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Another way oflooking at this infoxmation is to see what proportion of foxmer riders 
gave this a high rating, which is usually defined as "top three box" or 8-10 on a 1-10 
scale. This approach produces the following chart: 

Percentage of Former Riders Strongly Agreeing with 
Statements about Why They No Longer Use the Bus 

In this case the factor of getting a car was calculated as a percentage of all respondents 
who no longer rode the bus, as opposed to just those who stated this as the main reason. 
It can be seen that the conclusions are the same as would be drawn from the mean 
swrunary, but this view provides a better idea of the number of people who are influenced 
by each of the factors. 

When customers gain access to a car, JT A's main method of keeping the customer must 
be to continue marketing the convenience of the bus as removing drivers from traffic and 
parking problems. Also, the routing network continues to require close examination to 
improve home/work access points, as will be noted later. Of all the reasons tested 
specifi cally, on-time performance issues appear to have had the most impact on former 
bus riders. This theme is supported by later questions about riding the bus if various 
improvements were made. 
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Current commute mode split of Jacksonville residents 

Current mode split is analyzed to determine the proportion of Jacksonville residents that 
are currently repeat users of the product (i.e., have reached the highest level in the 
marketing continuum addressed earlier). This is an important baseline performance 
measure with which the evaluation of the effectiveness of future marketing campaigns 
can be analyzed. Commute mode is determined by asking respondents who work how 
they commute to get to work- how many days per week they drive alone, carpool, ride 
the bus, etc. The current commute mode split of Jacksonville conunuters (who make up 
71% of the respondent sample) is shown in the chart below. 

Jacksonville work commute mode split 

C-atp:.ol l Vat1~ 
10% 
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Jacksonville work commute mode split 
Percent of trips using non-drive-alone modes 

20% x--------------------------------------, 

10% 

75% of commutes to work lake place between 6 and 9 AM, 80% of return trips take place 
between 3 and 7 PM. 

The mode split of Jacksonville commuters is very similar to other Florida cities' in which 
this measurement approach has been used. From a statistical standpoint, the numbers are 
identical to the results of a survey conducted in the Miami/Fort Lauderdale area in 1998. 

About 2% of Jacksonville residents' commute trips are made transit. 86% of commute 
trips are made by driving to work in single-occupant-vehicle (SOV) modes. The 
remaining 12% are made i.n other ways, predominantly carpooling (8%). 

13 



Rating of the public transit system in Jacksonville 

The ratings of the public transit system in the area are important performance measures in 
two different areas: 

• Most importantly, they represent one measure of the level to which current 
residents believes the current system is fulfilling one of its major intended roles; · 

• Secondarily, higher ratings will presumably be correlated with higher probability 
of using the transit system. 

Demographic breakdowns of the result will assist in pinpointing those segments which 
have the best (and worst) perceptions of the transit system, and will assist in targeting 
marketing expenditures both to improve transit's image in the community and to locate 
those residents who may be most receptive to using transit in the future. The latter 
objective is dealt with in more detail in the section on "analysis of those most likely to 
ride the bus." 

Demographic targeting is vital to maximize the efficiency of the expenditure of those 
funds. Mass distribution of information is inherently more expensive than targeted 
distributions as advertising space rates (as well as mailing costs) are directly correlated to 
the breadth of their distribution. By understanding the relative opinions of different 
segments of the population, communications materials to address their individual 
concerns can be targeted to media outlets and geographic areas to achieve the biggest 
"bang for the buck." 
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Ratings of the public transit system in Jacksonville were measured on a Very good ­
Very poor scale. The distribution of ratings was about evenly split between Very 
good/good, adequate, and PoorNery poor, with slightly more respondents rating the 
public transit system very goodlgoocl This result is virtually identical to the result from a 
similar survey conducted i.n Palm Beach County. 

Rating of the Public Transit 
system in Jacksonville 

100% 
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A breakdown of these results by demographic categories showed that opinions are most 
highly differentiated by education, age, and income. The highest ratings were obtained 
from respondents with lower education levels, those aged 18-34 and 55 and over (i.e., not 
for 35-54), and respondents with lower incomes. Surprisingly, ratings did not differ 
greatly between those who had and had not used IT A services within the past year. 

Average Rating of Transit System by 
Demographic Characteristics 

3.5 /r-----------: 

AD 
Craduate 

This suggests that, in terms of public image, the group to which IT A must target 
informational and image messages are the higher income, higher educated, 35-54 year old 
residents. 

