

e On weekends, most riders pay the regular fare.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Regular Fare 61 61 72
High Value Discount/A” 23 25 15
Muni Fast Pass 8 4 4
Senior 3 4 4
Disabled 2 2 2
BART Plus 1 1 *
Student * 1 *
Other/Don’t Know/NAAA 1 2 4
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Regular Ticket 55 54 66 65 64 74 75 78 83
High Value DiscountA# 31 33 20 19 22 11 10 9 5
Muni Fast Pass 8 5 4 8 4 4 6 3 2
Senior 2 3 3 4 4 4 5 5 4
Disabled 2 1 2 2 2 2 1 2 2
BART Plus 1 1 * 1 1 * 1 * *
Student * 1 * * 1 * * 1 *
Other/Don’t Know/NAAA 1 2 4 2 2 4 2 2 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?

¢ Nearly one third of riders walk to BART.

e Five percent of riders bicycle to BART, an increase of one percentage point since 2010. This
increase has occurred in the off-peak period.

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

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Walked 31 32 31
Drove Alone 28 28 29
Bus/Transit 18 16 17
Dropped Off 11 11 10
Carpooled 6 6 6
Biked 4 4 5
Other/Combo/DK/NA 3 4 3
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Walked 29 28 28 31 34 32 35 36 38
Drove Alone 33 35 34 25 25 25 19 15 18
Bus/Transit 17 14 15 21 18 18 17 16 17
Dropped Off 11 12 10 10 10 10 11 12 11
Carpooled 5 4 5 4 5 5 10 12 9
Biked 4 4 4 5 4 6 5 4 4
Other/Combo/DK/NA 2 3 2 4 4 4 3 5 3
100 100 100 100 100 100 100 100 100
54 BART Marketing and Research Department

Corey, Canapary & Galanis Research



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 2008.

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

time periods.

Total
2008 2010 2012
Base: (Drove/Carpooled) 2,097 1,959 2,283
(%) (%) (%)
Parked
In BART Lot 69 71 71
Off-site 17 14 15
Don't Know/No answer 14 16 14
100 100 100
Fee Paid
None/free 47 29 32
Daily fee 18 32 35
Daily reserved ° 2 2
Hourly fee 1 ° °
Monthly reserved” 7 6 6
Don’t Know/No answer 28 32 26
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (Drove/Carpooled) 1,157 1,093 1,267 678 632 747 261 234 269
% % % % % % % % %
Parked
In BART Lot 70 72 75 66 67 63 76 74 73
Off-site 18 13 13 20 18 21 9 7 8
Don't Know/No answer 13 15 11 15 16 16 16 20 19
100 100 100 100 100 100 100 100 100
Fee
None/free 45 25 27 43 26 29 67 57 61
Daily fee 19 37 40 22 35 36 2 4 8
Daily reserved ° 2 3 ° 2 2 ° 1 *
Hourly fee 1 ° ° 1 ° ° 1 ° °
Monthly reserved” 9 7 8 6 5 4 1 1 2
Don’t Know/No answer 27 30 22 29 32 30 30 38 29
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 Greater 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
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Six Months or Less 15 14 14
More than Six Months but
Less than a Year 5 4 5 Less than a Year = 19%
1-2Years 14 12 13
3 -5Years 17 17 15
More than 5 Years 49 53 53 More than 5 Years = 53%
Don’t Know/No Answer * 1 *
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Six Months or Less 14 12 12 15 14 14 18 18 17
More than Six Months but
Less than a Year 6 5 5 5 4 5 4 4 4
1-2Years 14 12 14 14 12 13 13 12 12
3 -5 Years 18 18 14 17 16 15 15 15 15
More than 5 Years 49 53 54 50 53 52 50 51 52
Don’t Know/No Answer * 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
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
5 or More Days a Week 56 54 56
3 -4 Days a Week 17 17 16
1 -2 Days a Week 9 9 10 At least once a week = 82%
1, 2, 3 Days a Month 9 9 9
Less than Once a Month 8 9 8
Don’t Know/No Answer 1 1 1
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
5 or More Days a Week 68 66 67 50 50 50 32 28 34
3 -4 Days a Week 16 16 15 19 21 19 13 12 14
1 -2 Days a Week 7 7 6 10 9 1 16 17 16
1, 2, 3 Days a Month 5 4 5 10 10 10 20 22 17
Less than Once a Month 4 6 5 10 10 9 18 20 17
Don’'t Know/No Answer * 1 1 1 1 1 1 1 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?

e Overall satisfaction with BART has increased significantly since 2010.
e The increase is greatest among weekend riders.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Very Satisfied 42 36 40
Somewhat Satisfied 41 46 44
Neutral 10 12 11
Somewhat Dissatisfied 4 5 4
Very Dissatisfied 1 1 1
Don’t Know/No Answer * * *
100 100 100
MEAN: (5 point scale) 4.20 4.12 4.18
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Very Satisfied 39 34 38 44 37 41 50 39 41
Somewhat Satisfied 44 48 46 40 45 43 35 41 43
Neutral 10 12 10 10 12 11 11 14 12
Somewhat Dissatisfied 5 5 4 4 4 4 3 4 3
Very Dissatisfied 1 1 1 1 1 1 1 1 1
Don’t Know/No Answer * * * 1 * * * * 1

100 100 100 100 100 100 100 100 100

MEAN: (5 point scale) 415 4.10 4.16 423 413 4.20 431 4.13 4.21
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OVERALL SATISFACTION WITH BART (continued)

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

TOTAL 2012 (6,700) 84

By Frequency of Riding BART

3+ Days a Week (4,850) 84 10 5 * 4.16
Less Frequently but at
Least Monthly (1,231) 85 10 4 * 4.22

