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Objectives

• Gauge awareness, understanding and perceptions of OCTA

• Identify where transportation issues rank among community concerns and problems

• Explore the usage of the OCTA bus system

• Gauge the impact of marketing and advertising on the awareness, understanding and
perceptions of the OCTA and its services

• Understand the media usage of the community, specifically those who are likely to use
the OCTA bus system

• Develop a directional demographic profile of those who use the OCTA bus system

• Track changes in these factors over time

• The 2006 study included Metrolink usage questioning
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Methodology
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Methodology

• Telephone Interviews
– Random sample of 1000 adult residents of Orange County
– Mix of gender and age
– Survey conducted in both English and Spanish
– Margin of error of +3% at a 95% confidence level
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Key Findings

General Awareness and Attitudes
• Crime and education were the most important issues to respondents

OCTA Awareness and Perceptions
• Overall, awareness of OCTA is high

– The most known OCTA services are buses and ACCESS Paratransit

• Over half of respondents have a favorable impression of OCTA
– Most agree that OCTA is a valuable part of their community

• The top issue respondents feel that OCTA should focus on is developing long-range
plans to study new transportation solutions, a significant increase from the 2004 study

• A new service respondents feel OCTA should enhance/increase is bus transportation
for seniors
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Key Findings

OCTA Advertising and Marketing
• Awareness of OCTA advertising continues to be moderate

– Advertising awareness was highest in newspaper and exterior bus signage
– Measure M was the message respondents most recalled

OCTA Service Usage
• The 91 Express Lane toll road and bus transportation were the most used OCTA

services in the past year

• Over one-third ride the bus at least once a week
– The main reason for riding the bus is convenience

Metrolink Usage
• The majority of respondents are not riding the Metrolink

– For those who do ride, the main reason is convenience
– Respondents cited two reasons to increase ridership

 Service to more areas
 More information about Metrolink
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Key Findings

Media Usage
• The majority of respondents subscribe to cable television

– Discovery, ESPN, CNN and HBO are the most watched cable stations

• Half of all respondents read the Orange County Register

• The majority have Internet access and use a cell phone daily

• KFI (640 AM) is the most listened to radio station
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Key Findings

Directional demographic profile
• The directional demographic profile is on par with that of the 2004 study

– OCTA riders are more likely to:
 Be younger
 Be single or divorced
 Rent rather than own
 Be less educated
 Be Hispanic
 Have a lower household income
 Have children under 18 in household
 Prefer the interview be completed in Spanish

– OCTA bus riders are less likely to:
 Be registered to vote
 Be married
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In-depth Findings

             Represents significant change from 2004 study to 2006 study
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General Awareness and Attitudes
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Q1. How important are the following issues to you?
Top two box score

50.1

51.1

55.2

57.5

68.6

N/AGas prices

Environmental

issues

Crime

Education

Economy

Traffic congestion

2004

• In the current study, crime and education are the most important issues to respondents,
while environmental issues ranked lowest in terms of importance among respondents

74.7

79.5

83.8

85.7

88.3

88.6

Environmental

issues

Gas prices

Traffic congestion

Economy

Education

Crime

2006

The 2004 study and the 2006 study could not be directly compared because of the difference in scale

                         No problem – Severe problem                                                                     Not important to me – Very important to me



15

Q2. In your opinion, how satisfied are you with the current state of those same issues?

63

43.4

40.3

39.4

42.6

16.7

21.5

25.9

27.3

27.9

N/AGas prices

Traffic congestion

Economy

Crime

Environmental

issues

Education

Bottom two box score Top two box score

• There is high dissatisfaction among all issues, with over 7 out of 10 respondents being
least satisfied with traffic congestion and gas prices

71.5

55

61.7

55.7

57.1

9.5

10.9

13.2

13.4

16

16.3

72.9
Traffic congestion

Gas prices

Economy

Education

Environmental

issues

Crime

Bottom two box score Top two box score

2004 2006
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OCTA Awareness and Perceptions
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Q3. Have you heard of the Orange County Transportation Authority (OCTA)?

