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EXECUTIVE SUMMARY

In order to better understand niche transit marketing strategies, a study was undertaken
by The Marketing Institute of the College of Business at Florida State University. Four
niche efforts were investigated: (1) a college football shuttle service (Sample 1), (2) a
professional football shuttle service (Sample 2), (3) a summer metropolitan park shuttle
service (Sample 3), and (4) a subscription vanpool service (Sample 4). The objective of
the study was (1) to identify the factors associated with transit users’ evaluation of the
services and (2) to determine if such services positively impact transit users use of other
transit services.

The results of the study are presented in the collection of tables that follow. The
analyses presented in this report are descriptive — the intent is to identify the general
characteristics of transit users’ evaluations of niche transit marketing strategies and their
impact on transit use. More detailed data analyses procedures will provide specific
interpretations that are beyond the scope of this report. These efforts will be undertaken
with the intent of publishing the findings in appropriate journals.

The four samples were all drawn in metropolitan areas that have established area transit
programs. Sample one represents a mid-sized southeastern city where the local
economy is dominated by multiple state universities and govemment offices. Sample
two is from a large southeastern city. The area’s economy is dominated by service and
military operations. Samples three and four are from different, very large, Midwestern
cities that have diversified economies.

The general description of the data presented in the Appendix support the comparability
of the data. Generally, in three of the four samples, the gender, income and age
distributions of the respondents are similar. The two exceptions are that sample three
has proportionately more women (about 60 percent as compared to 50 percent in the
other samples) and the college football shuttle program (sample one) understandably
exhibits a slightly younger mix of respondents.

An examination of the service quality and customer satisfaction ratings identified in the
Appendix suggests that ample variation exists to explain differences in transit users
perceptions of, and behavior relative to, niche marketing strategies.

In summarizing the conclusions of this study, it is useful to note that the correlation
between niche transit users’ service quality perceptions (.562) and their satisfaction with
the service (.541) and their intentions to use other transit services are both highly
significant. However, these two factors had an even greater impact on niche transit
users intentions to reuse the same service (.762 and .810 respectively) and their
willingness to recommend the same service to others (.790 and .824 respectively). This
suggests that while niche transit strategies have a measurable impact on the willingness
of the users of niche services to try other transit services, that influence is not as great
as willingness of the users to reuse the same service. Nevertheless, these findings do
indicate that the value of popular and successful niche transit marketing strategies
extends beyond the direct revenues generated.



Transit managers should endeavor to identify means of encouraging the users of niche
transit services to use their other programs. These strategies offer an ideal forum in
which to promote transit services to motivated and satisfied target market segments. In
addition to these general conclusions, the fourteen sets of tables presented offer insight
relative to the determinant of niche transit users’ satisfaction and service quality
perceptions. While the specific conclusions are too numerous to detail here, a general
conclusion can be rendered. Niche transit users are looking for a well organized,
convenient transit option that provides safe and friendly service. While this conclusion is
hardly surprising, the data presented will illuminate the specific dimensions from which
such evaluations and attitudes emerge. Readers are encouraged to examine the results
from their own perspectives. Once again, it is important to note that the data presented
are rich in terms of the quantity of information contained. However, the quality of that
information’s final use is a function of the interpretation and implementation of individual
transit marketing managers.

The Marketing Institute
April, 1998



INTRODUCTION

This study presented examined transit user’s satisfaction with four different Niche Market
Services. These four services were a game day express bus service for a college
football game, a similar service for a professional football team, a subscription vanpool
program, and a seasonal shuttle service offered in a metropolitan park. Several
questions were investigated:

What determines the users’ satisfaction with the vehicles used:

What determines the users’ satisfaction with the service employees;

What determines the users’ satisfaction with service stops;

What determines the users’ satisfaction with the drivers;

What determines the users’ satisfaction with the convenience of the service;

What determines the users’ rating of the quality of the service;

What determines the users’ overall satisfaction with the service;

The influence of service quality perceptions on perceptions of the

convenience of the service;

The influence of service quality perceptions on users intentions to reuse a

transit service;

10. The influence of service quality perceptions on users’ willingness to
recommend the service;

11. The influence of users satisfaction with components of a transit service on
their overall satisfaction with the service;

12. The influence of users satisfaction with components of a transit service on
their intentions to reuse the service;

13. The influence of users satisfaction with components of a transit service on
their intentions to use other transit services, and

14. The influence of user satisfaction with components of a transit service on

their willingness to recommend the service.
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Each question is considered individually in the following sections. For each question,
there is a set of tables that are numbered according to the questions identified above.
The discussions that are presented are designed only to identify the most basic
conclusions from the corresponding data analyses. Users are encouraged to thoroughly
consider the data in their entirety.






Section One: User Satisfaction with Transit
Vehicles

The data (Tables 1a — 1d and Tables 1a; — 1d,) suggest that safety is the number one
factor in ‘determining transit users satisfaction with transit vehicles. Specifically, the only
variable which is a significant predictor of users’ satisfaction with transit vehicles in each
of the four samples was V-, “/ felt safe while on the bus”. Other factors which were
identified as important determinants of transit users’ satisfaction with vehicles was the
smooth ride (sample 3), and the absence of a fear of being in an accident (sample 4).
The range of variance explained in transit users’ satisfaction with transit vehicles was
from .66 to .92.

Table 1-a: Service Quality Perceptions Effects on Satisfaction
With Transit Vehicles - Sample One

Variable Beta t-value Sig.
1. Ourb 5.802

4. \We got to our destination quickl

7. | felt safe while on the bus .669 16.015 .000
DV. | was very happy with the vehicles used  Adj R*=.922

Table 1-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R? Change Sig.

1 | felt safe while on the bus .896 .000

2 Our buses were very clean .025 .000

3 We got to our destination quickly .003 .018
DV. | was very happy with the vehicles used Adj R°=.922

Table 1-b: Service Quality Perceptions Effects on Satisfaction
With Transit Vehicles - Sample Two

Variabl Beta t-value S|g

2. Qur buses were comfortable

4. We got to our destination gunckly 151 3.016 .003

7. | felt safe while on the bus .480 9.321 .000
DV. | was very happy with the vehicles used Adj R*=.658




Table 1-bs: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’ Change Sig.

1 | felt safe while on the bus .544 .000

2 Our buses were comfortable 104 .000

3 We got to our destination quickly .015 .003
DV. | was very happy with the vehicles used Adj R°=.658

Table 1-c: Service Quality Perceptions Effects on Satisfaction with Transit
Vehicles - Sample Three

Variable Beta t-value Sig.

b
3. Our buses were not overly crowded .269 5.426 .000
4. We got to our destination quickly 137 2.487 .014
5. The ride was smooth 430 7.919 .000
6. |felt safe while on the bus .166 3.226 .001
DV. | was very happy with the vehicles used Adj R°=.699

Table 1-c,: Stepwise Regression Model Change Statistics - Sample Three

Model " Variable Entered R? Change Sig.