Even more surprising were the results of correlations between ratings of public transit 
system and suppop for various tax measures and for likelihood of riding the bus. These 
correlations tended to be extremely low. None were above 0.2, meaning that they 
explained virtually none of the variations in support for or intention to use the bus 
service. Given the high levels of support for the various tax measures, this is clearly a 
good thing. 
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Community priorities for improvements in transit service 

Ratings of support for increased tax funding provide a measure of the community's 
support for the transit system and intended future improvements. The relative ratings of 
various proposed improvements will help the transit system to better understand public 
sentiment and approval for future plans, and also provide a gauge of which types of 
improvements may be able to win support in local referenda. 

As in the previous section, breakdowns of these results along demographic lines will 
assist the marketing and communications efforts by pinpointing those population 
segments that have the highest (and lowest) levels of support for various proposed 
improvements and provide targeting infonnation for the distribution of materials intended 
to boost support for proposed improvements. 

Survey respondents were asked to indicate their level for increased.tax funding to support 
various transit improvements measures on a strongly agree - strongly disagree scale. The 
percentage of respondents strongly agreeing, and strongly/somewhat agreeing with each 
measure is shown in the chart below. 

Support for Transit Initiatives to Receive 
Taxpayer Funding 

The improvements that receive the most support include provide bus service to more 
parts of town, making buses operate on schedule, and providing more early morning bus 
service. Over 70% of all respondents favored these measures. Providing park 'n' ride 
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service gets a fair amount of support as well but much of it is of the lukewarm 
"somewhat agree' ' variety. 

The initiatives that receive Jess support require additional scrutiny. These initiatives 
include increasing frequency of bus service, increasing weekend and evening service, and 
particularly increasing Skyway service. Are there specific groups that oppose these 
initiatives? Could informational/promotional campaigns be targeted towards those 
groups? 

Support to increase overall frequency of bus sen-ice is lowest among family households, 
whites, households with incomes above $40,000 annually, and people who Jive on the 
North or South side of town. 

Comparison of support levels among demographic 
groups for increasing tax funding for an increase in 

frequency of bus service 
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0% 
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Support to increase night time bus service is lowest among family households, residents 
with lower income and education levels, those age 35 or older, and those who live on the 
North, East (including Beaches), and West sides of town. 

Comparison of support levels among 
demographic groups for increasing tax 

funding for night bus service 
90o/oJr------------~------------------------------, 

80%~----------------------
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60% 
50% 
40% 

30% 
20% 

10% 
0% 
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Support to increase weekend bus service is lowest among whites, those with $40,000 or 
more annual household income, and those who live in the South, East and West sides of 
town. 

100% 

80% 

60% 

40% 

20% 

Comparison of support levels among 
demographic groups for increasing tax 

funding for weekend bus service 

<$40,000 v,, >$40,00(1 /Downtown~$. other 
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Support for using tax funding to increase Skyway service frequency or expand its reach is 
lowest among family households, those aged 35 or older, and those who live on the East 
or West Side of town. Interestingly, those who regularly read the weekday and Sunday 
papers are also less likely to favor such initiatives, suggesting that editorials and (to a 
lesser extent) newspaper advertising may be effective in reaching that population. 

70% 

60% 

SO·% 

40% 

30% 

%0% 

10% 

Comparison of support levels among 
demographic groups for increasing tax 

funding for Skyway service 

Comparison of support levels among demographic 
grou ps for increasing tax funding for Skyway service 
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The themes that seem to run consistently in these analyses are t..llat opposition to 
increased taxpayer funding comes from the higher income households, older residents (35 
and older), and those who live on the East and West sides of town. 

ITA will most likely be in line with community priorities if they plan to provide a 
broader routing coverage system, increasing bus sen-ice in the morning hours, and 
developing a mechanism to improve on-time performance. It is safe to say that 
improvements in such areas would probably also provide the greatest benefit to JTA's 
public image. Should JTA seek to use tax initiatives, decrease average headways, expand 
night or weekend service or expand/increase Skyway service, the groups that are least 
supportive for each of those areas (see above) should be targeted for 
informational/promotional campaigns to explain the issues and to seek their support. 
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Support for the Skyway 

The Skyway is a key part of ITA's investment in future transportation in Jacksonville. It 
is also one of the most visible elements of JT A's public transportation strategy. Because 
of its prominent position in the transportation infrastructure, an in-depth understanding of 
the level of support for the Skyway is critical to maintaining support for JT A's position 
and role in the community. As noted previously, demographic breakdowns of the level of 
support are vital to help target marketing and communications efforts to the appropriate 
community segments. 