86.7

13.2

87.8

11.8

Yes No

2004 2006

• Awareness with OCTA remains strong, with almost 9 in 10 respondents aware of the
company
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Q4. From what you know or may have heard about OCTA, what types of services does OCTA provide?
Top ten responses only

2.1

1.8

1.4

3

3

3.7

4.3

14.4

19

80.5

1.8

2.1

2.2

2.4

3.3

4.4

5.9

14.7

22.8

81

Carpool (HOV) lanes

Transportation (unspecified)

City streets

Rideshare/carpool matching

Toll roads

Road and freeway planning

Freeways

Metrolink/commuter trains

ACCESS Paratransit/service for the disabled

Buses

2004 2006

• The majority of respondents know or have heard of OCTA bus service
• There is a slight increase in the percentage of respondents who know or have heard of

ACCESS Paratransit

n = 878
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Q5. What services provided by OCTA are you aware of? (total awareness)

34.9

44.2

30.1

44.1

47.5

46.3

46.1

50.1

54.9

61.8

62.2

84.1

97.9

36.6

40.1

40.3

42.8

44.8

44.9

47.6

49.2

59.2

60.8

61.6

85.6

97.5

Freeway service Patrol tow trucks

Toll roads

Administers Measure M

The 91 Express Lanes toll road

Emergency call boxes

City Streets

Freeways

Carpool (HOV) lanes

Road and freeway planning

Metrolink/commuter trains

Rideshare/carpool matching

ACCESS Paratransit/service for the disabled

Buses

2004 2006

• The majority of respondents continue to be aware of both the bus service and ACCESS
Paratransit

• Compared to the 2004 study, there is a significant increase in those who are aware that
OCTA administers Measure M

n = 878
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Q6. What is your overall impression of OCTA?

55.5

26.7

12.5

56.5

26

11.6

Favorable Neither Unfavorable

2004 2006

• More than half of respondents have a favorable impression of OCTA
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Q7. Why do you have that impression of OCTA? (Top two box impression of OCTA)
Top 13 responses only

• Of those that have a favorable impression of OCTA, most believe the company is doing
a good job

1.3

2.3

1.3

3.2

2

4

3.2

3.1

4.9

4.1

6.8

16.8

28.3

2.7

2.7

3.2

3.4

3.4

3.5

3.9

4.1

5.7

6.4

13.3

15.4

29

Cuts down on air pollution/smog/environmentally friendly/saves gasoline

Traffic congestion/overcrowded freeways

Convenient

Helps eliminate traffic congestion

Need to expand transit area/more/lines/routes/stops

Don't know enough about it

Buses are on time

Disabled/seniors/injured depend on them

Don't use it/no experience

Needs improvement/need to do better

Have used the bus/use public transit

Public transit is needed/reliable transportation/some people don't drive

Doing fine/a good job

2004 2006

n = 565
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Q7. Why do you have that impression of OCTA? (Bottom two box impression of OCTA)
Top five responses only

4.8

13.6

10.4

8.8

10.4

6.9

8.6

15.5

17.2

19.8

Poor management/misuse

of toll roads/carpool lanes

Traffic

congestion/overcrowded

freeways

Need to expand transit

area/more

lines/routes/stops

Public transit is

mismanaged/under-

funded/poorly planned

Needs improvement/need

to do better (unspecified)

2004 2006

• Of those that have an unfavorable impression of OCTA, most believe the company
needs improvement/needs to do better, but did not specify how. This is a significant
increase from the 2004 study

• The other top two reasons are public transit is mismanaged/under-funded/poorly planned
and need to expand transit area/more lines/routes/stops

n = 116
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Q7. Why do you have that impression of OCTA? (Middle box impression of OCTA)
Top five responses only

1.5

3.4

4.5

28.5

29.2

3.5

4.2

8.1

28.1

37.7

Public transit is needed/reliable transportation/some

people don't drive

Doing fine/a good job

Needs improvement/needs to do better (unspecified)