Less often (547) 81 13 5 4.25
By Gender

Male (3,099) 85 10 5 * 4.20

Female (3,272) 84 11 5 * 418
By Age

13-34 (3,256) 81 14 5 * 4.10

35-64 (3,048) 86 8 5 * 4.25

65 & Older (311) 92 4 3 * 4.42
By Standing/Not Standing

Yes (1,713) 80 13 7 4.06

No (4,934) 86 10 4 * 4.22
By Ethnicity

White (3,005) 88 8 4 * 4.25

Black/African Amer. (880) 80 14 5 * 4.17

Asian/Pac. Islander (1,900) 82 13 5 * 410

Other (767) 82 12 6 * 4.18
By Hispanic / Latino / Spanish Origin

Yes (1,280) 83 12 5 * 4.21

No (5,236) 85 10 5 * 4.18
By Disabled Fare Type

Disabled discount (126) 85 9 7 - 4.22
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OVERALL SATISFACTION WITH BART (continued)

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

TOTAL 2012 (0 ]0)

By Trip Purpose

Commute to Work (3,936) 84 10 6 * 4.15
School (585) 82 15 4 * 414
Shopping (209) 85 11 2 2 4.36
Medical/Dental (109) 82 14 3 - 4.24
Airplane Trip (207) 83 11 5 - 4.23
Sports Event (182) 88 7 4 1 4.35
Visit Friends/Family (562) 84 12 4 * 4.22
Restaurant (112) 86 10 4 - 4.28
Theater/Concert (125) 93 4 3 - 4.32
By Access Mode
Walk (2,095) 86 10 4 * 4.24
Bike (316) 81 10 10 * 3.98
Bus/Transit (1,117) 84 12 4 1 4.21
Drive Alone (1,911) 84 10 6 * 414
Carpool (373) 84 11 4 * 418
Dropped Off (688) 84 11 4 * 4.18
By Household Income
Under $25,000 (1,303) 82 14 5 * 4.20
$25,000- $49,999 (1,325) 83 12 5 * 4.16
$50,000 - $74,999 (1,084) 84 10 6 * 4.15
$75,000 - $99,999 (729) 86 10 4 * 4.20
$100,000 or More (1,629) 87 7 5 * 4.21
By How Long Riding BART
6 Months or Less (924) 81 15 3 1 4.21
6 Months — One Year (326) 87 9 4 * 4.25
One - Two Years (887) 85 11 4 * 419
Three - Five Years (1,002) 84 10 6 * 414
More than Five Years (3,540) 84 10 6 * 418
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OVERALL SATISFACTION WITH BART (continued)

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

TOTAL 2012 (0 ]0) 84

By Other Mode Could Have Used for Trip”*

Would not make trip  (1,110) 84 10 5 * 4.20
Bus/Other Transit (2,303) 83 12 5 * 4.19
Drive Alone (2,511) 85 10 5 * 4.18
Carpool (833) 83 11 6 * 4.1
Other (279) 82 12 6 - 4.13
By BART Recommendation
Definitely (4,599) 94 5 1 * 4.46
Probably (1,662) 70 22 7 * 3.72
Might/Might Not (329) 32 34 33 1 2.98
Definitely/Probably Not  (86) 17 26 56 1 2.41
By Statement, “BART is a Good Value for the Money”
Agree Strongly (1,989) 97 2 1 * 4.63
Agree Somewhat (2,696) 90 7 2 * 4.22
Neutral (1,188) 70 24 5 * 3.87
Disagree (782) 52 25 23 * 3.37
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WILLINGNESS TO RECOMMEND BART

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

e Over nine in ten (93%) would definitely or probably recommend using BART to a friend or
out-of-town guest. There has been a slight shift from those who would probably recommend
BART to those who would definitely recommend BART.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Definitely 70 65 69
Probably 23 28 25 Definitely or Probably = 93%
Might or Might Not 5 6 5
Probably Not 1 1 1
Definitely Not * * *
Don't Know/No Answer * * *
100 100 100
MEAN: (5 point scale) 4.62 4.57 4.61
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Definitely 68 62 67 71 68 70 74 69 70
Probably 25 30 26 22 26 24 21 24 24
Might or Might Not 5 6 6 5 5 4 4 5 4
Probably Not 1 1 1 1 1 1 1 1 1
Definitely Not * * * * * 1 * 1 *
Don't Know/No Answer * * * * * * * * 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 Seventy percent of BART riders agree with the statement: “BART is a good value for the

money.” This percentage has increased significantly from 64% in 2010 and is comparable to