1 The ride was smooth .584 .000

2 Our buses were not overly crowded .088 .000

3 | felt safe while on the bus .024 .000

4 We got to our destination quickly .009 .014
DV. | was very happy with the vehicles used Adj R°=.699

Table 1-d: Service Quality Perceptions Effects on Satisfaction with Transit
Vehicles - Sample Four

Variable Beta t-value Sig.
1. Our buses were very clean .287 4724 .000

373 | 4.883 000
DV. | was very happy with the vehicles used Adj R°=.799




Table 1-dy: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R? Change Sig.

1 | have no fear that | will be in an accident .697 .000

2 Our buses are very clean .055 .000

3 | felt safe while on the bus .045 .000

4 Our buses are not overly crowded .011 .022
DV. | was very happy with the vehicles used Adj R°=.799




Section Two: User Satisfaction with Transit
Employees

The data (Tables 2a — 2¢ and Tables 2a, - 2c¢4) suggest that staff availability and their
willingness to help riders are the factors with the greatest impact on transit users
satisfaction with transit employees. Specifically, staff availability had the greatest impact
on user satisfaction with transit employees in two samples and their willingness to help
in one. Sample four was a subscription vanpool service that had no user direct contact
employees. The range of variance explained in transit users’ satisfaction with transit
employees was .86 to .94.

Table 2-a: Service Quality Perceptions Effects on Satisfaction with Service
Employees - Sample One

Variable t-value

2 The staff at the stops were friendly 188 | 2242 026
3. The staff at the stops were very willing to help .509 6.097 .000
riders

4. Staff were available at the stops when they .287 4.655 .000
were needed

DV. | was very happy with the employees at the Adj R°=.940

stops

Table 2-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R? Change Sig.
1 The staff at the stops were very willing to help riders .928 .000
2 Staff at the stops were available when needed .012 .000
3 The staff at the stops were friendly .002 .026
DV. | was very happy with the employees at the Adj R°=.940
stops

Table 2-b: Service Quality Perceptions Effects on Satisfaction with Service
Employees - Sample Two

2. The staff at the stops were friendly 437 | 12.085 .000
4. Staff were available at the stops when they were 571 | 15773 .000
needed
DV. | was very happy with the employees at the Adj R°=.881
stops
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Table 2-b,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’ Change | Sig.

1 | Staff where available at the stops when needed 793 .000

2 The staff at the stops were friendly .089 .000
DV. | was very happy with the employees at the stops Adj R°=.881

Table 2-c: Service Quality Perceptions Effects on Satisfaction with Service
Employees - Sample Three

Variable | Beta | t-value

2. The staff at the stops were friendly 289 | 3.875 .000
3. The staff at the stops were very willing to help .261 3.460 .001
riders

4. Staff were available at the stops when they 415 6.864 .000
were needed

DV. I was very happy with the employees at the Adj R°=.861
stops

Table 2-c,: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R? Change Sig.
1 Staff was available at the stops when needed .805 .000
2 Staff at the stops were friendly .049 .000
3 Staff at the stops were very willing to help riders .009 .001
DV. | was very happy with the employees at the Adj R°=.861
stops

Table 2-d: Service Quality Perceptions Effects on Satisfaction with Service
Employees - Sample Four

Sample firm has no direct contact employees

Table 2-dq: Stepwise Regression Model Change Statistics - Sample Four

Sample firm has no direct contact employees



Section Three: User Satisfaction with Transit
Stops

The data (Tables 3a - 3d and Tables 3a, — 3d4) suggest that location has the greatest
impact on transit users’ satisfaction with transit stops as it is the only factor that is
significant in all four samples. Convenient parking was a significant determinant of
transit users’ satisfaction in three of the four samples while personal safety at the stops
was the most significant determinant of satisfaction in one sample (sample 4). The
range of variance explained in users’ satisfaction with transit stops ranges from .64 to
.93,

Table 3-a: Service Quality Perceptions Effects on Satisfaction with Transit
Stops - Sample One

Variable Beta t-value Sig.
1. The locations of the stops was convenient .328 7.854 .000
2. | felt safe at the stops 119 2.357 .020
3. The waiting time was reasonable 242 5.923 .000
4. The lines to get on buses were well organized .097 2177 .031
5. Convenient parking was available 275 5.262 .000
DV. | was very happy with the stops Adj R°=.929

Table 3-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R’ Change Sig.

1 Convenient parking was available .832 .000

2 The locations of the stops were convenient .056 .000

3 The waiting time was reasonable .039 .000

4 | felt safe at the stops .002 027

5 The lines to get on the bus were well organized .002 .031
DV. | was very happy with the stops Adj R°=.929

Table 3-b: Service Quality Perceptions Effects on Satisfaction with Transit
Stops - Sample Two

Variable Beta t-value Sig.
1. The locations of the stops was convenient .394 7.676 .000
2. | felt safe at the stops .160 2.885 .004
3. Th iting ti bl 18

5. Convenient parking was available

DV. | was very happy with the stops . Acij R*=.743
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Table 3-bs: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’ Change Sig.

1 The locations of the stops were convenient .603 .000

2 Convenient parking was available 105 .000

3 The waiting time was reasonable .030 .000

4 | felt safe at the stops .01 .004
DV. | was very happy with the stops Adj R°=.743

Table 3-c: Service Quality Perceptions Effects on Satisfaction with Transit
Stops - Sample Three

Variable Beta t-value Sig.
1. The locations of the stops was convenient 673 12.782 .000

4. Convenient parking was available .
DV. | was very happy with the stops Adj R°=.640

Table 3-c,: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R’ Change Sig.

1 The locations at the stops were convenient .609 .000

2 Convenient parking was available .035 | .000
DV. | was very happy with the stops Adj R°=.640

Table 3-d: Service Quality Perceptions Effects on Satisfaction with Transit
Stops - Sample Four

Variable Beta t-value Sig.
1. The locations of the stops was convenient .346
2. | felt safe at the stops 394

4. The lines to get on buses were well 215 2.951 .004
ized

DV. | was very happy with the stops

11



Table 3-dy: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R’ Change Sig.
1 .|| felt safe at the stops .626 .000
2 The locations of the stops were convenient .058 .000
3 The lines to get on the buses were well .030 .004
organized
DV. | was very happy with the stops Adj R°=.704

12




Section Four: User Satisfaction with Transit
Drivers

The data (Tables 4a — 4d and Tables 4a; — 4d,) suggest that in three of the four
samples, the “courteousness” of drivers had the most significant effect on transit users
satisfaction with transit drivers. The one exception was the sample from the Midwestem
city, where users did not perceive courteousness to be at all important. Having grown up
in the Midwest, | can understand the finding! In all four samples, driver friendliness was
significantly related to users’ satisfaction with drivers. The range of variance explained
in users’ satisfaction with transit drivers ranges from .88 to .98.

Table 4-a: Service Quality Perceptions Effects On Satisfaction With Transit
Drivers - Sample One

Variable Beta t-value Sig.
1. The drivers were courteous 857 11.448 .000
2. The drivers were friendly .338 5.572 000

Table 4-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R? Change Sig.