Don't use it/no experience

Don't know enough about it

2004 2006

• Of those that have a neutral impression of OCTA, the majority either don’t know enough
about it or don’t use it/no experience

n = 260



24
Q8. Please rate how much you agree with the general statements regarding OCTA?
Top two box score

45.1

51.8

53.7

64.4

68.3

72.6

78

85.5

43.8

50.9

54.4

65.4

69.9

70.2

78.4

84.1

OCTA makes good use of public funds

OCTA listens to its customers

OCTA listens to the general public

OCTA is a public agency I trust

OCTA is actively seeking solutions to our

transportation and air quality issues

OCTA plays a leadership role in developing OC's

transportation system

OCTA helps keep OC moving

OCTA is a valuable part of our community

2004 2006

• The majority of respondents agree that OCTA is valuable to their community
• OCTA helps keep OC moving, OCTA plays a leadership role in developing OC’s

transportation system, and OCTA is actively seeking solutions to transportation and air
quality issues are other statements that respondents highly agree with
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Q9. Please rate how much you agree with the statements regarding specific OCTA services?
Top two box score

53.4

75.5

84.9

79.7

82.9

82.9

91.2

47.4

73.2

73.6

78.9

79.5

80

89.8

The OC Taxi Administration makes using a taxi safer

The 91 Express Lanes provides commuters with a quicker

alternative when traveling between Orange and Riverside

counties

The Emergency Phone Call Boxes help improve travel conditions

for commuters

Metrolink commuter rail service in OC helps improve travel

conditions for both riders and non-riders

The Freeway Service Patrol helps improve travel conditions for

commuters

Bus service in OC helps improve travel conditions for both riders

and non-riders

ACCESS Paratransit is a  vita l service

2004 2006

• The majority of respondents agree that ACCESS Paratransit is a vital service
• Respondents who agreed that the emergency phone call boxes help improve travel

conditions for commuters and that the OC Taxi Administration makes using a taxi safer,
decreased significantly from the 2004 study
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Q10. In your opinion, what general transportation issues should OCTA focus on?
Top two box score

48.2

45.8

46.3

50.9

59.3

58.1

67.4

79.7

48.3

51.8

52.2

55.2

65.8

67.7

70.3

83.5

Add more carpool lanes on freeway

Develop countywide vanpool program

Build more freeways

Add more bus service

Add more Metrolink commuter rail service

Develop a bus rapid transit system

Widen more freeways

Develop long-range plans to study new transportation

solutions

2004 2006

• Developing long-range plans to study new transportation solutions, widening more
freeways, and developing a bus rapid transit system are the top three issues
respondents feel that the OCTA should focus on
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Q11. In your opinion, what types of new bus service should OCTA add or enhance?
Top two box score

54

61.8

62.3

65.7

69

61.2

64.1

67.2

68.2

72.9

Increases the frequency and geographic coverage of

the existing bus service system

Add more customized bus service to major activity

centers like the OC Fair, Angel Stadium, the beaches

and Disneyland

Add more express bus service to key business and

activity areas

Add more express bus service to job centers in

neighboring counties

Enhance and/or increase bus transportation services

for seniors

2004 2006

• Overall, a greater percentage of respondents agreed to these statements than in 2004
• Bus transportation for seniors is the service most respondents feel OCTA should add or

enhance
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Q11b. If we could add a new express bus route to serve your city, where would you like the route to take you?
Not surveyed in the 2004 study. Top five responses only

6.7

7.5

7.5

8.8

8.8

Airports

Shopping malls

Beaches

Popular destinations

Los Angeles

2006

• The majority of respondents chose Los Angeles or popular destinations as a new route
they would like to see

• Additional service to beaches, shopping malls and airports are also popular responses

events, Disneyland, stadiums, etc.
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OCTA Advertising and Marketing
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Q12. Have you seen, heard or read any advertising for OCTA in the past six months?