As seen earlier, there is considerable opposition to increasing tax funding for Skyway 
improvements. Less than half of Jacksonville residents stron.gly or somewhat agree that 
they would support increased tax funding for increasing or expanding Skyway service. 
Residents' position on the Skyway was gauged by asking them to indicate which of the 
following statements they felt best reflect their opinion: 

• The Skyway is a poor investment of taxpayer money 
• The Skyway is a good investment of taxpayer money 
• The idea of the Skyway is sowtd but the way it was built is not good for 

downtOV.'Il 
• The Skyway iso 't much use now but 'vill be much better when it is completed. 
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A strong plurality of the residents (44%) indicated that the last statement best reflect their 
position. A further 15% said outright that the Skyway was a good investment. However, 
24% indicated that they felt the Skyway as a poor investment of taxpayer money and 
12% felt that the way the Skyway was built was bad for downtown, even though the idea 
was sound. 

Which of the following best describes your 
opinion about the Skyway? 

100% 

80% 

60% 

40% 

ZO% 
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Demographic breakdowns seem to indicate that those who are not favorably disposed to 
the Skyway tend to have higher incomes. Those who say it is a "poor investment" also 
tend to be older: 84% are aged 35 or older and 33% are over 55, versus about 45% and 
25%, respectively, of all those who favor the Skyway (either as a good investment or will 
be better when completed). Those who say the way it was built is bad for downtown tend 
to have higher education ( 45% are college graduates versus 35% of all others). 

Comparison of Demographic Characteristics 
by Support for Skyway 
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Support for the Skyway does not differ by awareness of whether ITA runs the Skyway. 
This suggests that promoting the Skyway as a IT A service will probably not impact the 
level of support in either direction. 

Comparison of attitudes involving the Skyway of 
respondents who are and are not aware that IT A runs 

the Skyway 
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Changes that would make residents more likely to use JTA 

In this section of the report, strategies to increase the level of trial and repeat usage of 
JTA services are examined. Increasing transit ridership both solidifies JTA's position as 
a provider of value to the community and helps to ease the crush of traffic congestion on 
area roads and reduce pollution to improve community livability. Awareness levels of 
JTA as a service provider, as shown earlier, are extremely high. The next step is to 
increase specific awareness of JTA's services, increase interest levels in those services, 
and stimulate trial usage of the product. 

Residents who do not currently use the bus were asked if they agreed that they would ride 
the bus once per month or more if specific improvements were made to the system. They 
were asked to respond to each of the improvements individually. The results are 
summarized in the chart below. 

Interest in Riding the Bus if System 
Enhancements are made 

The data can be looked at in several ways. One is to combine "somewhat agree" and 
"strongly agree" either directly or using some kind of weighting function (2:1 is used in 
many approaches), and rank the responses. Another is to focus on "strongly agree" only, 
since they are the ones most likely to use the service if the change is made, and rank the 
responses. Yet another variant would be to attempt to find those changes that 
incrementally add the largest number of people to the number that 'strongly agree'' they 
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would use a service if the change was made- essentially to capture the largest nwnber of 
potential additional riders with the fewest service improvements. Fortunately, in this 
case, the results reached by using each of these approaches are virtually identical. The 
one major difference is that providing additional transit information becomes a much 
more crucial factor if only the "strongly agrees" are looked at. 

The most important change, not surprisingly, is making routes that run buses closer to 
respondents' home and work locations. This is an issue that has been raised before 
(particularly in CUTR's survey of JTA customers for the "Transit Customer Satisfaction 
Index.") Other key improvements including making sure buses come every 30 minutes, 
providing more transit information (as described above) improving on-time performance, 
and making bus stops safer, cleaner, and more comfortable. Issues that were not 
mentioned as often included making buses less crowded (i.e. running more buses), 
making bus rides shorter and making the buses themselves cleaner and more comfortable. 

A correlational analysis between all of the enhancements found that correlations ranged 
between .4 and .65 for any given combination of enhancements, which indicates that 
there is no discernible combination of enhancements that would work better than any 
other given combination. This is confirmed by a factor analysis that has a single factor 
result. 

These findings suggest that JT A should focus improvement efforts on routing, on-time 
performance, providing 30-minute headways, and providing new and innovative methods 
of delivering information about transit routes and schedules. 
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Characteristics of respondents most likely to ride buses 

This section continues the theme of breaking down results by demographic patterns to 
improve targeting of marketing and communications materials, but may also provide 
further information to assist in product design, such as routing, scheduling, and 
distribution of route and schedule information in the most cost-efficient and operationally 
effective manner. 