1 The drivers were courteous 977 .000

2 The drivers were friendly .004 .000
DV. | was very happy with the drivers Adj R°=.980

Table 4-b: Service Quality Perceptions Effects On Satisfaction With Transit
Drivers - Sample Two

Variable Beta | t-value Sig.
1. The drivers were courteous 214 3.129 .002
2. The drivers were friendly 433 5.177 .000
3. The drivers were very willing to help riders 319 5.229 .000
DV. I was very happy with the stops Adj R*=.875

Table 4-b,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R? Change Sig.
1 The drivers were friendly .851 .000
2 The drivers were very willing to help riders .020 .000
3 The drivers were courteous .006 .002
DV. | was very happy with the drivers Adj R°=.875
13



Table 4-c: Service Quality Perceptions Effects On Satisfaction With Transit

Drivers - Sample Three

Variable Beta | t-value Sig.
1. The drivers were courteous .505 9.391 .000
2. The drivers were friendly .283 4.872 .000
3. The drivers were very willing to help riders 198 4.259 .000
DV. | was very happy with the stops Adj R*=.911

Table 4-c,: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R’ Change Sig.

1 The drivers were courteous .880 .000

2 The drivers were friendly .025 .000

3 The drivers were very willing to help drivers .008 .000
DV. | was very happy with the drivers Adj R°=.911

Table 4-d: Service Quality Perceptions Effects On Satisfaction

With Transit Drivers - Sample Four

Variable

Beta | t-value

2. The drivers were frlendly 401 6.750 .000
3. The drivers were very willing to help riders .583 9.813 .000
DV. | was very happy with the stops Adj R°=.895

Table 4-d,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R? Change Sig.

1 The drivers were very willing to help drivers .851 .000

2 The drivers were friendly .045 .000
DV. | was very happy with the drivers Adj R°=.895
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Section Five: User Satisfaction With Transit
Services

The data (Tables 5a — 5d and Tables 5a; — 5d,) suggest that in the three no-vanpool
samples (sample 3 is a subscription vanpool service) convenience is the factor most
closely associated with users’ satisfaction with transit services. For the vanpool service,
the convenience of the link with the commuter service was identified as the most
important factor. Thus, it is apparent that convenience is the most significant
determinant of transit user satisfaction. Being well organized was deemed important in
three of the four samples. The range of variance explained in users’ satisfaction with
transit services ranges from .56 to .92.

Table 5-a: Service Quality Perceptions Effects On Satisfaction With Transit
Services - Sample One

Variable

e were well organized

3. Enough information was available

5. This service is more convenient than driving
ourselves

DV. | was very happy with the vehicles used ___Adj R’=.916

Table 5-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R? Change | Sig.
1 This service is more convenient than driving .878 .000
ourselves
2 We were well organized .034 .000
3 Enough information was available .006 .001
DV. | was very happy with this service Adj R°=.916

Table 5-b: Service Quality Perceptions Effects On.Satisfaction With Transit
Services - Sample Two

Variable Beta | t-value Sig.

1. It was easy to buy a ticket .203 3.426 .001

4. Convenient parking was available .300 6.137 .000
5. This service is more convenient than driving .250 5.261 .000
ourselves
DV. | was very happy with the vehicles used Adj R*=.752

15



Table 5-bs: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’Change | Sig.
1 We were well organized .609 .000
2 Convenient parking was available .087 .000
3 This service is more convenient than driving .047 .000
ourselves
4 It was easy to buy a ticket .0156 .001
DV. | was very happy with this service Adj R°=.752

Table 5-c: Service Quality Perceptions Effects On Satisfaction

With Transit Services - Sample Three

Variable

1. It was easy to buy a ticket

4 3. Connection with M

.366 4.908 .000
4. This service is more convenient than driving .230 3.996 .000
ourselves
DV. | was very happy with the vehicles used Adj R*=.561

Table 5-c4: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R? Change Sig.
1 The connection with Metrolink is convenient .466 .000
2 It was easy to buy a ticket .067 .000
3 This service is more convenient than driving .034 .000
ourselves
DV. | was very happy with this service Adj R*=.561

Table 5-d: Service Quality Perceptions Effects On Satisfaction With Transit

Services - Sample Four

Variable Beta | t-value Sig.
1. It was easy to buy a ticket 180 | 2.083 .041
2. We were well organized .549 5.464 .000

5. This service is more convenient than driving .233 2.905 .005
ourselves
DV. | was very happy with the vehicles used Adj R°=.775
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Table 5-d: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R? Change Sig.
1 We were well organized 742 .000
2 The service is more convenient than .029 .003
| driving ourselves
3 It was easy to buy a ticket .013 .041
DV. | was very happy with this service Adj R’=.775
17




Section Six: Users Evaluation of Transit Service
Quality

The data (Tables 6a — 6d and Tables 6a, — 6d4) suggest that convenience and
organization are the factors which best explain transit users’ perception of the quality of
transit services. The range of variance explained in users’ evaluations of transit service
quality ranges from .71 to .94.

Table 6-a: An Analysis of the Importance of Individual Service Quality
Perceptions - Sample One

Variable Beta | t-value Sig.
1. Our buses were very clean .108 2.544 .012

7. | felt safe while on the bus

11. Staff were available at the stops“when they .396 | 5.663 .000
ded

13. | felt safe at the stops -.145 | -2.653 .009
14. The waiting time was reasonable -.086 | -2.217 .028
15. The lines to get on buses were well organized 1256 | 2.921 .004
16. Convenient parking was available -194 | -3.758 .000

20. It was easy to buy a ticket
21. We were well organized

.' 24. This service is more convenient than driving 419 | 7.758 .000

ourselves
DV. The quality of the service | received today was Adj R*=.940
excellent

18



Table 6-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R? Sig.
Change
1 This service is more convenient than driving ourselves .846 .000
2 Enough Information was available .044 .000
3 Staff were available at the stops when they were .021 .000
needed
4 | felt safe while on the bus .009 .000
5 | felt safe at the stops .004 .004
6 Our buses were nor overly crowed .005 .002
7 The drivers were very willing to help riders .002 .020
8 Our buses were very clean .002 .020
9 The staff at the stops were friendly .002 .037
10 The lines to get on buses were well organized .002 .038
11 (out) Our buses were nor overly crowed .000 .282
12 Convenient parking was available .002 .037
13 We were well organized .002 .014
14 It was easy to buy a ticket .002 .036
15 (out) The drivers were very willing to help riders -.001 132
16 The waiting time was reasonable .002 .028
DV. The quality of the service | received today was excellent Adj R’=.940
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Table 6-b: An Analysis of The Importance of Individual Service Quality
Perceptions - Sample Two

| Variable Beta |

t-val

17. The drivers were courteous

21. We were well organized

| 23. Convenient parking was available A73

was excellent

3.630 .000
24. This service is more convenient than driving 141 3.101 .002
ourselves
DV. The quality of the service | received today Adj R*=.790

Table 6-bs: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’ Change | Sig.
1 We were well organized .606 .000
2 The waiting time was reasonable .108 .000
3 The drivers were courteous .041 .000
4 This service is more convenient than driving .018 .000

ourselves

5 Convenient parking was available .014 .001
6 We got to our destination quickly .009 .005

DV. The quality of the service | received today was excellent Adj R°=.790
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Table 6-c: An Analysis of The Importance of Individual Service Quality

Perceptions - Sample Three

7. 1 felt safe while on the bus

Sig.