42.3

56.3

43.9

54.6

Yes No

2004 2006

• Less than half of respondents had seen or heard OCTA advertising in the past six
months
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Q13. Where did you see, hear or read OCTA advertising?
Top ten responses only

2.6

4.5

2.1

7.3

11.6

9.9

14.2

9

27.4

31

2.3

2.7

3

4.6

10.3

12.3

13.4

17.8

22.1

24.1

Bus (interior/exterior unspecified)

Interior bus signage

Magazine

Radio

Television

Billboard

Bus shelter

Mail

Exterior bus signage

Newspaper

2004 2006

• Of those who had seen or heard advertising in the past 6 months, the majority saw or
heard messages from the newspaper and exterior bus signage, despite significant
decreases from 2004

• Those who received an advertising message through the mail increased significantly
from the 2004 study

n = 439
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Q14. What was the OCTA advertising about?
Top ten responses only

1.4

2.1

0

0.7

0.5

3.8

2.1

0

15.4

2.8

1.6

1.6

1.6

1.6

2.5

3.2

3.6

4.3

13.9

15

Increased service

Freeway improvements

OCTA driver/job careers

Freeway Service Patrol

Youth Summer Pass (Y Cruiser)

91 Express Lanes/TOLL ROADS

Metrolink

Destinations Program/Guide

General bus ridership

Measure M

2004 2006

• The majority of respondents said the advertising message they saw or heard was about
Measure M, a significant increase from the 2004 study

• General bus ridership is also an advertising message many respondents saw or heard

n = 439
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Q15. What OCTA advertising messages/slogans have you seen, heard or read?
Not surveyed in the 2004 study

12.2

15.1

17.4

20.1

28

28.5

56.2

78.6

Until Cars Fly, Try OCTA

Commuter Solutions

A career so secure, it

comes with a seatbelt

Get a Destination

Discount Guide

Ride on America's Best:

OCTA

OCTA: America's Number

1 Transportation System

Metrolink Anniversary

Ride Free Day

Drive Less. Live More.

FasTrak

2006

• Over three-fourths of respondents said that the advertising message/slogan they saw or
heard is FasTrak, while over half saw or heard the message Drive Less. Live More.
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Q16. Have you seen, heard, or read any news stories about OCTA in the past six months?

26.3

72.4

25.3

72.7

Yes No

2004 2006

• Only one in four respondents said that they had seen, heard or read news stories about
OCTA in the past six months
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Q17. What were those OCTA news stories about?
Top ten responses only

10.3

1.5

2.3

1.9

7.6

7.6

3.8

4.9

12.5

10.3

2

3.6

3.6

5.1

5.9

6.7

8.7

11.1

13.4

14.2

Raising prices

Transportation improvements/carpool lanes

Traffic

New routes/route changes

Toll roads

91 Express Lanes toll road

Measure M

Metrolink commuter rail

General bus issues

Freeways/freeway construction

2004 2006

• More respondents saw, heard or read news stories about freeway construction and
general bus issues than any other issue

n = 253
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OCTA Service Usage
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Q18. Which of the following OCTA services have you used in the past 12 months?

5.5

6.4

6

13.5

22.2

36.4

5.6

6.1

7.4

17.1

23.1

37.8

Freeway Service Patrol

Emergency call box on

side of freeway

ACCESS Paratransit

buses

Metrolink commuter rail

Buses 

91 Express Lanes toll

road

2004 2006

• In the past 12 months, the 91 Express Lanes toll road was used more than any other
OCTA service

• Those who used Metrolink commuter rail increased significantly compared to the 2004
study
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Q19. How often do you currently ride an OCTA bus?

5

10.8

29.7

12.6

18.9

23

8.7

12.6

28.1

14.3

17.7

17.7

Never

About once per year

A few times per year

At least once per month

At least once per week

5-7 days per week

2004 2006

• Of those who have ridden an OCTA bus in the past 12 months, 35.4% of respondents
are riding at least once a week, compared to 41.9% in 2004

n = 231
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Q20. Why do you ride the OCTA bus instead of using other means of transportation?
Top ten responses only

4.7

2.8

1.4

5.2

5.7

14.2

15.2

5.2

20.9

28

2.8

2.8

3.3

3.8

5.7

11.8

12.3

14.7

19.4

28.4

Don't drive

Ride to school

Helps environment/air quality

Ride to work

Better use of time

Save money

Broken car

Gas prices

No car

Convenient unspecified

2004 2006

• The majority of respondents continue to ride the OCTA bus for convenience or lack of a
car

• Compared to the 2004 study, a significantly greater amount of people ride the OCTA bus
more because of gas prices

n = 211
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Q21. Would you say you’re riding an OCTA bus more often, less often or about the same as you were last year?