the 71% of respondents in 2008 who agreed with the statement.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Agree Strongly 32 24 30
Agree Somewhat 40 40 40 Agree Strongly or Somewhat = 70%
Neutral 17 20 18
Disagree Somewhat 8 12 9
Disagree Strongly 3 4 3
Don’t Know/No Answer 1 1 1
100 100 100
MEAN: (5 point scale) 3.90 3.68 3.86
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Agree Strongly 30 22 27 32 25 32 37 27 31
Agree Somewhat 42 41 42 39 39 39 35 37 38
Neutral 16 20 18 18 19 18 16 21 18
Disagree Somewhat 9 12 9 8 12 8 8 11 9
Disagree Strongly 3 4 3 3 4 3 2 4 2
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 About one in four had to stand because seating was unavailable.
¢ Among those who had to stand, 44% had to stand for the whole trip.
e Peak hours had the highest percentage of standees.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Yes, stood 19 18 26 Stood = 26%
No, did not stand 80 81 74
Don’t Know/No Answer 1 1 1
100 100 100
Base: (Stood During Trip) 1,196 1,050 1,713
(%) (%) (%)
For Whole Trip 36 36 44 Whole trip = 44% of standees
For Most of Trip 28 28 ©
For Part of Trip ° ° 55
For Small Portion 31 27 °
Don’t Know/No Answer 6 8 *
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Yes, stood 27 22 33 13 15 20 9 13 17
No, did not stand 73 77 66 86 84 80 90 86 82
Don't Know/No Answer 1 1 1 1 1 1 1 2 1
100 100 100 100 100 100 100 100 100
Base: (Stood) 807 616 1,057 305 324 490 83 109 167
% % % % % % % % %
For Whole Trip 39 42 49 29 28 39 29 31 34
For Most of Trip 29 29 ° 24 28 © 23 28 ©
For Part of Trip ° ° 51 ° ° 61 ° ° 65
For Small Portion 28 23 © 37 34 ° 34 30 ©
Don't Know/No Answer 4 6 * 10 11 * 15 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 diversified ridership.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
White 44 45 45
Asian or Pacific Islander 30 29 28
Black/African American 12 13 13
American Indian or Alaska Native 2 2 2
Other/No Answer 16 15 16
Hispanic 17 18 19
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
White 43 43 44 45 46 44 47 50 49
Asian or Pacific Islander 33 34 31 27 25 26 27 22 26
Black/African American 11 11 12 13 15 14 12 12 13
American Indian or Alaska Native 2 2 2 2 2 2 3 2 2
Other/No Answer 15 13 15 17 15 18 16 18 15
Hispanic 16 16 18 17 19 20 18 20 20
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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 2011 American Community Survey Estimates.

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

FOUR- BART 2012
CONTRA SAN SAN COUNTY CUST. SAT.
ALAMEDA COSTA FRANCISCO | MATEO | TOTAL SURVEY

White (non-Hispanic) 34 47 42 42 40 38
Black/African American (non-Hispanic) 12 9 6 3 8 11
Asian/Pacific Islander (non-Hispanic) 27 14 34 26 25 26

American Indian or Alaska Native
(non-Hispanic) <1 <1 <1 <1 <1 1

Other, including 2+ Races

(non-Hispanic) 4 5 3 4 4 4
Total Non-Hispanic 77 75 85 74 78 80
Hispanic 23 25 15 26 22 20
66 BART Marketing and Research Department

Corey, Canapary & Galanis Research



ENGLISH PROFICIENCY

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

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

e Four in ten riders speak a language other than English at home.

Total
2012
Base: (All Respondents) 6,700
(%)
Speak language other than English
Yes 40
No 57
No Answer 2
100
2012
Base: (Speak other than English at home) 2,711
(%)
Speak English:
Very Well 65
Well 21
Not Well 8
Not at All 1
Don’t Know/No Answer 5
100
Peak Off-Peak Weekend
2012 2012 2012
Base: (All Respondents) 3,217 2,499 985
% % %
Yes 41 40 39
No 57 58 59
Don't Know/No Answer 2 2 2
100 100 100
Peak Off-Peak Weekend
2012 2012 2012
Base: (Speak other than English at home) 1,323 1,003 385
% % %
Very Well 70 62 57
Well 18 23 27
Not Well 7 8 9
Not at All 1 1 1
Don't Know/No Answer 4 6 6
100 100 100
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2012 BART CUSTOMER SATISFACTION STUDY

GENDER
18. Gender
Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Male 46 47 46
Female 51 51 49
Don’'t Know/No answer 3 2 5
100 100 100
Peak Off-Peak Weekend ===
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Male 44 44 43 50 49 50 44 51 48
Female 54 54 52 47 49 45 52 47 47
Don’t Know/No answer 2 2 5 3 2 4 4 2 5
100 100 100 100 100 100 100 100 100
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AGE
19. Age

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

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
12 or Younger” * * -
13-17 3 2 2
18-24 18 17 18
25-34 27 29 29
35-44 19 19 18 Under 45 =67%
45 — 54/n 17 16 16
55 — 647N 10 11 12
65 & Older 5 4 5
Don't Know/No answer 1 1 1
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
12 or Younger” * - - * * - 1 * -
13-17 2 2 2 2 2 2 4 4 5
18-24 15 12 13 21 22 21 23 23 24
25-34 29 31 29 26 27 29 25 28 30
35-44 21 21 20 17 18 17 16 15 14
45 — 54/n 18 18 18 16 16 15 13 12 10
55 — 64/A 11 12 13 10 10 10 9 11 11
65 and Older 3 3 4 6 5 5 7 6 5
Don’t Know/No answer 1 1 1 1 1 1 1 1 1
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-fourth of BART riders have household incomes of $100,000 or more.
e Peak riders are more affluent than other riders.

Total
2008 2010 2012
Base: (All Respondents) 6,216 5,804 6,700
(%) (%) (%)
Under $25,000 22 22 19
$25,000 — $49,999 16 16 20
$50,000 — $74,999 16 17 16 Under $50,000 = 39%
$75,000 — $99,999 11 11 11
$100,000 and over 25 24 24 $100,000 or more = 24%
Don’t Know/No answer 9 10 9
100 100 100
Peak Off-Peak Weekend
2008 2010 2012 2008 2010 2012 2008 2010 2012
Base: (All Respondents) 3,027 2,792 3,217 2,286 2,143 2,499 903 868 985
% % % % % % % % %
Under $25,000 15 14 13 27 29 24 29 32 28
$25,001 — $49,999 16 16 17 16 17 22 18 16 22
$50,000 — $74,999 19 19 18 14 15 15 15 16 14
$75,000 — $99,999 13 13 12 9 9 9 9 8 10
$100,000 and over 29 29 29 23 20 22 18 18 16
Don’t Know/No answer 8 10 10 10 10 8 10 10 10

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 2012
Customer
Contra San San 4 County Satisfaction
Alameda | Costa | Francisco | Mateo Total Survey
% % % % % %
Less than $25,000 20 16 22 12 18 21
$25,000-$29,999 4 4 3 3 3
$30,000-$39,999 8 8 7 7 7
$40,000-$49,999 7 8 6 7 7
$50,000-$59,999 7 6 6 7 7
$60,000-$74,999 10 9 8 10 9 10
$75,000-$99,999 12 12 11 11 11 12
$100,000 and Over 34 38 37 43 37 27
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 Nearly one-third of riders live in two-person households.

