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1 Introduction 
As the transportation sector continues to evolve, the adoption of contactless fare 
payment systems has become a critical component in enhancing the efficiency, 
convenience, and sustainability of public transit. These systems, which allow passengers 
to use their credit/debit cards or mobile wallets to pay for fares, offer a change for transit 
customers who are used to traditional fare media and/or using cash fares. Piloting a new 
technology requires informing customers of the new option and benefits as well as 
building trust in a new system that interacts with customer credit cards and secure data. 
This project, branded as the Tap & Ride program, included piloting open loop fare 
payments on River Valley Transit (RVT) and CTtransit Meriden fixed-route bus services. 

The purpose of this memorandum is to provide an overview of public feedback and 
lessons learned through the engagement process which was conducted before and 
during the Tap & Ride pilot for the Connecticut Integrated Transit Mobility Project (CT-
ITMP). 

1.1. CT-ITMP Project Goals  
The CT-ITMP project has three overarching goals to guide Connecticut toward statewide 
rollout of open fare payments: 

Create a phased implementation plan for an integrated, contactless fare payment 
system for inclusion of the unbanked and underbanked. Through a pilot with two 
participating agencies: River Valley Transit and CTtransit Meriden Division, outcomes 
from engagement activities will help inform the statewide implementation of a 
contactless fare payment system and identify areas where public engagement and 
education will play a critical role through an anticipated multi-phased transition. 

Implement a streamlined, easy way to provide statewide fare discount program and 
digital eligibility verification for transit discounts. The current Tap & Ride pilot supports 
manual authorization of concession linked to a customer’s credit or debit card. The CT-
ITMP is exploring the options for digital eligibility verification extensions in Connecticut 
similar to the same capability for senior and veteran fare discounts that have been 
enabled in California through the Cal-ITP Benefits program. Within the pilot area, 18% of 
customers qualify for senior discounts, therefore providing them with simple, easy access 
to Tap & Ride will be critical for greater adoption.  

Explore a roadmap for unifying all transit information in the state. The state is also 
pursuing a unified fare policy which will require engagement. As the project looks to 
identify the needs for clear information and change fare policies, identifying the best way 
to unify this information for customers and potential new customers will be critical to 
drive the rollout of these changes throughout transit systems statewide.  



 

ENGAGEMENT SUMMARY CTDOT | 2 

1.2. Pilot Overview  
The CT-ITMP conducted the Tap & Ride pilot program for open-loop fare payments 
between October 2024 and March 2025. Agreements were entered with three private 
vendors for the card validator hardware, fare calculation software, and payment 
processing software, respectively. The Project team collaborated with River Valley Transit 
(RVT) and CTtransit Meriden to install 43 card validators on fixed route buses. All RVT 
routes and the majority of CTtransit Meriden routes were engaged in the pilot. The pilot 
network is mapped in Error! Reference source not found.. 

 

Figure 1: CT-ITMP Tap & Ride Pilot Routes 

The Tap & Ride pilot debuted on October 8, 2025, on fixed routes for RVT and CTtransit 
Meriden. Piloting with these two services allowed the testing of transfers and fare capping 
between systems and incorporated a private transit district with a division of CTtransit. 
Prior to the pilot, customers could pay their fare using cash on board. They could also use 
cash or card to purchase 10-ride, daily, weekly, and monthly passes, and the Go CT card 
(CTtransit Meriden services only). All pass types were offered as a mobile ticket via Token 
Transit. These fare payment options remained in place during the pilot phase.  

Notably, not all RVT passes were offered through the Tap & Ride program. Only the 2-hour 
pass for transfers, the day pass, and the 31-day pass were offered through the Tap & Ride 
program. One pass type popular among customers was  the 10-trip ticket, which allows 
customer to pre-pay for 10 trips at the price of nine This was because the Tap & Ride pilot 
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goal was to test fare-capping which would be a cost-effective pass for customers that is 
currently not offered. 