8. The connection with Metrolink is convenient

9. The staff at the stops were friendly

| 13. | felt safe at the stops

16. The drivers were‘h(-:ourteous

575

5.094

.000

17. The drivers were friendly

was excellent

21. This service is more convenient than ‘Ejurmi_ving 167 3.040 .003
ourselves '
DV. The quality of the service | received today Adj R*=.705

Table 6-c4: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R? Change Sig.
1 | felt safe while on the bus 480 .000
2 The connection with Metrolink is convenient .140 .000
3 The drivers were courteous .052 .000
4 This service is more convenient than driving .014 .009

ourselves

5 The drivers were friendly .015 .007
6 | felt safe at the stops .010 .021
7 The staff at the stops were friendly .007 .046

DV. The quality of the service | received today was excellent Adj R°=.705
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Table 6-d: An Analysis of the Importance of Individual Service Quality
Perceptions - Sample Four

Variable Beta | t-value
1. Our buses were very clean 143
2.0

4. We got to our destination quickly -181 | -3.185 .002
5. The ride was smooth

11. The lines to get on buses were well organized

| 17. We were well organized 173 | 2.158 .035
. 20. This service is more convenient than driving .386 6.859 .000
ourselves
DV. The quality of the service | received today was Adj R*=.901
excellent

Table 6-d;: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R?Change | Sig.
1 We are well organized 757 .000
2 This service is more convenient than driving 077 .000
ourselves
3 The lines to get on the buses are well organized .024 .001
4 The drivers are very willing to help drivers .016 .004
5 Our buses are very clean .009 .023
6 We got to our destination quickly .012 .008
7 The ride is smooth .008 .017
8 Our buses are comfortable .009 .011
DV. The quality of the service | received today was excellent Adj R°=.901
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Section Seven: The Effect of Service Quality
Perceptions of Transit User Satisfaction

The data (Tables 7a — 7d and Tables 7a; — 7d,) suggest that convenience and
organization also best explain the effect of transit users’ perception of the quality of
transit services on their overall satisfaction with the service. That is, transit services
which are convenient and well organized illicit greater satisfaction from transit users.

The range of variance explained in users’ satisfaction by their service quality perceptions

ranges from .75 to .95.

Table 7-a: An Analysis of the Influence of Individual Service Quality
Perceptions on Satisfaction with the Service - Sample One

Variable

Beta | t-value

1. Our buses were very clean

3170

4. We got to our destination quickly

7. | felt safe while on the bus

HAN Ly

21. We were Well of"ganize’c’l‘i

125 2.565

011

__22. Enough information was available

“24. This service is more convenient than driving

.347 7.410 .000
ourselves
DV. | am very happy with this service Adj R*=.945

23



Table 7-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R?Change | Sig. |

1 This service is more convenient than driving .878 .000

ourselves

2 .Our buses were very clean .035 .000

3 Convenient parking was available .018 .000

4 | We were well organized .007 .000

5 | felt safe at the stops .005 .000

6 Enough information was available .002 .030

7 We got to our destination quickly .002 .032
DV. | am very happy with this service Adj R°=.945

Table 7-b: An Analysis of the Influence of Individual Service Quality
Perceptions on Satisfaction with The Service - Sample Two

Variable Beta | t-value Sig.

4. We got to our destination quickly

8. The staff at the stops were courteous

10. The staff at the s’édps were very willing to help 134 | -2.163 .032
riders

i
16. Convenient parking was available 120 2.276 .024

i

_._.19. The drivers V\;gre ve Wlllln to help riders

e were wel o;éanlze . .005
22. Enough information was available .159 .010

24. This service is more convenient than driving 191 4.354 .000
ourselves
DV. | am very happy with this service Adj R*=.815
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Table 7-b,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R? Change Sig.
1 We were well organized .609 .000
2 Convenient parking was available .087 .000
3 " The drivers were very willing to help riders .047 .000
4 This service is more convenient than driving .036 .000

ourselves

5 The waiting time was reasonable .019 .000
6 We got to our destination quickly .009 .005
7 Enough information was available .005 .022
8 The staff at the stops were courteous .005 .029
9 The staff at the stops were friendly .004 .040
10 | had no fear that an accident would occur .004 .040

DV. | am very happy with this service Adj R°=.815

Table 7-c: An Analysis of The Influence of Individual Service Quality
Perceptions on Satisfaction With The Service - Sample Three

Variable Beta | t-value |  Sig.

4. We got to our destination quickly

6. The connection with Metrolink is convenient 293 5.229 .000
7. | felt safe while on the bus .290 4.883 .000

12. The locations of the stops was convenient 192 3.251 .001
13. | felt safe at the stops 104 065

Pea
16. The drivers were courteous

21. This serv
ourselves
DV. | am very happy with this service Adj R*=.749
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Table 7-c,: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R? Change Sig.
1 | felt safe while on the bus .509 .000
2 The connection with Metrolink is convenient 153 .000
3 The drivers were courteous .045 .000
4 | felt safe at the stops .023 .000
5 This service is more convenient than driving .009 .019

ourselves

6 The locations of the stops were convenient .009 .019
7 We got to our destination quickly .011 .008

DV. | am very happy with this service Adj R°=.749

Table 7-d: An Analysis of the Influence of Individual Service Quality
Perceptions on Satisfaction With The Service - Sample Four

| Variable Beta | t-value | Sig.

id

7. | felt safe while on the bljs - 153 | -2.148 .035

11. The lines to get on buses were well organized .24§ 3.340 .001

15. The drivers were very willing to help riders
SY-IG DUV A Hcke
well organized .402 4.082 .000

17. We were‘

20. This service is méfe convenient than driving .252 3.357 .001

ourselves
DV. | am very happy with this service Adj R*=.821
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Table 7-dy: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R’ Change | Sig.
1 We are well organized 742 .000
2 The drivers are very willing to help riders .033 .002
3 | The lines to get on the buses are well organized .025 .004
4 This service is more convenient than driving .022 .005
ourselves
5 | felt safe while on the bus .011 .035
DV. | am very happy with this service Adj R°=.821
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Section Eight: The Effect of Service Quality
Perceptions on Users’ Perceptions of Transit
Convenience

The data (Tables 8a — 8d and Tables 8a, — 8d,) suggest that information, parking,
service links, and safety are the factors by which transit users judge the convenience of
transit services. The range of variance explained in users’ perceptions of the
convenience of transit services range from .39 to .87.

Table 8-a: An Analysis of the Influence of Individual Service Quality
Perceptions on Relative Convenience of the Service - Sample One

Variable Beta t-value Sig.
1. Our buses were very clean 2.188

‘ 7. | felt safe while on the bus 107 1.755 .081

13. | felt safe at the stops .385 5.242
14. The waiting time was reasonable 112 2.652

ourselves
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Table 8-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R* Change Sig. |

1 | felt safe at the stops .780 .000

2 Convenient parking was available .066 .000

3 Iltis easy to buy a ticket .009 .002

4 | felt safe while on the bus .005 .023

5 The staff at the stops were friendly .003 .047

6 The waiting time was reasonable .005 .016

7 Qur buses were very clean .004 .030
DV. This service is more convenient than dnving Adj R°=.866
ourselves

Table 8-b: An Analysis of the Influence of Individual Service Quality
Perceptions on Relative Convenience of the Service - Sample Two

Variable t-value Sig.