Total
2012
Base: (All Respondents) 6,700
(%)
One 18
Two 31
Three 20
Four 17
Five 7
Six or more 5
No Answer/Multiple responses 3
100
Peak Off-Peak Weekend
2012 2012 2012
Base: (All Respondents) 3,217 2,499 985
% % %
One 17 19 22
Two 32 29 31
Three 20 21 17
Four 16 18 15
Five 7 6 8
Six or more 4 5 5
No Answer/Multiple responses 3 2 3
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 (2012) Change
2008 2010 2012 Pealc Off-Peak Weekend| 2012-2010

Base (All Respondents) 6,216 5,804 6,700 3,217 2,499 985
OVERALL RATINGS A
Availability of maps/schedules............. 5.81 5.77 5.79 5.77 5.82 5.80 0.02
On-time performance of trains........... 5.57 5.56 5.72 5.66 5.78 5.78 0.16
Timeliness of connections

between BART trains .........cccceceeennen. 5.43 5.39 5.46 5.40 5.53 5.51 0.07
bart.gov website .......cccceveiiiiienen, 5.59 5.50 5.44 5.39 5.47 5.52 -0.06
Timely information about

service disruptions..........ccceeeveieennen. 5.32 5.35 5.37 5.29 5.45 5.47 0.02
Access for people with disabilities ...... 5.39 5.29 5.30 5.21 5.37 5.39 0.01
Frequency of train service ................... 5.23 5.14 5.24 5.22 5.27 5.22 0.10
Hours of operation .........ccccceeevvceenne 5.17 5.04 5.08 5.18 5.03 4.90 0.04
Lighting in parking lots ......c..cccceeeuneeee. 5.07 5.02 5.05 4.99 5.09 5.18 0.03
Availability of bicycle parking............. 5.00 5.01 5.05 4.95 5.10 5.19 0.04
Timeliness of connections

with buses ... 4.96 4.89 493 4.89 4.96 5.00 0.04
Leadership in solving regional

transportation problems .................. 4.89 4.72 4.85 4.77 4.90 4.98 0.13
Availability of car parking................... 4.56 4.71 4.68 4.61 4.64 4.99 -0.03
Enforcement against fare evasion ..... 4.87 4.71 4.65 4.49 474 492 -0.06
Personal security in BART system......... 4.84 4.68 4.64 4.55 4.70 4.80 -0.04
Enforcement of no eating and

drinking policy .....ccceveviiiiniieiieeen. 4.32 4.22 4.22 4.08 4.29 4.54 0.00
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RATING BART ON SPECIFIC ATTRIBUTES (continued)

Mean Ratings (7-point scale)

Total By Strata (2012)
2008 2010 2012 Peak Off-Peak Weekend

Base (All Respondents) 6,216 5,804 6,700 3,217 2,499 985
BART STATION RATINGS # # # # # #
Clipper Cards......coueeevereeerereeeseeeseeseens ° ° 5.69 5.64 5.75 5.72
BART tickets ....oovveieiiieieeeee e, ° ° 5.54 5.47 5.57 5.65
Reliability of ticket

vending machines.........cccocceevieeneenne 5.37 5.31 5.30 5.22 5.37 5.43
Reliability of faregates........c..ccevuenee. 5.42 5.30 5.22 5.10 5.29 5.43
Signs with transfer / platform /

exit directions ........ccoceeeveeniieenciennnnn, 5.30 5.18 5.19 5.1 5.26 5.28
Length of lines at exit gates ............... 5.26 5.25 5.17 5.00 5.30 5.39
Stations kept free of graffiti............... 5.13 5.03 5.01 4.97 5.06 5.04
Helpfulness and courtesy of Station
AGENTSM e ° © 4.94 4.86 5.02 5.01
Availability of Station Agents............. 4.94 4.86 4.86 4.78 492 494
Overall condition/state of repair ........ 5.00 4.86 4.81 4.70 4.89 4.98
Elevator availability/reliability ............ 4.91 4.76 4.66 4.54 4.71 4.91
Escalator availability/reliability ........... 5.00 4.82 4.60 4.141 4.70 4.98
Appearance of landscaping ................ 4.71 4.62 4.60 451 4.65 4.79
Station cleanliness ........ccoccevveveieennenn. 4.77 4.58 4.46 4.40 451 4.55
Presence of BART Police

iN Stations .....cccceeeeeneeiene e, 4.51 4.40 4.32 4.18 4.38 4.63
Elevator cleanliness .........cccccveveereennnns 4.53 4.39 4.21 4.11 4.26 4.42
Presence of BART Police

in parking lots......ccooovieiiiiiniees 4.24 4.10 4.08 3.92 415 4.47
Restroom cleanliness ........ccccoceeeueennee. 3.91 3.78 3.71 3.66 3.72 3.86