1.3. Goals of Engagement 
The engagement effort sought to educate operators and transit customers about the 
availability of contactless fare payment on buses, inform and involve transit operators in 
the deployment of the technology, increase awareness and user adoption, understand 
barriers to adoption, and learn about the impact of the technology on the transit 
customer experience. Takeaways from these activities will inform statewide rollout and 
engagement efforts in the future. 

1.3.1 Pre-Launch Engagement Goals. 
Ahead of the pilot launch, engagement activities were designed to inform transit 
operators, transit customers, and the general public about the existence of the pilot and 
the benefits of using contactless fare payment technology, and concurrently inform the 
project team about: 

• Current customer payment practices. 

• Current customer challenges with varying payment methods. 
• Customer understanding of pilot benefits such as fare capping and 

senior/disabled fare discounts.  

• Barriers to customer adoption of contactless fare payment.  
• Best practices for promoting customer awareness and adoption of Tap & Ride 

technology. 

1.3.2 Post-Launch Engagement Goals. 
Engagement activities that took place during the post-launch phase were designed to 
increase customer and public awareness about the availability and benefits of using Tap 
& Ride technology and gain a better understanding of the following:   

• Pilot impact on customer payment practices. 

• Customer challenges when using Tap & Ride technology. 

• Customer understanding of, access to, and use of pilot benefits such as fare 
capping and senior/disabled fare discounts.  

• Barriers to customer adoption of contactless fare payment.  
• Best practices for promoting customer awareness and adoption of Tap & Ride 

technology. 

• The impact of contactless fare payment on the transit customer experience. 
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2 Activities and Findings 
This section provides an overview of the timeline of activities, input from activities and 
focus groups, and results from surveys. Notably, findings from the engagement effort are 
qualitative, and surveys conducted for this effort are not statistically significant. As a 
comparison for overall payment methods to those reported by survey respondents, this 
section provides farebox data on actual customer payment types during the pre- and 
post-launch period. Most of the survey responses and engagement participants were 
familiar with and/or users of Tap & Ride, however, this makes up a small portion of overall 
number of RVT and CTtransit Meriden customers.  

Takeaways from the farebox data can inform development of market penetration 
targets, while responses from the engagement highlight opportunities to increase 
adoption by improving the customer experience.  

2.1. Timeline of Engagement Activities. 
To address the pre- and post-launch goals, an engagement program of activities was 
developed and is illustrated in Figure 2. Pre-launch engagement activities kicked off on 
March 13, 2024, with a RVT operator focus group. Pre-launch activities continued until the 
technology was made accessible to transit customers on October 8, 2024. Following 
launch of the technology, engagement activities designed to promote customer 
awareness and adoption of contactless fare payment, as well as understand the impact 
of contactless fare payment on the customer experience took place through January 3, 
2025.  

 

Figure 2: Timeline of Engagement Activities 
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2.2. Customer Fare Payment 
Farebox data captured pre-launch in August 2024 and post-launch in December 2024 
show the number of fixed route bus customers, their payment methods, and how 
customer payment practices responded to the introduction of Tap & Ride. It is important 
to note that seasonal differences may contribute to some of the fluctuation.  

2.2.1 River Valley Transit 
Overall, on RVT, between the two periods with farebox data, the biggest change came in 
the reduction of cash for fare payments. With the introduction of Tap & Ride, 4% of RVT 
customers used the new payment format, while there was a larger increase in usage of 
mobile ticketing through Token Transit. This can be seen in Table 1. Of the Tap & Ride trips, 
there were 199 individual credit cards used.  

Table 1: Trips by Payment Type – River Valley Transit 

 

 

 

 

 

 

 

 

 

Of all trips on RVT, during the post-launch period, 18% were senior/disabled discounted fares and 8% were 

student fares, as summarized in   

Trips BY PAYMENT TYPE 
River Valley Transit 

 Pre-Launch 
(August 2024) 

Post-Launch 
(December 2024) 

 
Change in 

Percentage Payment 
Type 

Trips Percent Trips Percent 

Cash/tickets 11,445 60% 7,566 51% -9% 
Mobile 3,999 21% 4,018 27% +6% 

Monthly 3,572 19% 2,775 18% -1% 
Tap & Ride n/a n/a 592 4% +4% 

TOTAL  19,016 100% 14,951 100%  
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Table 2. Senior and disabled riders could benefit from fare capping and using open-loop 
fare payments to automatically charge the discounted fares to a connected credit card. 
With this system, there is potential in the future for integrating various passes, such as 
the U-Pass, into mobile tickets or other media accepted by the open-loop PADs. 