: Gl
7. | felt safe while on the bus 207 | 3.235 .001

ell organized 354 5.615 .000
DV. This service is more convenient than dniving Adj R’=524
ourselves
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Table 8-b;: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R? Change Sig.
1 We were well organized .398 .000
2 | felt safe while on the bus .086 .000
3 The locations of the stops were convenient .035 .000
4 Qur buses were comfortable .015 .017

DV. This service is more convenient than dnving Adj R*=.524

ourselves

Table 8-c: An Analysis of the Influence of Individual Service Quality
Perceptions on Relative Convenience of the Service — Sample Three

Variable

Beta

t-value Si

6. The connection with Metrolink is convenient

458

6.395 .000

15. Convenient parking was available

DV. This service is more convenient than d

ourselves

Table 8-c,: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R’ Change Sig.
1 The connection with Metrolink is convenient .348 .000
2 Convenient parking was available .050 .000
DV. This service is more convenient than driving Adj R°=.390

ourselves
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Table 8-d: An Analysis of the Influence of Individual Service Quality
Perceptions on Relative Convenience of the Service - Sample Four

2. Our buses were comfortable 171 2.319 .023

12. Convenient parking was available 398 | 3.932

18 Enogg_r) information was available 394 000
§ % o 3

DV. This service is more

ourselves

convenient than driving Adj R°=.708

Table 8-d,: Stepwise Régression Model Change Statistics - Sample Four

Model Variable Entered R’ Change Sig.
1 Enough Information was available .629 .000
2 Convenient parking was available .070 .000
3 Our buses are comfortable .021 .023
DV. This service is more convenient than dniving Adj R°=.708
ourselves
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Section Nine: The Effect of Service Quality
Perceptions on Users’ Intentions to Reuse A
Transit Service

The data (Tables 9a - 9d and Tables 9a, — 9d,) suggest that convenience and the
friendliness of staff are the factors which best explain transit users’ intentions to reuse
transit services. The range of variance explained in users’ reuse intentions range from
67 to .81.

Table 9-a: An Analysis of the Influence of Individual Service Quality
Perceptions on Intentions To Reuse The Service - Sample One

| Variable Beta | t-value Sig.
3. Our buses were not overly crowded -.152 -3.041 .003
4. We got to our destination quickly 225 3.766 .000

16. Convenient parking was available .298 3.822 .000

PATKIG WS QVaiaD
24, This service is more convenient than driving .540 7.482 .000
ourselves
DV. | would use this service again Adj R*=.806
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Table 9-a,: Stepwise Regression Model Change Statistics Sample One

Model Variable Entered R? Change | Sig.
1 This service is more convenient than driving .764 .000
ourselves
2 Convenient parking was available .025 .000
3 We got to our destination quickly .010 .005
4 Our buses were not overly crowded .01 .003
DV. [ would use this service again Adj R*=.806

Table 9-b: An Analysis of the Influence of Individual Service Quality
Perceptions on Intentions To Reuse The Service - Sample Two

eta |

12. The locations of the stops was convenient

. This service is more convenient than driving
ourselves
DV. | would use this service again Adj R*=.665
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Table 9-b,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R* Change Sig.
1 | It was easy to buy a ticket .522 .000
2 This service is more convenient than driving 118 .000
ourselves
3 The locations of the stops were convenient .023 .000
4 We got to our destination quickly .010 .021
DV. [would use this service again Adj R°=.665

Table 9-c: An Analysis of The Influence of Individual Service Quality
Perceptions on Intentions To Reuse The Service - Sample Three

Variable

Beta

t-value

Sig.

1. Our buses were very clean

.268

4.406

.000

9. The staff at the stops were friendly

‘ 11. Staff were available at the stops when they
were needed

21. This service is more convenient than driving 141 | 2.460 .015
ourselves
DV. | would use this service again Adj R°=.669
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Table 9-c,: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R? Change Sig.
1 | The staff at the stops were friendly 497 .000
2 The Connection with Metrolink is convenient .093 .000
3 Our buses were very clean .059 .000
4 This service is more convenient than driving .013 .016

ourselves

5 The locations of the stops were convenient .011 .027
6 Staff were available at the stops when needed .009 .044

DV. [|would use this service again Adj R°=.669

Table 9-d: An Analysis of the Influence of Individual Service Quality
Perceptions on Intentions To Reuse The Service - Sample Four

Variable | Beta | t-value Si

. 13. The drivers were courteous .880 4.421 .000
14. The drivers were friendly -.641

IS Service again
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Table 9-d4: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R’Change | Sig.
1 . The locations of the stops were convenient .549 .000
2 The drivers are courteous .165 .000
3 The drivers are friendly .027 .008
4 It is easy to buy a ticket .027 .006
DV. | would use this service again Adj R*=.755
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Section Ten: The Effect of Service Quality
Perceptions On Users’ Willingness to
Recommend A Transit Service

The data (Tables 10a — 10d and Tables 10a, — 10d,) suggest that convenience,
organization, and staff friendliness are the factors which best explain transit users’
willingness to recommend transit services. The range of variance explained in users’
willingness to recommend transit services ranges from .70 to .82.

Table 10-a: An Analysis of The Influence of Individual Service Quality
Perceptions on Willingness To Recommend This Service - Sample One

Variable

t-value

4. We got to our destination quickly

7. | felt safe while ogwjhe bus

24. This service is more convenient than driving | .482 6.330 .000
ourselves
DV. I would strongly recommend this service to Adj R°=.819

a good frend

37




Table 10-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R* Change | Sig.
1 This service is more convenient than driving ourselves 767 .000
2 We got to our destination quickly .034 .000
3 The staff at the stops were very willing to help riders .010 .004
4 | felt safe while on the bus .005 .045
5 The location of the stops was convenient .005 .047
6 Convenient parking was available .005 .029

DV. | would strongly recommend this service to a good Adj R°=.819

fiend

Table 10-b: Analysis of the Influence of Individual Service Quality
Perceptions on Willingness to Recommend This Service - Sample Two

Variable

Beta

t-value

Sig.