Mean Score
Change
2012-2010

-0.01

-0.08

0.01
-0.08

-0.02

0.00
-0.05
-0.10
-0.22
-0.02

-0.12

-0.08

-0.18

-0.02

-0.07
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RATING BART ON SPECIFIC ATTRIBUTES (continued)

Mean Ratings (7-point scale) Mean Score
Total By Strata (2012) Change
2008 2010 2012 Peak Off-Peak Weekend 2012-2010

Base (All Respondents) 6,216 5,804 6,700 3,217 2,499 985
BART TRAIN RATINGS # # # # # # A
Train interior kept free of graffiti....... 5.29 5.23 5.29 5.22 5.33 5.40 0.06
Comfort of seats on trains................... 5.07 4.91 5.03 4.91 5.10 5.24 0.12
Availability of standing room on

traiNS. o, 4.90 4.94 4.86 4.67 5.00 5.17 -0.08
Comfortable temperature

aboard trains........cccovveiiiinniienieen, 4.87 475 474 4.55 4.89 5.02 -0.01
Appearance of train exterior .............. 474 4.75 4.71 4.63 4.77 4.85 -0.04
Availability of seats on trains.............. 4.70 4.69 4.57 4.35 4.73 4.91 -0.12
Condition / cleanliness of windows

(o] 0 I 4 - 11 s L3RR 4.48 4.51 4.52 4.141 4.60 4.67 0.01
Train interior cleanliness .........cccc.c...... 4.58 4.141 4.49 434 4.60 4.73 0.08
Clarity of public address

announcements.........cccceeeeeeieiieneeenn. 4.33 4.32 4.39 4.27 4.47 4.54 0.07
Condition / cleanliness of floors

ON trains .....eeiieiiiieieee e 4.42 424 4.28 4.10 4.42 4.54 0.04
Noise level on trains........ccccoeeceeeeeneenn. 4.31 4.08 4.27 4.17 4.30 4.50 0.19
Availability of space on trains

for luggage, bicycles, and strollers... 4.27 4.32 4.25 4.03 4.40 4.60 -0.07
Condition/cleanliness of seats

(o] 0 I 4 - 11 s L3R 4.31 4.07 4.18 4.00 4.29 4.48 0.11
Presence of BART Police on trains....... 3.92 3.88 3.84 3.72 3.93 4.03 -0.04
76 BART Marketing and Research Department

Corey, Canapary & Galanis Research



TTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTT

Appendix C:
TESTS OF STATISTICAL SIGNIFICANCE
2010 VS. 2012
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TEST OF STATISTICAL SIGNIFICANCE at the 95% and 90% Confidence Levels

Statistical
2012 2010 significance

Total Don't | Sample Standard Total Don't |Sample Standard Mean At At
SCALE: 1=Poor, 7=Excellent Response | Know Size |Mean| Deviation | Response | Know | Size |Mean| Deviation |Difference T-Score 95% 90%
OVERALL SATISFACTION 6,700 22 6,678 |4.18 0.85 5,804 18 | 5,786 (4.12 0.86 0.06 3.90553 yes  yes
RECOMMEND TO FRIEND 6,700 24 6,676 | 4.61 0.67 5,804 16 5,788 |4.57 0.68 0.04 3.29768 yes yes
"BART IS A GOOD VALUE" 6,700 46 6654 |3.86 1.04 5,804 35 | 5,769 |3.68 1.08 0.18 9.42508 yes  yes
On-time performance of trains 6,700 142 6,558 |5.72 1.12 5,804 208 | 5,596 |5.56 1.15 0.16 7.73744 yes  yes
Hours of operation 6,700 274 6,426 |5.08 1.61 5,804 297 | 5,507 |5.04 1.58 0.04 1.36662 no no
Frequency of train service 6,700 302 6,398 |5.24 1.34 5,804 316 | 5,488 |5.14 1.32 0.10 4.08882 yes yes
Availability of maps and schedules 6,700 396 | 6,304 |5.79 1.25 5,804 | 449 | 5,355 |5.77 1.22 0.02 0.87220 no  no
Timely information about service
disruptions 6,700 564 6136 |5.37 1.36 5,804 565 | 5,239 |5.35 1.34 0.02 0.78801 no no
Timeliness of connections b/t BART trains 6,700 1,019 | 5,681 |5.46 1.22 5,804 |1,026| 4,778 | 5.39 1.23 0.07 2.91002 yes vyes
Timeliness of connections w/ buses 6,700 2,100 | 4,600 |4.93 1.47 5,804 |1,989| 3,815 |4.89 1.45 0.04 1.25191 no no
Availability of car parking 6,700 1,580 | 5,120 |4.68 1.75 5,804 |1,421| 4,383 |4.71 1.67 -0.03 -0.85386 no no
Availability of bicycle parking 6,700 2,566 | 4,134 |5.05 1.53 5,804 |2,380| 3,424 |5.01 1.47 0.04 1.15597 no no
Lighting in parking lots 6,700 1,731 4969 |5.05 1.41 5,804 |1,485| 4,319 |5.02 1.38 0.03 1.03446 no no
Access for people with disabilities 6,700 2,348 | 4,352 |5.30 1.42 5,804 |2,101| 3,703 |5.29 1.36 0.01 0.32228 no no
Enforcement against fare evasion 6,700 1,921 | 4,779 | 4.65 1.75 5,804 |1,882| 3,922 | 4.71 1.63 -0.06 -1.65254 no  yes
Enforcement of no eating or drinking
policy 6,700 1,225 | 5475 |4.22 1.91 5,804 |1,246| 4,558 |4.22 1.84 0.00 0.00000 no no
Personal security in BART system 6,700 976 5,724 | 4.64 1.57 5,804 933 | 4,871 1 4.68 1.52 -0.04 -1.32969 no no
bart.gov website 6,700 1,499 | 5201 |5.44 1.31 5,804 |1,434| 4,370 |5.50 1.27 -0.06 -2.26934 yes  yes
Leadership in solving regional
transportation problems 6,700 1,946 | 4,754 | 4.85 1.52 5,804 |1,835| 3,969 |4.72 1.54 0.13 3.94934 yes yes
Length of lines at exit gates 6,700 522 6,178 |5.17 1.39 5,804 570 | 5,234 |5.25 1.31 -0.08 -3.16076 yes yes
Reliability of ticket vending machines 6,700 811 5,889 | 5.30 1.37 5,804 775 | 5,029 |5.31 1.33 -0.01 -0.38620 no no
Reliability of faregates 6,700 740 5,960 |5.22 1.35 5,804 776 | 5,028 | 5.30 1.30 -0.08 -3.15758 yes yes
Clipper Cards* 6,700 1,466 | 5234 |5.69 1.38 - - - - - - - - -
BART Tickets* 6,700 1,153 | 5,547 |5.54 1.34 - - - - - - - - -
Escalator availability and reliability 6,700 918 5,782 | 4.60 1.72 5,804 937 | 4,867 [4.82 1.51 -0.22 -7.02715 yes  yes
Elevator availability and reliability 6,700 1,871 | 4,829 |4.66 1.67 5,804 |1,872| 3,932 4.76 1.54 -0.10 -2.91027 yes yes
Presence of BART Police in stations 6,700 1,115 | 5,585 |4.32 1.63 5,804 |1,032| 4,772 |4.40 1.55 -0.08 -2.55658 yes yes
Presence of BART Police in parking lots 6,700 1,577 5123 | 4.08 1.78 5804 |1,492| 4,312 |4.10 1.70 -0.02 -0.55713 no no
Availability of Station Agents 6,700 986 5714 | 4.86 1.53 5,804 964 | 4,840 (4.86 1.46 0.00 0.00000 no no
Helpfulness & Courtesy of Station
Agents” 6,700 992 5,708 | 4.60 1.61 - - - - - - - - -
Appearance of landscaping 6,700 1,239 | 5,461 |4.60 1.59 5,804 |1,196| 4,608 |4.62 1.51 -0.02 -0.64625 no no