The noticeable difference in percentage of all trips from these groups may also have to 
do with seasonal changes, including the holidays in December and the school calendar, 
with school not in session for the majority of August and in session for the majority of 
December.  
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Table 2: Trips with Discounted Fares – River Valley Transit 

 

 

 

 

  

2.2.2 Northeast Transportation Co., Meriden Division 
Overall, during the review period, the Meriden Division had about 43.6% fewer trips than 
RVT and a much lower adoption rate, as shown in Table 3. The number of trips taken with 
discounted fares on CTtransit Meriden routes is summarized in Table 4 and had a similar 
increase in trips from students between the two time periods. There were 50 individual 
cards used for the 73 taps in December for Tap & Ride. 

Table 3: Customers by Payment Type – Northeast Transportation Co., Meriden Division 

 

 

Table 4: Customers using Discounted Fares – Northeast Transportation Co., Meriden Division 

 

 

 

 

2.2.3 Total Pilot Program Customers 
Across both RVT and the Meriden Division, there was a decrease in overall ridership from 
the pre-launch to the post-launch phase, as shown in Table 5. The percentage of trips 
paid for using cash/tickets and monthly passes decreased during this period, while the 
percentage of trips paid for using Tap & Ride was 3% in the third month of the pilot. The 

TRIPS WITH DISCOUNTED FARES 

 River Valley Transit 
 Pre-Launch (August 2024) Post-Launch (December 2024) 

Discount Fare Trips Percent Trips Percent 

Senior/Disabled 1,703 9% 2,691 18% 
Student 528 3% 1,169 8% 

TRIPS BY PAYMENT TYPE 
Northeast Transportation Co., Meriden Division 

 Pre-Launch 
(August 2024) 

Post-Launch 
(December 2024) 

 
Change in 

Percentage Payment 
Type 

Trips Percent Trips Percent 

Cash/tickets 8,005 75% 7,264 75% 0% 
Mobile 1,985 18% 1,841 19% +1% 

Monthly 742 7% 549 6% -1% 
Tap & Ride 0 0% 73 1% +1% 

TOTAL  10,732 100% 9727 100%  

CUSTOMERS USING DISCOUNTED FARES  
 Northeast Transportation Co., Meriden Division 

 Pre-Launch (August 2024) Post-Launch (December 2024) 

Discount Fare Trips Percent Trips Percent 

Senior/Disabled 1,438 13% 1,566 16% 
Student 252 2% 565 6% 
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percentage of trips taken by trips by seniors, individuals with disabilities, and students 
who utilized these bus services increased by 7% between the pre-launch period and the 
post-launch period. The percentage of trips taken by students increased by 4% during 
the same period, as shown in Table 6.  

Table 5: Trips by Payment Type – All Pilot Trips 

 

 

 

 

 

 

 

 

 

Table 6: Customers using Discounted Fare – All Pilot Trips 

 

 

 

 

 

Based on the farebox data for these pre- and post-launch months, the largest change in 
behavior came from cash users. This is important because reducing cash in the system 
can contribute to lower operational costs associated with management and security of 
cash. Cash customers are the largest potential market for Tap & Ride, while mobile pass 
users also provide a potential market as they can theoretically switch from using the 
app.  

• Largest shift from cash to Tap & Ride. This is the largest potential market for Tap & 
Ride.  

• An increasing number of customers are using Token Transit/mobile payment. This 
is another significant potential market for Tap & Ride because it indicates 
familiarity with using a mobile device to pay.  