4. We got to our destination quickly

178

3.250

.001

5. The ride was smooth

165

3.062

.003

; 33

21. We were.'il;/ell orgamzed |

134

2.288

023

a good friend

24. This service is more convenient than driving 401 7.242 .000
ourselves
DV. I would strongly recommend this service to Adj R°=.697
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Table 10-bs: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’ Change | Sig.
1 This service is more convenient than driving .562 .000
ourselves
2 We got to our destination quickly .083 .000
3 Convenient parking was available .035 .000
4 The ride was smooth .018 .001
5 We were well organized .008 .023
DV. | would strongly recommend this service to a good friend Adj R°=.697

Table 10-c: An Analysis of The Influence of Individual Service Quality
Perceptions on Willingness To Recommend This Service - Sample Three

Variable

1. Our buses were very clean

20

3. Our buses were not overlx crowded

6. The connection with Metrolink is convenient

7. | felt safe while on the bus

e staff at the stops were friendly

10. The staff at the stops were very willing to help
riders

12. The locations of the stops was convenient

13. | felt safe at the stops

14. The waiting time was reasonable
pd

16. The drivers Were courteous

17. The drivers were friendl|

19. It was easy to buy a ticket

cei

1S servi

. an driving
ourselves

DV. | would strongly recommend this service to a
good friend

Adj R°=.749
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Table 10-c,: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R’ Change | Sig.
1 The staff at the stops were friendly 523 .000
2 The connection with Metrolink is convenient 101 .000
3 Our buses were very clean .025 .001
4 The drivers were friendly .019 .003
5 This service is more convenient than driving .024 .001

ourselves

6 It was easy to buy a ticket .015 .006
7 | felt safe while on the bus .012 .011
8 The staff at the stops were very willing to help riders .009 .028
9 The locations of the stops were convenient .009 .025
10 The waiting time was reasonable .008 .031
11 | felt safe at the stops .009 024
12 The drivers were courteous .008 .025
13 Our buses were not overly crowded .008 025

DV. [ would strongly recommend this service to a good friend Adj R°=.749

Table 10-d: An Analysis of The Influence of Individual Service Quality
Perceptions on Willingness To Recommend This Service - Sample Four

Variable

Beta

t-value

.459

Sig.

51%

20. This service is more
ourselves

3.944

.000

DV. | would strongly recommend this service to a
good friend

Adj R*=.743
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Table 10-d;: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R* Change | Sig.
1 We are well organized 632 .000
2 | The drivers are very willing to help riders .072 .000
3 This service is more convenient than driving .040 .001
ourselves
4 Convenient parking is available .014 .048
DV. [would strongly recommend this service to a good Adj R°=.743

friend
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Section Eleven: The Effect of Users Satisfaction
With Transit Service Components on Their Overall
Satisfaction With The Service

The data (Tables 11a — 11d and Tables 11a, — 11d,) suggest that drivers, stops, and
vehicles are the most important components of transit services in explaining transit
users’ overall satisfaction with transit services. The range of variance explained in
users’ overall satisfaction ranges from .50 to .88.

Table 11-a: An Analysis of The Influence of Satisfaction With Specific
Transit Dimensions On Overall Satisfaction With The Service - Sample One

Variable Beta | t-value Sig.
1. | am very happy with the vehicles used 378 6.148 .000
2. | was very happy with the employees at the 134 2.181 .031
stops

3. 1 was very happy with the stops 228 3.499 .001
4. | was very happy with my driver(s) 251 3.899 .000
DV. | am very happy with this service Adj R*=.876

Table 11-a;: Stepwise Regression Model Change Statistics - Sample One

Model | Variable Entered R? Change Sig.
1 | am very happy with the vehicles used .810 .000
2 | was very happy with the stops .050 .000
3 | was very happy with my driver(s) .015 .000
4 | was very happy with the employees at the stops .004 .031
DV. | am very happy with this service Adj R°=.876

Table 11-b: An Analysis of The Influence of Satisfaction With Specific
Transit Dimensions On Overall Satisfaction With The Service - Sample Two

Variable Beta | t-value Sig.
1. | am very happy with the vehicles used 190 | 3.496 .001
2. | was very happy with the employees at the .240 | 3.956 .000
stops

3. | was very happy with the stops 384 | 7.249 .000
4. | was very happy with my driver(s) 178 | 2.950 .004
DV. | am very happy with this service Adj R°=.707
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Table 11-b,: Stepwise Regression Model Change Statistics - Sample Two

Model | Variable Entered R? Change Sig.
1 | was very happy with the stops .560 .000
2 | was very happy with the employees at the stops 110 .000
3 | was very happy with the vehicles used .031 .000
4 | was very happy with the driver(s) .013 .004
DV. | am very happy with this service Adj R°=.707

Table 11-c: An Analysis of The Influe

nce of Satisfaction With Specific

Transit Dimensions On Overall Satisfaction With The Service - Sample
Three

3. | was very happy with the stops 265 | 4.418 .000
4. | was very happy with my driver(s) .532 8.880 .000
DV. | am very happy with this service Adj R°=.497

Table 11-c4: Stepwise Regression Model

Change Statistics - Sample Three

Model Variable Entered R? Change Sig.
1 | was very happy with the drivers 451 .000
2 | was very happy with the stops .051 .000
DV. | am very happy with this service Adj R*=.497

Table 11-d: An Analysis of The Influe

nce of Satisfaction With Specific

Transit Dimensions On Overall Satisfaction With The Service - Sample Four

Variable

Beta t-value Sig.

313

3. I was very haﬁpy with my driver(s)

DV. | am very happy with this service

Adj R°=.655

Table 11-d,: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R’ Change Sig.
1 | was very happy with the drivers .588 .000
2 | am very happy with the vehicles used .074 .000
DV. | am very happy with this service Adj R°=.655
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Section Twelve: The Effect of Users Satisfaction
With Transit Service Components on Their
Intentions To Reuse A Service

The data (Tables 12a - 12d and Tables 12a; — 12d,) clearly suggest that transit users’
overall satisfaction with the service provided is the major determinant of their intentions
to reuse a specific transit service. This suggests that users’ emotional reactions to the
services provided are more important in determining their intentions to reuse a service

than their perceptions of the quality of the service. The range of variance explained in
users’ intentions to reuse a service is from .60 to .78.

Table 12-a: An Analysis of the Influence of Satisfaction With Specific
Transit Dimensions On Intention To Reuse The Service - Sample One

Variable Beta | t-value Sig.
1.1 i i 2310 | 022

5. | am very happy with this service | 712 | 8.594 000
DV. | would use this service again Adj R°=.787

Table 12-a4: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R* Change Sig.
1 | am very happy with this service .783 .000
2 | am very happy with the vehicles used .007 .022
DV. | would use this service again Adj R°=.787

Table 12-b: An Analysis of the Influence of Satisfaction With Specific
Transit Dimensions On Intention To Reuse The Service - Sample Two

2. | was very happy with the eﬁployeés at the 139 ©2.065
stops

5. | am very happy with this service 529

DV. | would use this service again
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Table 12-b,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R? Change Sig.
1 | am very happy with this service 576 .000
2 | was very happy with the stops .017 .005
3 " | was very happy with the employees at the stops .009 .040

DV. | would use this service again Adj R°=.596

Table 12-c: An Analysis of the Influence of Satisfaction With Specific
Transit Dimensions On Intention To Reuse The Service - Sample Three

Variable

10ps

3. | was very happy with the stops

5.1 am very hapﬁy w.ifh' EhIS service

.000

DV. | would use this service again

Adj R*=.600

Table 12-c4: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R? Change Sig.
1 | am very happy with this service .534 .000
2 | was very happy with the stops .070 .000
DV. | would use this service again Adj R°=.600