*Attribute was not measured in 2010
Aln 2010, this attribute was more broad, phrased as “Helpfulness and courtesy of BART Personnel”
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TEST OF STATISTICAL SIGNIFICANCE 2t the 95% and 90% Confidence Levels

(Continued)

Statistical
2012 2010 significance

Total Don't | Sample Standard Total Don't |Sample Standard Mean At At
SCALE: 1=Poor, 7=Excellent Response | Know Size |Mean| Deviation | Response | Know | Size |Mean| Deviation |Difference T-Score 95% 90%
Stations kept free of graffiti 6,700 1,072 | 5,628 |5.01 1.52 5,804 917 | 4,887 |5.03 1.46 -0.02 -0.68733 no no
Station cleanliness 6,700 828 5872 |4.46 1.64 5,804 791 | 5,013 [4.58 1.59 -0.12 -3.86826 yes yes
Restroom cleanliness 6,700 1,863 | 4,837 |3.71 1.83 5,804 (1,732 4,072 |3.78 1.81 -0.07 -1.80927 no yes
Elevator cleanliness 6,700 2,099 | 4,601 |4.21 1.80 5,804 |2,034| 3,770 |4.39 1.68 -0.18 -4.72241 yes  yes
Signs with transfer / platform / exit
directions 6,700 1,110 | 5,590 |5.19 1.43 5,804 |1,035| 4,769 |5.18 1.44 0.01 0.35342 no no
Stations - Overall condition / state of
repair 6,700 855 5,845 | 4.81 1.40 5,804 822 | 4,982 |4.86 1.34 -0.05 -1.89559 no yes
Availability of seats on trains 6,700 463 6237 |4.57 1.56 5,804 | 507 | 5,297 (4.69 1.49 -0.12 -4.21816 yes yes
Availability of space on trains for
luggage, bicycles, strollers 6,700 841 5,859 |4.25 1.66 5804 | 860 | 4,944 (4.32 1.61 -0.07 -2.21958 yes  yes
Availability of standing room on trains 6,700 693 6,007 | 4.86 1.48 5,804 738 | 5,066 (4.94 1.42 -0.08 -2.89683 yes yes
Comfort of seats on trains 6,700 678 6,022 |5.03 1.43 5,804 708 | 5,096 |4.91 1.46 0.12 4.35900 yes yes
Condition / cleanliness of seats on train 6,700 635 6,065 |4.18 1.77 5,804 652 | 5,152 [4.07 1.72 0.11 3.33062 yes yes
Comfortable temperature aboard trains 6,700 660 6040 |4.74 1.55 5804 | 654 | 5,150 |4.75 1.51 -0.01 -0.34493 no no
Noise level on trains 6,700 648 6,052 |4.27 1.71 5,804 651 | 5,153 [4.08 1.73 0.19 5.82491 yes yes
Clarity of public address announcements 6,700 830 5,870 |4.39 1.70 5804 | 810 | 4,994 (4.32 1.67 0.07 2.15944 yes yes
Presence of BART Police on trains 6,700 1,064 | 5,636 |3.84 1.75 5,804 |1,053| 4,751 |3.88 1.67 -0.04 -1.18972 no no
Appearance of train exterior 6,700 922 5778 |4.71 1.50 5,804 869 | 4,935 (4.75 1.45 -0.04 -1.40076 no no
Condition / cleanliness of windows on
train 6,700 794 5,906 |4.52 1.60 5,804 756 | 5,048 |4.51 1.57 0.01 0.32938 no no
Train interior kept free of graffiti 6,700 832 5,868 |5.29 1.42 5,804 803 | 5,001 |5.23 1.39 0.06 2.22075 yes yes
Train interior cleanliness 6,700 731 5,969 | 4.49 1.65 5,804 718 | 5,086 |4.41 1.63 0.08 2.55746 yes yes
Condition / cleanliness of floors on trains 6,700 697 6,003 |4.28 1.76 5,804 687 | 5,117 |4.24 1.71 0.04 1.21298 no no
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Service Attribute Ratings - Percentages