• A slight reduction in monthly tickets. This potential market may require further 
investigation, particularly into customer understanding of fare capping and a 
price to make it an appropriate value for the number of rides customers are 
taking.  

TRIPS BY PAYMENT TYPE 
All Pilot Trips 

 Pre-Launch  
(August 2024) 

Post-Launch  
(December 2024) 

 
Change in 

Percentage Payment 
Type 

Trips Percent Trips Percent 

Cash/tickets 19,450 65% 14,830 61% -4% 
Mobile 5,984 20% 5,859 24% +4% 

Monthly 4,314 14% 3,324 13% -1% 
Tap & Ride 0 0% 665 3% +3% 

TOTAL  29,748 100% 24,225 100%  

TRIPS USING DISCOUNTED FARES 
 All Pilot Trips 

 Pre-Launch (August 2024) Post-Launch (December 2024) 

Discount Fare Trips Percent Trips Percent 

Senior/Disabled 3,141 11% 4,257 18% 
Student 780 3% 1,734 7% 
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• Senior/disabled customers were not able to receive their respective discounted 
fares through Tap & Ride until January 2025. This is a critical group of customers 
to provide access to Tap & Ride to encourage adoption and increase equitable 
access to this form of fare payment. 

2.3. Pre-Launch Engagement and Takeaways  
The pre-launch engagement activities for the Tap & Ride program included a variety of 
initiatives designed to inform and involve transit customers, operators and stakeholders 
from March 13 through October 7, 2024, prior to the October 8 rollout. These activities 
included hosting an operator focus group, conducting a pre-launch customer focus 
group, deploying a digital survey, creating a dedicated project webpage, and 
interviewing social service organizations. Additionally, 2 pop-up events and a press event 
were conducted to raise awareness and gather feedback.  

Outcomes from these activities highlighted that most customers engaging and 
participating were familiar with contactless payments and enthusiastic about the 
technology. Notably, customers raised questions and concerns regarding data security, 
the need to maintain existing fare payment methods, and the importance of offering 
discounted fares to incentivize adoption. Social service organizations recommended 
training sessions to help their clients use the new payment system. Pre-launch activities 
and touchpoints are summarized in Table 7. 
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Table 7: Pre-Launch Engagement Activities 

Activity What did we do? 
Who did we 

engage? 
What did we learn? 

Webpage 

Launched webpage on CT.gov and 
RiverValleyTransit.com. 

CT.gov had 699 site 
visits RVT had 344 
site visits in the pre-
launch phase. 
(September 2024, 
through March 3, 
2025). 

Webpage traffic spiked in early November following 
customer focus group recruitment efforts and rose 
moderately in mid-December following digital survey 
promotion. Traffic to the project webpage was 
encouraged through use of QR codes on promotional 
materials such as flyers, banners, and business cards.  

Operator 
Focus 
Group 

Facilitated a 90-minute, in-person 
discussion with operators at the 
Middletown Bus Depot.  

Recruitment efforts included posters, 
email blasts, and direct outreach to 
employees. Participation was 
incentivized by offering $75 gift cards 
and food for those who attended.  

9 bus operators  • Majority felt contactless payment options would make 
their jobs easier. 
• Emphasized that operators will require training on the 
program and technology. 
• Preferred that operators not have to request Medicare 
IDs from customers when boarding. 
• Requested marketing materials to aid in customer 
education. 

Pre-
Launch 
Customer 
Focus 
Group  

Facilitated 90-minute, virtual discussion 
with customers.  

Recruitment efforts included posters, 
email blasts, social media, direct 
outreach at transit stations, and a 
digital registration form. Participation 
incentivized by offering $75 gift cards 
for those who attended.  

6 customers • Majority were familiar with contactless payment and 
have used it to purchase other goods or services. 
• Emphasized need to preserve existing forms of fare 
payment. 
• Expressed concerns about data security, location 
tracking, and overcharges. 
• Recommended customer discounts to incentive 
adoption. 

https://portal.ct.gov/dot/publictrans/bureau-of-public-transportation/tap-and-ride?language=en_US
https://rivervalleytransit.com/tapridect/


 

ENGAGEMENT SUMMARY CTDOT | 11 

Activity What did we do? 
Who did we 

engage? 
What did we learn? 