Those residents most likely to switch to riding the bus were identified by how many 
different changes they said would make them ride the bus once per month or more. 
Those who responded to three or more changes were deemed those most likely to switch. 
The distribution of the number of improvements each resident strongly agreed would 
make them ride the bus once per month or more is shown in the chart below. 

Number of different improvements 
residents strongly agreed would make 

them ride the bus 
40•/o ~-------------------------------, 

20% u-----
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The characteristics of those who strongly agreed on three or more improvements ("likely 
to ride the bus") versus all others ("unlikely to ride the bus'') are illustrated in the next 
chart. Those who are likely to ride the bus are more likely to be minorities, to have lower 
income and education, to be female, to live on the North or west side of town, and to 
have ridden the bus at least once since they moved to Jacksonville. These would be the 
types of people most likely to switch to riding the bus if some or all of these 
improvements to the transit system were made. Information about such improvements 
should be targeted towards these residents. 

Demographic characteristics of 
those likely and unlikely to ride 

the bus 

•Those likely1o ride the bus 'o\'Ctt ;dtn(i.fied by the respoodcnu whoam~~omd ''StJOn&ly ~"or '"Some,·ll.at ""'"" ~lhree 
ov more or quc$Uol'l$ reprding clw'lge:s in bus scnioe tlw ""'Oul:l nWo: them more willine 10 ride the b\1.$. 

30 



Community image & promotional relations data 

A nwnber of questions on the survey did not deal directly with operational issues but 
were instead geared to address promotional relations issue and establishing the attitude of 
Jacksonville residents towards various transportation-related issues. These included 
questions regarding the most important issues in the Jacksonville community and, the 
assessment of to what degree the need for transit had increased in the past two years, and 
the level of agreement with various statements about transportation in the Jacksonville 
area. 

These questions are key to understanding the image that ITA holds in the community and 
the level of support that their activities are likely to garner. The more support residents 
have for public transportation (as opposed to increase road-building) to solve area 
transportation problems, the more likely JT A's initiatives will receive support in terms of 
tax allocations and votes. The response to these questions provide important guidance in 
assessing the required nature that future communications to the public regarding JTA's 
activities need to have in order to maximize their effectiveness. 

Resident's opinions of what the most important issues are in Jacksonville are detailed in 
the chart below. Transportation and traffic issues head the list (26%), followed by crime 
and education. 

Single most Important Issue facing the 
Jacksonville Community 
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A demographic comparison shows that those who feel transportation is the biggest 
problem facing Jacksonville are more likely to have children aged 6·16; to have 2 or 
more vehicles; to have a college degree; to be white; to be aged 45 or older, to have 
annual household incomes over $30,000; to read the Sunday paper; and to live in the 
South Side, East side, or Beaches communities. 

Demographic comparison of those whQ 
feel transportation is and is not the 
biggest issue facing Jacksonville 

100%.,.r----------------- --,l 

80% 
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40% 
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In spite of apparent similarities in the profiles, however, there are no meaningful 
relationships between believing transportation is the most important issue facing 
Jacksonville and support for tax measures or intention to ride the bus. 
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. 
Overall, most residents (58%) believe the need for public transit has increased in the past 
two years, as demonstrated in the chart below, or 69% of those expressing an opinion 
(16% said they didn' t know). Very few (5%) feel the need for public transit has 
decreased. Perplexingly, this rating also has very little correlation with support for tax 
initiatives or intention to ride the bus. There are also no demographic trends that are 
significantly correlated with this rating. 

To what extent do you feel the need for public 
transit service in Jacksonville has changed in 

the last two years? 
100% ~--------------------------------~ 

S0% 1A-----------------------------------I 

60% u--------------------------------l 

20% 
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Six items were tested for level agreement regarding transportation issues facing 
Jacksonville. These items, rated on a 5-point Strongly agree - strongly disagree scale, 
were: 

1. An effective public transportation system is important for the local economy. 
2. Traffic congestion in the Jacksonville area is a major problem for me. 
3. Public transportation is an important part of solving our local transportation 

problems. 
4. Building and widening roads is the best solution to current traffic congestion 
5. Until the greater Jacksonville economy improves, I won't support any new public 

projects. 
6. I will always vote no for anything involving a transit improvement. 

The average ratings are shown below. Clearly most residents agreed or strongly agreed 
with the first three statements, there was some split (although still general agreement) on 
the fourth, and people generally disagreed with the last two statements. 

Average Agreement Rating for statements 
about Public Transportation 
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