27.5

44.5

26.5
28.9

46.9

22.7

More Same Less

2004 2006

• Most people are riding the bus more often or about the same as last year

n = 211
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Q22. Why are you riding an OCTA bus less often than last year?

3.6

1.8

7.1

10.7

8.9

51.8

4.2

4.2

6.3

8.3

14.6

41.7

Work at home

Walk/ride bike

Takes too long

Inconvenient unspecified

Schedule/route change

Have a car

2004 2006

• Of those riding the bus less often than last year, the most common reason is because
they now have a car

n = 48
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Q23. Which of the following, if any, would get you to ride the bus more often?

53.2

56.8

68.5

55.9

65.3

68.9

78.8

78.4

75.2

75.2

57.6

60.6

66.2

66.7

69.7

75.3

82.3

83.5

83.5

84

Nicer buses/cleaner buses

Lower fares

Worse traffic

Employer incentives for riding the bus

More information about bus service

Higher gas cost

More direct routes

Service to more places

More frequent services

Faster service

2004 2006

• The top three reasons respondents would ride the bus more often are: faster service,
more frequent service and service to more places; the top two reasons are significant
increases from the 2004 study

n = 231
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Q23a. Is there anything else that I haven’t mentioned that would get you to ride the OCTA bus more often?

• Of those respondents who have another reason that would get them to ride the bus more
often, better/more accessible routes was the most popular answer

1.8

1.4

3.2

8.1

1.3

1.7

3.5

10.4

More security

Seat belts/bus safety

Faster/more convenient

Better routes/more

accessible

2004 2006

n = 64
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Q24. The following statements are specifically about the OCTA bus system.

51.4

52.7

59.5

54.4

58.7

67.3

65.2

51.3

52.8

54.8

56.4

59.3

65

73

I could easily plan and take a trip on the OCTA bus

system if I needed to

OCTA bus fares are reasonable

The OCTA bus system is user-friendly

Riding the OCTA bus reduces stress

OCTA buses are reliable

I know where to find information about OCTA's bus

services

Riding the OCTA bus saves money

2004 2006

• The majority of respondents agree that riding the bus saves money, a significant
increase from the 2004 study
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Q24. Please rate how much you agree with the following statements specifically about the OCTA bus system.

26.9

24.2

27.5

31.5

47.3

49.1

25

25.5

27.4

30.5

42

46.9

Riding the OCTA bus works with my schedule

I'm likely to ride an OCTA bus in the next three months

People like me ride the OCTA bus system

Riding the OCTA bus saves time

I can travel to the places I want to go on the OCTA bus

system

OCTA buses are clean

2004 2006

• Compared to the 2004 study, significantly fewer respondents agree that they can travel
to the place they want to go on the OCTA bus system

Q24 continued . . .
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Metrolink Usage

Not surveyed in the 2004 study



47
Q25. How often do you currently ride Metrolink?

70

13.5

10

2.4

1.3

0.9

Never

About once per year

A few times per year

At least once per month

At least once per week

5-7 days per week

2006

• The majority of respondents never ride the Metrolink; one in ten ride it a few times per
year
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Q26. Why do you ride Metrolink instead of using other means of transportation?
Top ten responses only

1.7

2.7

2.7

3

4.7

6.3

11.3

12.7

17.7

26.7

New to area

Ride to work

Broken car

No car

Gas prices

Save money

Traffic congestion

Better use of time

For fun/pleasure

Convenient unspecified

2006

• The most popular reason for riding Metrolink is convenience
• Many respondents also ride the Metrolink for fun/pleasure

n = 300
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Q27. Would you say that you’re riding Metrolink more often, less often or about the same as you were last year?