Pre-
Launch 
Survey* 

 

 

Deployed a digital survey that was open 
from August 19 to September 27, 2024. 

Recruitment efforts included posters, 
email blasts, social media, and direct 
outreach at transit stations. 
Participation incentivized through a 
raffle that offered respondents the 
opportunity to win a $75 gift card.  

319 respondents 

 

 

• 95% of respondents completed the survey in English 
and 5% of respondents in Spanish. 
• 77% have a bank account. 
• 72.4% use contactless payment to purchase other 
goods or services. 
• 71.4% would be willing to try contactless payment to 
pay for bus fare.  

Social 
Service 
Org. 
Interviews 

Conducted virtual interviews with staff 
at social service organizations to better 
understand the needs of the 
populations they serve, including 
individuals that are unbanked.  

3 interviews: 
• Vista Life Innovation 
• Society of Saint 
Vincent de Paul 
(SVDP) 
• Westbrook Senior 
Center 

• Many SVDP clients cannot afford bus fares and 
therefore do not use transit.  
• SVDP clients frequently have difficulty keeping track of 
cards and cell phones. 
• Vista Life clients are avid transit users and tend to 
prefer the use of mobile tickets. 
• Not offering reduced fares is seen as a barrier to 
adoption.  
• Recommendation to provide a training session for 
clients. 

Pop Up 
Events 

Interacted with transit customers to 
raise awareness about the pilot at a 
table that featured a branded 
tablecloth, informational banner, 
leaflets, and a disconnected payment 
reader. 

2 events: 
• Meriden 
Transportation Center  
• River Valley Transit 
Bus Terminal 

• Most customers were familiar with contactless 
payment and have used it for other goods or services. 
• Customers expressed enthusiasm about the new 
technology.  
• Token Transit is a widely used payment method. 
• River Valley Transit customers seemed more likely to 
try Tap & Ride.  
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Activity What did we do? 
Who did we 

engage? 
What did we learn? 

Press 
Event 

Held press event at the Meriden 
Transportation Center to inform the 
public of the launch of the pilot. 

1 event & 25 
attendees, 
including: 
• Hartford Business 
Journal 
• Mass Transit 
• WTNH Channel 8 
• U.S. Dept. of 
Transportation 
• Local legislators 

Local legislators were very supportive of the pilot as it is 
anticipated to make bus travel more user-friendly and 
accessible. 
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The pre-launch activity that actively engaged the most customers was the online survey. 
Results from this survey indicated that most respondents are familiar with contactless 
payment, have used it to pay for other goods and services, and are open to using Tap & 
Ride technology to pay for bus fares. Figure 3 shows the results from key questions 
regarding familiarity with contactless payment and preference for fare payments. 

 

Figure 3: Pre-Launch Survey Results 

The ability to afford bus fares, particularly the higher fares of monthly passes, was 
identified as a barrier to transit use by representatives from one social service 
organization. Another social service organization indicated that many of their customers 
rely on discounted fares and inability to access those discounts through the Tap & Ride 
program could be a barrier to adoption. Critical for statewide rollout will be a simple 
pathway for discounted fare customers to receive the proper fare rate with their 
credit/debit cards. While the majority of those surveyed have access to a debit card or 
credit card, this may not be the case for all customers and connecting them to resources 
like BankOn can provide a pathway toward adoption. Additionally, promotion of the Cash 
App and other forms of accepted payment which do not require a traditional bank 
account can be an effective way to encourage usage. 

Operators and customers expressed a desire for promotional materials that would raise 
awareness about the introduction of contactless fare payment on buses and educate 
customers about how to use the technology and the benefits of use. Social service 
organizations expressed a desire for training sessions to educate their clients on how to 
use the technology. To incentivize adoption, individuals recommended offering 
promotional discounts to customers who try contactless fare payment. Partnering with 
these agencies for engagement and education may support adoption and rollout, 
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particularly how to use the discounted fares when available and how fare capping works 
to get customers the most cost-effective fare for their trip. 