Table 12-d: An Analysis of the Influence of Satisfaction With Specific
Transit Dimensions On Intention To Reuse The Service - Sample Four

Variible

2. | was very happy with the stops A72 2.81 :

3. | was very happy with my driver(s) 470 2.189 .031
4. | am very happy with this service .633 8.023 .000
DV. | would use this service again Adj R*=.775

Table 12-d,: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R’ Change Sig.
1 | am very happy with this service .743 .000
2 | was very happy with the stops .027 .001
3 | was very happy with my driver(s) .01 .031
DV. | would use this service again Adj R°=.775

45




Section Thirteen: The Effect of Users Satisfaction
with Transit Service Components on Their
Intentions to Use Other Transit Services

The data (Tables 13a — 13d and Tables 13a, — 13d,) clearly suggest that transit users’
overall satisfaction with the service provided is also the major determinant of their
intentions to use other transit services. This suggests that users’ emotional reactions to
the services provided is more important in determining their intentions to use additional
transit services than their perceptions of the quality of the service. The range of
variance explained in users’ intentions to use other transit services is from .24 to .33.

Table 13-a: An Analysis of the Influence of Satisfaction With Specific
Transit Dimensions On Intention To Use Other Transit Service - Sample
One

Variable Beta | t-value Sig.

2. | was very happy with the employees at the 278 | 2.212 028
stops

5.1 am very hapﬁy with this service .328 | 2.608 .010
DV. Because of this service, | would use other AdjR*=.332
similar services

Table 13-a;: Stepwise Régression Model Change Statistics - Sample One

Model Variable Entered R’ Change | Sig.
1 | am very happy with this service .320 .000
2 | was very happy with the employees at the stops .020 .028
DV. Because of this service, | would use other similar Adj R?=.332
services

Table 13-b: An Analysis of the Influence of Satisfaction With Specific
Transit Dimensions On Intention To Use Other Transit Service - Sample
Two

Variable Beta | t-value Sig.

am very happy with this service

DV. Because of this service, | would use other Adj R*=.236
similar services
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Table 13-b,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’ Change | Sig.
1 | was very happy with this service 240 .000
DV. Because of this service, | would use other similar Adj R°=.236
services

Table 13-c: An Analysis of the Influence of Satisfaction with Specific
Transit Dimensions On Intention To Use Other Transit Service - Sample
Three

Varlable Beta | t-value Sig.

3. | was very happy with the stops .188 2.519 .013

. | am very happy wi is service . .
DV. Because of this service, | would use other Adj R°=.262
similar services

.000

Table 13-c4: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R’ Change Sig.
1 | am very happy with this service 245 .000
2 | was very happy with the stops .025 .013
DV. Because of this service, | would use other similar Adj R°=.262
services

Table 13-d: An Analysis of the Influence of Satisfaction With Specific
Transit Dimensions On Intention To Use Other Transit Service - Sample
Four

Variabl

Bet

tvalue Sig

6.24 .000
DV. Because of this service, | would use other Adj R’=.302
similar services ‘
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Table 13-d,: Stepwise Regression Model Change Statistics - Sample Four

Model Variable Entered R’ Change Sig.
1 | am very happy with this service .310 .000
DV. Because of this service, | would use other Adj R°=.302
- Similar services
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Section Fourteen: The Effect of Users Satisfaction
with Transit Service Components on Their
Intentions to Recommend The Service

The data (Tables 14a — 14d and Tables 14a, — 14d,) further suggest that transit users’
overall satisfaction with the service provided is also the major determinant of their
intentions to recommend a transit service. Again, this suggests that users’ emotional
reaction to the services provided is more important in determining their intentions to
recommend a service than their perceptions of the quality of the service. The range of
variance explained in users’ intentions to reuse a service is from .56 to .81.

Table 14-a: An Analysis of The Influence of Satisfaction With Specific
Transit Dimensions On Intention To Recommend The Transit Service -
Sample One

Variable Beta | t-value Sig.

1. | am very happy with the vehicles used 244 | 2.929 .004

5. | am very happy with this service 662 | 7.968 | .000
DV. | would strongly recommend this service to a AdjR’=.786
good friend

Table 14-a,: Stepwise Regression Model Change Statistics - Sample One

Model Variable Entered R’ Change | Sig.
1 | am very happy with this service J77 .000
2 | was very happy with the vehicles used .011 .004
DV. | would strongly recommend this service to a good Adj R°=.786
friend

Table 14-b: An Analysis of The Influence of Satisfaction With Specific
Transit Dimensions On Intention To Recommend The Transit Service -
Sample Two '

Variable Beta | t-value Sig.

5. |am very hap;;y with this service .803 | 18.674 .000

DV. | would strongly recommend this service to a Adj R°=.643
good friend
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Table 14-b,: Stepwise Regression Model Change Statistics - Sample Two

Model Variable Entered R’ Change Sig.
1 | am very happy with this service .645 .000
DV. I would strongly recommend this service to a Adj R°=.643
good friend

Table 14-c: An Analysis of The Influence of Satisfaction With Specific
Transit Dimensions On Intention To Recommend The Transit Service -

Sample Three

V.

2. | was very happy with the employees at the stops

3. | was very ha with the stops

good friend

as %53
5. | am very happy with this service 448 | 7.141 .000
DV. | would strongly recommend this service to a Adj R°=.564

Table 14-c4: Stepwise Regression Model Change Statistics - Sample Three

Model Variable Entered R’ Change | Sig.
1 | am very happy with this service 479 .000
2 | was very happy with the stops .078 .000
3 | was very happy with the employees at the stops .014 .014
DvV. | would strongly recommend this service to a good Adj R°=.564
fiend

Table 14-d: An Analysis of The Influence of Satisfaction With Specific
Transit Dimensions On Intention To Recommend The Transit Service -

Sample Four

Variable

Beta

t-value Sig.

1. | am very happy with the vehicles used

2.268 .026

sfgops

052 03

4. | am very happy with this service

11.241 .000

DV. | would strongly recommend this service to a
good friend

Adj R°=.805
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Table 14-d, : Stepwise Regression Model Change Statistics -- Sample Four