Top Bottom | Don’t
Two | Neutral Two Know
SCALE: 1=Poor, 7=Excellent Mean 7 % % %
Availability of maps & schedules | 5.79 63 29 2 6
On-time performance | 5.72 63 33 1 2
Clipper Cards | 5.69 50 25 3 22
BART tickets | 5.54 48 32 3 17
Timeliness of connections between
BART trains | 5.46 46 37 2 15
bart.gov website | 5.44 42 33 2 22
Timely information about service
disruptions | 5.37 48 40 3 8
Access for people with disabilities | 5.30 32 30 3 35
Reliability of ticket vending machines | 5.30 44 41 3 12
Train interior kept free of graffiti | 5.29 45 39 4 12
Frequency of train service | 5.24 44 48 3 5
Reliability of faregates | 5.22 42 44 3 11
Signs w/ transfer/platform/exit
directions | 5.19 39 40 4 17
Length of lines at exit gates | 5.17 41 47 4 8
Hours of operation | 5.08 46 42 8 4
Availability of bicycle parking | 5.05 26 31 4 38
Lighting in parking lots | 5.05 30 40 4 26
Comfort of seats on trains | 5.03 37 47 5 10
Stations kept free of graffiti | 5.01 36 42 6 16
Helpfulness and courtesy of Station
Agents® | 4.94 36 41 8 15
Timeliness of connections with buses | 4.93 26 38 4 31
Availability of standing room on trains | 4.86 32 51 6 10
Availability of Station Agents | 4.86 32 46 7 15
Leadership solving reg’l trans. problems | 4.85 26 40 5 29
Overall station condition | 4.81 28 54 6 13
Comfortable temperature aboard trains | 4.74 32 50 8 10
Appearance of train exterior | 4.71 29 50 7 14
Availability of car parking | 4.68 29 38 10 24
Elevator availability & reliability | 4.66 25 39 9 28
Enforcement against fare evasion | 4.65 26 36 9 29
Personal security in the BART system | 4.64 27 50 9 15
Appearance of landscaping | 4.60 25 47 9 18
Escalator availability & reliability | 4.60 29 45 12 14
Availability of seats on trains | 4.57 26 57 10 7
Condition/cleanliness of windows on
trains | 4.52 26 51 11 12
Train interior cleanliness | 4.49 27 50 12 11
Station cleanliness | 4.46 25 51 12 12
Clarity of P.A. announcements | 4.39 25 49 13 12
Presence of BART Police in stations | 4.32 20 51 12 17

Continued on next page
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Top Bottom | Don’t
Two | Neutral Two Know
SCALE: 1=Poor, 7=Excellent Mean /) % % %
Condition/cleanliness of floors on trains | 4.28 25 49 16 10
Noise level on trains | 4.27 23 51 16 10
Availability of space for luggage,
bicycles, strollers | 4.25 21 52 14 13
Enforcement of no eating & drinking
policy | 4.22 24 40 17 18
Elevator cleanliness | 4.21 18 37 14 31
Condition/cleanliness of seats on train | 4.18 23 50 18 9
Presence of BART Police in parking lots | 4.08 18 43 16 24
Presence of BART Police on trains | 3.84 15 49 20 16
Restroom cleanliness | 3.71 13 38 21 28
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FIELD PROCEDURES

In total, 12 interviewers worked on the 2012 study. The interviewer training session was
conducted at Corey, Canapary & Galanis’' (CC&G) office in San Francisco on Friday, September 7,
2012, and the field interviewing was conducted from September 8 through September 21, 2012.

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. In 2010,
it was noted that there was a decrease in the percentage of non-English language surveys
received as compared to 2008. In 2012, in order to allow more time for limited English proficient
riders to complete surveys, 19 runs were extended to the ends of the lines. Additionally,
interviewers wore a badge (a copy of which was also on the back of their clipboards) that said in
the respective languages: “I have surveys in English, Spanish, Chinese, Vietnamese, and Korean.”
In 2012, 221 non-English language surveys were completed, representing 3.3% of total surveys
(unweighted). This is up from 2010, when 126 non-English language surveys were completed
(2.2% of total surveys).

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.
o Children under 13 - Children under 13 are not eligible for the survey.
Sleeping - Sleeping riders are not offered a questionnaire.
Refusals - Riders unwilling to accept/fill out the survey.

Interviewers returned completed questionnaires to the CC&G office within 24 hours of
interviewing (except weekend crews, who returned their questionnaires Monday morning). 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.

“Nineteen runs were extended to the ends of the lines to allow more time for survey completion. On these runs, the
origin/destination stations included Richmond, Fremont, and Daly City.
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During the editing process, an omission was discovered on the Spanish language version of the
questionnaire. On question 6 (“If BART service were not available, how would you make this
trip?”), the “carpool” option was not listed. Those who wrote in “carpool” under “other” were
coded as such; however, the fact that it was not listed as a separate option may have led to
under-reporting of potential carpoolers among those completing Spanish language
guestionnaires. As Spanish language questionnaires account for a relatively small percentage of
total weighted questionnaires (1.8%), the impact of this omission on the overall results is
minimal. For example, if the carpool percent on the Spanish questionnaires would have been
much higher (12%, instead of 2%) were it listed as a separate option, the overall carpool percent
would only increase by 0.2% from 12.4% to 12.6%.

|"

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 766 surveys were reviewed
in this manner (11% of all surveys). An additional 9% of surveys were checked for data input on
the key questions only (questions 12, 13, and 14).