Concerns were raised about the potential security of personal data, location tracking 
and incidents of overcharging. Operators emphasized that they should not be 
responsible for evaluating customer eligibility for senior and disabled fares at the point of 
boarding. A streamlined process for eligibility determination was requested.  

Many shared that it is important to preserve existing fare payment methods. When 
customers were asked how they would prefer to purchase fares in the future, responses 
were split, with on-board contactless payment, mobile tickets, and cash being the top 
three methods. This indicates the importance of education and awareness as well as 
demonstrating the benefits of this system for all customers. 

2.4. Post-Launch Engagement and Takeaways 
Post-launch engagement activities took place from October 8, 2024, through January 16, 
2025. This included various interactions and feedback sessions with transit customers 
and operators. These efforts encompassed Meriden operator break room chats, a pop-
up event at the River Valley Transit bus terminal, a customer focus group, a digital survey, 
and bus ride-alongs, as summarized in Table 8. The takeaways from these activities 
demonstrated that Tap & Ride is generally well-received by engagement and survey 
participants, with users expressing satisfaction due to its convenience and ease of use. 
There were several requests for improvements, including the ability to receive senior, 
disabled, and youth fare discounts, and the option to purchase multiple rides in advance. 
Users highlighted the need for promotional materials and clear instructions for 
troubleshooting on board. Clear resolution instructions for when taps are denied as well 
as messages on board will be important to both customers and operators as they 
navigate this rollout. 

Operators provided valuable insights, indicating that audio confirmation of transactions 
is crucial, and there is a need for validator positioning to allow them to see the screen to 
better help customers understand various outcomes. Customers who had not yet used 
Tap & Ride cited preferences for cash or other payment apps, and concerns about data 
security and overcharges as their reason for not using it. Despite these issues, the overall 
support for Tap & Ride was strong, with nearly all survey respondents willing to 
recommend it to a friend and a significant desire to see Tap & Ride available on all buses 
statewide. The feedback gathered from these engagements will be essential for refining 
and expanding the Tap & Ride system to meet user needs effectively. 
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Table 8: Post-Launch Engagement Activities 

Activity What did we do? 
Who did we 

engage? 
What did we learn? 

Operator 
Break 
Room 
Chats 

Facilitated 3, fifteen- to thirty-
minute, in-person group 
discussions with operators at 
the North East Transportation  
Company (NETCO) depot. 

Participation incentivized by 
offering food to those who 
engaged. 

18 operators • Tap & Ride is quick and easy to use for both operators and 
customers.  
•Adoption has been low, but problem-free for those who 
choose to use it. 
•To ensure the transaction is approved, audio confirmation is 
important. 
• Request for validator to face the operator so they can see if 
transaction was approved. 
• Need for clear instructions on what to do if the system is 
logged out or there is an error on the screen. 
• Clarity requested on whether customers can tap to pay for 
multiple customers, and if senior/disabled and youth fare 
discounts are available. 
•Request for promotional materials such as pamphlets, on-
board signage, announcement boards, and video. 
• Customers are requesting Tap & Ride on other lines/routes 
outside the pilot area.  

Pop Up 
Event at 
River 
Valley 
Transit 
Terminal 

Interacted with transit 
customers at a table at the 
River Valley Transit bus 
terminal to raise awareness 
about the pilot. Table featured 
a branded tablecloth, 
informational banner, leaflets, 
a disconnected payment 
reader, and giveaways. 

15-25 
customers 

• Customers requested ability to receive senior/disabled and 
youth fare discounts when using Tap & Ride. 



 

ENGAGEMENT SUMMARY CTDOT | 16 

Activity What did we do? 
Who did we 

engage? 
What did we learn? 

Post-
Launch 
Customer 
Focus 
Group  

Facilitated 90-minute, in-
person discussion with 
customers.  

Recruitment efforts included 
posters, email blasts, social 
media, direct outreach at 
transit stations, and a digital 
registration form.  