Model Variable Entered R’ Change Sig.
1 | am very happy with this service 767 .000
2 .1 was very happy with the stops 034 .000
3 | was very happy with the vehicles used .011 .026
DV. | would strongly recommend this service to a Adj R°=.805
good friend
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Appendix
Variables Service
Taltran | Bi-State | JTA | Pace
1. Our buses are very clean. 4.61 444 | 422 | 4739
2. Our buses are comfortable. 4.49 443 | 3.91 4.38
3. Our buses are not overly crowded. 4.26 429 | 3.69| 3.76
4. We got to our destination quickly. 4.64 434 398 4.01
5. The ride was smooth. 4.47 3.98| 383 4.18
6. | had no fear that | would be in an accident. 4.44 NA| 396 412
7. | felt safe while on the bus. 4.57 456 | 412| 425
8. | was very happy with the vehicles used. 4.62 430 | 412 4.27
9. The staff at the stops was courteous. 4.58 450 | 4.24 N/A
10. The staff at the stops was friendly. 4.56 446 | 4.17 N/A
11. The staff at the stops was very willing to 4.55 446 | 4.1 N/A
help riders.
12. Staff was available at the stops when they 4.51 438 | 4.07 N/A
were needed.
13. | was very happy with the employees at the 454 442 | 412 N/A
stops.
14. The locations of the stops were convenient. 4.46 440 | 407 | 429
15. | felt safe at the stops. 4.60 442 | 423 | 4.20
16. The waiting time was reasonable? 4.18 429] 3.81] 391
17. The lines to get on the buses were well 4.35 N/A | 3.81 4.01
| organized.
18. Convenient parking was available at our 4.50 426 | 3.90| 3.89
stops?
19. | was very happy with the stops. 4.48 434 | 400 4.24
20. The drivers were courteous. 4.55 462 | 407 | 4.15
21. The drivers were friendly. 4.52 457 | 408| 4.18
22. The drivers were very willing to help riders. 4.51 456 | 4.01 4.19
23. | was very happy with the drivers. 4.53 460 | 405 420
24. It was easy to buy a ticket. 4.55 443 | 433 4.01
25. We were well organized. 4.56 N/A| 416 | 4.00
26. Enough information was available. 4.47 422 | 403 | 4.12
27. The connection with Metrolink is N/A 460 | N/A N/A
convenient.
28. Convenient parking was available at our 4.51 N/A| 3.94| 3.83
service?
29. This service is more convenient than 4.59 453 | 435| 4.09
driving myself.
30. The quality of the service | received today 4.56 463 | 411| 4.12
was excellent.
31. | am very happy with this service. 4.59 464 | 416 | 4.15
32. | would use this service again. 4.65 471 442 | 437
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33. Because of this service, | will use other 417 439] 3.75; 3.82

similar services.

34. | would strongly recommend this service to 459 470 423 | 427

a good friend.

35. In general, | am very happy with this 4.37 403 | 402 430

service's service.

36. | frequently use this service to commute to 2.66 419 | 1.81 3.7

work.

37. | frequently use this service for purposes 2.75 411] 2.28| 3.03

other than work.

38. Overall, | think this service's service quality 427 402 | 3.70| 420

is excellent. :

39. Do you own a car? N/A N/A| NA| 154

40. Do you have a car available for this trip? N/A NA| NA| 164

41. How did you get to your stop? N/A N/A| NA| 196

42. How often do you ride? N/A N/A| N/A| 146

43. My gender is? 1.51 1.51] 140 1.46

44. The highest education | have completed 3.83 3.15| 336 | 290

is?

45. The city | live in is? 1.00 3.00| 200| 4.00
Sample Size 181 231 212 114
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STRONGLY STRONGLY

DISAGREE AGREE

[Tell us about your ride.

Our buses are very clean 1 2 3 4 K
Our buses are comfortable 1 2 3 4 5
Our buses are not overly crowded 1 2 3 4 N
We get to our destination quickly 1 2 3 4 5
The ride is smooth 1 2 3 4 K]
I feel safe while on the bus 1 2 3 4 5
[ am very happy with the vehicles 1 2 3 4 S
Tell us about our stops.
The locations of the stops are convenient 1 2 3 4 5
I feel safe at the stops 1 2 3 4 5
The waiting time is reasonable 1 2 3 4 5
Convenient parking is available 1 2 3 4 5
I am very happy with the stops 1 2 3 4 K
Tell us about our drivers.
The drivers are courteous 1 2 3 4 §
The drivers are friendly 1 2 3 4 5
The drivers are very willing to help riders 1 2 3 4 5
I am very happy with my driver(s) 1 2 3 4 §
Tell us about our service.
It is easy to buy a ticket 1 2 3 4 5
Enough information is available 1 2 3 4 5
The connection with MetroLink is convenient 1 2 3 4 5
This service is more convenient than driving myself 1 2 3 4 S
The quality of the service I receive is excellent 1 2 3 4 5
I am very happy with this service 1 2 3 4 5
Tell us about your use of this service.
I would use this service again 1 2

Because of this service, I will use other similar services
I would strongly recommend this service to a good friend 1

~

Tell us about your overall evaluation.

In general, I am very happy with Shuttle Bug's services 1 2 3 4 5
I frequently use Shuttle Bug to commute to work 1 2 3 4 S
I frequently use Shuttle Bug for purposes other than work 1 2 3 4 5
Overall, I think Shuttle Bug's service quality is excellent 1 2 3 4 s

Tell us about you.

Do you own a car? Yes No

Do you have a car available for this trip? Yes No

How did you get to your stop?

My Gender is (circleone) M F My Ageis

The highest education I have completed is

1. Walk 2. BI-STATE
3. Drove 4. Other

My home zip code is

Our family income is



STRONGLY
STRONGLY
DISAGREE AGREE
Tell us about your ride.
Our buses were very clean 1 2 3 4 S
Our buses were comfortable 1 2 3 4 5
Our buses were not overly crowded 1 2 3 4 5
We got to our destination quickly 1 2 3 4 H]
The ride was smooth 1 2 3 4 H
I had no fear that I would be in an accident 1 2 3 4 S
I felt safe while on the bus 1 2 3 4 5
I was very happy with the vehicles used 1 2 3 4 5
Tell us about our employees.
The staff at the stops were courteous 1 2 3 4 5
The staff at the stops were friendly 1 2 3 4 5
The staff at the stops were very willing to help riders 1 2 3 4 S
Staff were available at the stops when they were needed 1 2 3 4 S
I was very happy with the employees at the stops 1 2 3 4 5
Tell us about our stops.
The locations of the stops were convenient 1 2 3 4 H
I felt safe at the stops 1 2 3 4 5
The waiting time was reasonable 1 2 3 4 5
The lines to get on buses were well organized 1 2 3 4 5
Convenient parking was available 1 2 3 4 5
I was very happy with the stops 1 2 3 4 5
Tell us about our drivers.
The drivers were courteous 1 2 3 4 5
The drivers were friendly 1 2 3 4 5
The drivers were very willing to help riders 1 2 3 4 5
I was very happy with my driver(s) 1 2 3 4 5
Tell us about our service.
It was easy to buy a ticket 1 2 3 4 5
We were well organized 1 2 3 4 5
Enough information was available 1 2 3 4 H
Convenient parking was available 1 2 3 4 5
This service is more convenient than driving ourselves 1 2 3 4 5
The quality of the service I received today was excellent 1 2 3 4 H]
I am very happy with this service 1 2 3 4 5
Tell us about your use of this service.
I would use this service again 1 2 3 4 N
Because of this service, I will use other similar services 1 2 3 4 N
I would strongly recommend this service to a good friend 1 2 3 4 S
I Jacksonville Area Residents Only:
In general, I am very happy with METRO services 1 2 3 4 5
I frequently use METRO to commute to work 1 2 3 4 5
I frequently use METRO for purposes other than work 1 2 3 4 5
Overall, I think METRO’s service quality is excellent 1 2 3 4 S
My Gender is (circleone) M F My Age s My home zip code is
The highest education 1 have completed is Our family income is