SAMPLING

Sampling was achieved by selecting BART train trips that most closely resembled trains selected
for the 2010 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 - 43 trips.
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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 (weighting
%).

Weekday Weekday Weekly

Peak Off-peak Saturday  Sunday Total
Interviews completed 2,341 2,514 860 985 6,700
Interviews weighted by strata 3,217 2,499 588 397 6,700
Estimated # of BART riders* 1,138,344 884,218 208,003 140,452 2,371,017
Weighting % 48.01% 37.29% 8.77% 5.92% 100%

ROUNDING

Beginning with this study, a new rounding protocol was developed. In previous 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%.
Beginning with the 2012 data, percentages are rounded up or down using seven places after the
decimal point. For example, a percentage of 16.4555261% is rounded to 16%. For the most
part, this change has only been made for the 2012 data shown in this report.’

> Data for the three key tracking questions for 2008 and 2010 were reviewed and adjusted as needed based on the new rounding
protocol.
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2012 BART Customer Satisfaction Study
Response Rate / % of Riders Who Completed Survey / Distribution Rate

Total Peak Off-Peak Weekend
Children under 13 155 34 43 78
Language barrier 101 25 32 44
Sleeping 284 136 84 64
Left train 208 152 39 17
Refused 3,245 1,048 1,259 938
Already Participated 128 41 64 23
Partials (not processed) 356 110 126 120
Qst. distributed and not returned 1,323 428 487 408
TOTAL NON-RESPONSE 5,800 1,974 2,134 1,692
Completes collected 6,452 2,225 2,425 1,802
Completes mailed back 248 116 89 43
TOTAL COMPLETES 6,700 2,341 2,514 1,845
PASSENGERS ON SAMPLED CARS
(Total completes +Total Non-response) 12,500 4,315 4,648 3,537

Response Rate & % of Riders Who Completed Survey

PASSENGERS ON SAMPLED CARS 12,500 4,315 4,648 3,537
Less:

Children Under 13 (155) (34) (43) (78)

Language Barrier (101) (25) (32) (44)

Sleeping (284) (136) (84) (64)
POTENTIAL RESPONDENTS 11,960 4,120 4,489 3,351
TOTAL COMPLETES 6,700 2,341 2,514 1,845
Response Rate * 56.0% 56.8% 56.0% 55.1%
% of Riders Who Completed Survey 2 53.6% 54.3% 54.1% 52.2%
Distribution Rate
PASSENGERS ON SAMPLED CARS 12,500 4,315 4,648 3,537
Less:

Children Under 13 (155) (34) (43) (78)

Language Barrier (101) (25) (32) (44)

Sleeping (284) (136) (84) (64)
POTENTIAL RESPONDENTS 11,960 4,120 4,489 3,351
Total Completes 6,700 2,341 2,514 1,845
Qst. taken home and not returned by Oct 15 1,323 428 487 408
Partials (not processed) 356 110 126 120
TOTAL QST. DISTRIBUTED 8,379 2,879 3,127 2,373
Distribution Rate 3 70.1% 69.9% 69.7% 70.8%
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EDITING AND CODING

This section outlines editing and coding procedures utilized on the 2012 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, 1,793 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 2,481 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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2012 Customer Satisfaction Study
Code Sheet - Comment Code Frequencies

1 Agent Availability [4]

2 Bus Connections/Muni Connections/Caltrain Connections [12]

3 Bike Issues [130]

4 General compliments [228]

5 Disability / Senior issues [31]

6 Escalators and elevators (except cleanliness) [33]

7 Extensions [46]

8 Fares and Fare Policies [188]

9 Graffiti [3]

10 Overall Train/Track Maintenance/Conditions (not including noise, windows,
or cleanliness) [24]

11 Lighting [4]

12 Other specific comments [13]

13 Announcements and PA (Public Address System) issues [34]

14 Personnel (except police) [38]

15 Parking [54]

16 Police/enforcement issues (except bikes)/Security [213]

17 Overall station conditions/state of repair [11]

18 Station cleanliness (except graffiti) [112]

19 Service - type of service, amount of service, etc. [357]

20 Signage, maps, and printed schedules [66]

21 Seats on trains/Crowding [101]

22 Comments about surveys/research [38]

23 Train Cleanliness - including interior, seats, and exterior (except graffiti) [191]

24 Temperature [47]

25 Fare Collection - general (lines/confusing/change/tickets with low amounts) [12]

26 Fare Collection Equipment (machines-faregates broken/doesn’t work/doesn’t
accept bills) [23]

27 Refunds [1]

28 Tickets (de-magnetized, cannot read balance amount, do not work) [1]

29 Windows/etching [3]

30 Clipper Card/TransLink [24]

31 Need for more restrooms/bathrooms/open restrooms [32]

32 Car overall condition (change carpets/musty/doors not working) [110]

33 New vinyl seats [120]

51 Reliability/Delays/Delay information [50]

52 Train noise [50]

53 Computer/Internet/Wi-Fi/Web site [19]

54 Oscar Grant shooting/Charles Hill shooting [17]

40 Other [41]
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QUADRANT CHARTS BY RIDERSHIP SEGMENT

The chart titled "2012 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.
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