12.7

63.7

16.7

More Same Less

2006

• 12.7% are riding the Metrolink more often, while 16.7% are riding it less often than last
year

n = 300
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Q28. Why are you riding Metrolink less often as you were last year?

2

4

6

10

12

16

32

Work at home

Takes too long

Work/school changes

Inconvenient unspecified

No long trips/no need

Schedule/route change

Have a car

2006

• Of those who ride the Metrolink less often than last year, having a car is the main reason
• Schedule/route change and no need are the next most popular reasons people rode the

Metrolink less than last year

n = 50
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Q29. Which of the following, if any, would get you to ride Metrolink more often?

9

13.4

17

17.4

18.7

27.7

27.9

28.6

29.6

More mid-day service

Employer incentives for riding the train

More frequent service

More weekend service

Lower fares

More information about Metrolink

Higher gas cost

Worse traffic

Service to more areas

2006

• Service to more areas, worse traffic, higher gas cost, and more information about
Metrolink are all common reasons that would increase ridership
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Q29a. Is there anything else that I haven’t mentioned that would get you to ride Metrolink more often?

1.3

1.5

1.5

2.9

4

4.2

8.9

More reliable service

More rail/light rail service to more areas

Lower fares

Access to bus stops/rail station/need shuttle service

Need to learn more about it

If convenient

More stops/service to more areas

2006

• Of those respondents who have another reason that would get them to ride the Metrolink
more often, more stops/service to more areas is the most popular answer
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Media Usage
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Q30. What two radio stations – music, news, or talk – do you listen to most?
Top ten responses only

4

3.9

5.8

5.7

4.2

5.4

7.8

8

8.5

16.5

4.4

4.7

5.1

5.3

5.4

6.8

7.2

7.5

7.6

15.4

KRTH (101.1/K-EARTH FM)

KZLA (93.9 FM)

KLOS (95.5 FM)

KTWV (94.7 FM/THE WAVE)

KFWB (980 AM)

KOST (103.5 FM)

KIIS (102.7 FM/KISS-FM)

KROQ (106.7 FM/K-ROCK)

KNX (1070 AM)

KFI (640 AM)

2004 2006

• KFI (640 AM) is the most listened to radio station
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Q31. Does your household currently subscribe to cable television?

79.7

20.3

80.8

18.7

Yes No

2004 2006

• Eight out of ten households subscribe to cable television
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Q32. What two cable stations do you watch most?
Top ten responses only

3.1

3.6

3.6

2.9

13

6.1

9.5

14.8

13

11.4

4.6

4.7

5.6

6.3

8.7

9.4

11

11.3

12.9

13.4

NBC

Home & Garden Channel

Food Channel

ABC

Fox News

History Channel

HBO

CNN

ESPN

Discovery

2004 2006

• Discovery, ESPN, CNN, and HBO are the most watched cable stations
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Q33. What local newspapers – in any language – do you read most?
All other issues less than one percent

12.6

5

2.7

23.1

56.4

14

5.3

2

28

51.4

Do not read newspapers

Other

La Opinion

Los Angeles Times

Orange County Register

2004 2006

• Half of all respondents read the Orange County Register
• Compared to the 2004 study, the percentage who read the LA Times most often

increased significantly
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Q34. Do you currently have access to the Internet at home, school or work?

83.4

16.5

84.8

14.8

Yes No

2004 2006

• The majority of respondents have access to the Internet at home, school or work
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Q35. Do you currently use a cell phone on a daily basis?
Not surveyed in the 2004 study

71.7

27.8

Yes No

2006

• Seven out of ten respondents use a cell phone on a daily basis
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Demographics
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Demographics

• Mean household drivers:

• Mean registered vehicles/household:

• Those who have ridden:
• A public transit bus
• Light rail or streetcars
• Heavy rail or commuter trains
• Monorail
• Bus rapid transit

• Favorable opinion of public transit (top two box):

2.14

2.34

79%
57%
56.5%
48.2%
44.2%

70.6%

2.17

2.41

77.1%
63%
61%
48.9%
42.5%

67.9%

2004 2006

             Represents significant change from 2004
study to 2006 study
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• Residence:
• Anaheim
• Huntington Beach
• Irvine
• Laguna
• Santa Ana
• Garden Grove
• Fullerton

• Rent or own home:
• Own
• Rent

11.2%
6.5%
5.8%
7.0%
7.5%
3.0%
3.9%

63.1%
32.7%

8.3%
7.8%
7.0%
6.5%
6.5%
5.8%
4.9%

65.4%
29.7%

2004 2006

             Represents significant change from 2004
study to 2006 study

Demographics
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• Work location:
• Irvine
• Santa Ana
• Anaheim
• Costa Mesa
• Laguna
• Fullerton
• Newport Beach

• Employment status:
• Employed
• Not employed

11.1%
5.2%
7.8%
3.0%
4.0%
2.9%
2.9%

73.3%
24.9%

10.2%
7.1%
6.8%
3.8%
3.6%
3.1%
3.1%

69.6%
28.0%

2004 2006

             Represents significant change from 2004
study to 2006 study

Demographics
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• Registered to vote:

• Marital Status:
• Married/living w/significant other
• Single
• Divorced
• Widowed

• Children under 18 in household:

80.1%

57%
27.3%
8%
5.6%

39.3%

80.4%

59.7%
23.4%
8%
5.4%

37.5%

2004 2006

             Represents significant change from 2004
study to 2006 study

Demographics
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• Age categories:
• 18 – 24
• 25 – 34
• 35 – 44
• 45 – 54
• 55 – 64
• 65 or older

– Mean

• Gender:
• Male
• Female

8.1%
17.1%
24.6%
21.7%
13.1%
13.6%
45.7

47.7%
52.3%

6.7%
15.9%
20.6%
23.2%
15.2%
16.2%
47.6

44.2%
55.8%

2004 2006

             Represents significant change from 2004
study to 2006 study

Demographics
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• Highest level of education:
• Some high school or less
• High school graduate
• Some college/tech school
• Undergraduate degree
• Graduate degree

• Ethnic origin:
• Caucasian/white
• Hispanic/Latino
• Asian
• African American/Black
• American Indian

5.9%
14.4%
32.6%
27.5%
17.9

63.9%
20.2%
7.1%
1.8%
1.2%

6.3%
12.8%
26.3%
22.6%
29.7%

66.3%
19.3%
6.5%
1.5%
0.6%

2004 2006

             Represents significant change from 2004
study to 2006 study

Demographics
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• Annual household income:
• Under $15,000
• $15,000 – $24,999
• $25,000 – $34,999
• $35,000 – $49,999
• $50,000 – $74,999
• $75,000 – $99,999
• $100,000 or more

– Mean

• Language of interview:
• English
• Spanish

5.6%
9.2%
6.9%
10.2%
15%
15.2%
23.2%
$67,500

89.3%
10.7%

4.5%
6.2%
6.4%
10.6%
13.7%
15.2%
27.3%
$72,300

91.2%
8.8%

2004 2006

             Represents significant change from 2004
study to 2006 study

Demographics
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Demographics of Metrolink Riders
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Demographics

• Mean household drivers:

• Mean registered vehicles/household:

• Those who have ridden:
• Light rail or streetcars
• A public transit bus
• Heavy rail or commuter trains
• Monorail
• Bus rapid transit

• Favorable opinion of public transit (top two box):

2.21

2.44

83.3%
82.7%
79.3%
54.0%
50%

74.3%

2006
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• Residence:
• Anaheim
• Laguna
• Irvine
• Huntington Beach
• Fullerton
• Mission Viejo
• Santa Ana

• Rent or own home:
• Own
• Rent

8.7%
8%
7.7%
6.7%
6.3%
5%
5%

65.7%
28.7%

2006

Demographics
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• Work location:
• Irvine
• Santa Ana
• Anaheim
• Fullerton
• Orange
• Newport Beach
• Los Angeles

• Employment status:
• Employed
• Not employed

12.3%
8.7%
7.3%
5.7%
4%
3.7%
3.3%

71.7%
25.3%

2006

Demographics
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• Registered to vote:

• Marital Status:
• Married/living w/significant other
• Single
• Divorced
• Widowed

• Children under 18 in household:

84.7%

62%
23.7%
6.7%
4.7%

35.7%

2006

Demographics
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• Age categories:
• 18 – 24
• 25 – 34
• 35 – 44
• 45 – 54
• 55 – 64
• 65 or older

– Mean

• Gender:
• Male
• Female

7.7%
15.7%
23.7%
19%
16%
16%
47.1

48.3%
51.7%

2006

Demographics
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• Highest level of education:
• Some high school or less
• High school graduate
• Some college/tech school
• Undergraduate degree
• Graduate degree

• Ethnic origin:
• Caucasian/white
• Hispanic/Latino
• Asian
• Multiracial/Mixed
• Middle Eastern

4.7%
12.3%
25%
20.3%
35.3%

66%
18.3%
5.7%
2.3%
1.3%

2006

Demographics
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• Annual household income:
• Under $15,000
• $15,000 – $24,999
• $25,000 – $34,999
• $35,000 – $49,999
• $50,000 – $74,999
• $75,000 – $99,999
• $100,000 or more

– Mean

• Language of interview:
• English
• Spanish

4%
5.7%
7.7%
9.7%
13%
15.3%
29%
$73,600

93%
7%

2006

Demographics
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Conclusions and Implications
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Conclusions and Implications

• Awareness of bus service is high; however, there are a number of services that have
lower awareness.
– Increase awareness of services that are a priority to OCTA by educating through

advertising and PR messages

• 38% of respondents have a neutral or unfavorable impression of OCTA
– Keep the community informed of the benefits and positive impact of the authority

• Although respondents feel OCTA is valuable to the community, they do not feel as
strongly about the following statements:
– OCTA listens to the general public and its customers
– OCTA makes good use of public funds
OCTA should consider not only providing avenues for feedback, but finding ways to let
customers know they are heard

• The OC Taxi Administration makes using a taxi safer was the lowest agreed upon
statement and decreased significantly from the 2004 study
– Considering that crime is the most important issue to respondents, the OCTA

should consider focusing on increasing safety for taxi riders
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Conclusions and Implications

• Of transportation issues that respondents felt were a priority, there were five that
increased significantly from the 2004 study. The most important issue is developing long-
range plans to study new transportation solutions. The other four are as follows:
– Developing a bus rapid transit system
– Add more Metrolink commuter rail service
– Build more freeways
– Develop countywide vanpool program
Look at ways to address long term transportation issues and keep the public informed
of such plans

• Just over one-third of respondents who have ridden the bus in the past 12 months, ride
at least once a week, primarily for convenience
– 29% of respondents are riding the bus more often
As a way to continue growth, focus on faster service, more frequent service and
service to more places, all top reasons respondents said their ridership would increase

• Increase in gas prices have affected respondent’s attitudes toward bus ridership
– Gas prices as a reason for riding the bus has increased significantly from 2004
– Most respondents agree that riding the bus saves money, a significant increase from

2004, which also may be influenced by high gas prices
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Conclusions and Implications

• While awareness of Metrolink is 61%, the percentage who never ride it is 70%
– As a way to increase ridership, focus on servicing more areas and providing more

information about Metrolink, both reasons respondents would ride more

• There are specific channels and stations that are used more frequently than others
– Look at media usage and plan communication strategies accordingly
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Q6. What is your overall impression of OCTA? (Riders vs. Non-Riders)

73

11.3
13.5

50.5

31.1

12.2

Favorable Neither Unfavorable

Riders Non-Riders

• On average, three-fourths of OCTA riders have a favorable impression of OCTA, while
only half of non-riders have a favorable impression of the company. Non-riders tend to
have a more neutral or unfavorable impression of OCTA

76.2

12.6
9.5

50.6

30

12.2

Favorable Neither Unfavorable

Riders Non-Riders

2004 2006