Participation incentivized by 
offering $75 gift cards and 
food for those who attended.  

10 
customers 

• All participants have a debit card, and 8 out of 10 participants 
have a credit card. 
• Majority have used contactless payment for other goods or 
services. 
• Expressed concerns about potential data security issues and 
overcharges.  
• Requested ability to purchase multiple rides at once and in 
advance to reduce concerns about running out of funds for 
fares later. 
• Asked for an override feature on the bus, or a website or 
application feature that allows customers to tap for a 
companion customer.  

Post-
Launch 
Survey*  

Deployed a digital survey that 
was open from December 16, 
2024, to January 3, 2025.  

Promotion efforts included 
posters, email blasts, social 
media, and direct outreach at 
transit stations. 

Participation was incentivized 
through a raffle that offered 
respondents the opportunity 
to win one of the following: 
one (1) $100 gift card, two (2) 
$75 gift cards, or three (3) $50 
gift card (6 winners). 

308 
respondents 

• 100% of respondents completed the survey in English. 
• 80.2% have used Tap & Ride to pay for fares. 
• 89.9% are satisfied with their fare payment experience.  
• 82.2% of users agree or strongly agree that Tap & Ride saves 
time when boarding. 
• 76.9% of users agree or strongly agree that Tap & Ride feels 
secure.  
• Most learned of Tap & Ride through word of mouth and 
seeing it be used. 
• 99% would recommend Tap & Ride to a friend. 
• 92.5% would like to see Tap & Ride on all buses in the state.  
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Activity What did we do? 
Who did we 

engage? 
What did we learn? 

Bus Ride-
Alongs 

Rode 4 RVT routes (581, 585, 
584, 590) and connected with 
customers “where they are”. to 
raise awareness about the 
pilot and how to use the 
technology. 

25-35 
customers 

• Barriers included lack of program awareness and familiarity 
with contactless payment methods.  
• Those who had used Tap & Ride found it to be convenient. 
• Unbanked customers expressed interest and appreciation 
when introduced to banking options available through Bank 
On.  
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Findings from post-launch engagements support learnings from the pre-launch phase 
of the pilot. Notably, the majority of the survey respondents in the post-launch survey 
were users of Tap & Ride and therefore survey results are more focused on their 
preferences. Most individuals are familiar with contactless payment and have used it to 
pay for other goods and services. Most have tried using Tap & Ride to pay for bus fares 
and expressed satisfaction with their fare payment experience. Word of mouth or 
watching other customers use contactless fare payment on the bus were the top two 
ways that people heard about Tap & Ride. 

The majority of survey respondents claimed they heard about the program by word of 
mouth, emphasizing how this will be a critical part of statewide rollout and positive 
customer experience with Tap & Ride can go a long way exposing new customers to it. 
This is shown in Figure 4. 

 

Figure 4: How I Discovered Tap & Ride 

Of those who have used Tap & Ride, the majority expressed that it feels secure and saves 
time when boarding, as shown in Figure 5. 
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Figure 5: Tap & Ride Saves Me Time 

Most respondents replied that Tap & Ride feels secure, as seen in Figure 6. Notably, the 
majority of these respondents use Tap & Ride, and likely would not if they had security 
concerns. It is likely that people who do not use Tap & Ride due to security concerns may 
not have been captured in this survey.  

 

Figure 6: Tap & Ride Feels Secure 
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For those who had not yet used Tap & Ride, the top three reasons cited were a preference 
for cash, preference for Token Transit or Transit App, and senior/disabled discounts are 
not available with Tap & Ride. Of respondents, 14% noted they were concerned about the 
security of their personal information. A summary of reasons provided by customers who 
did not try Tap & Ride is shown in Figure 7. 

 

Figure 7: Why I Haven’t Used Tap & Ride 

Operators reported that adoption has been low, but generally problem-free for those 
who choose Tap & Ride. To ensure the transaction is approved, audio confirmation is 
important. Operators in the Meriden division of CTtransit requested that the validator 
face them so they can visually confirm whether the transaction was approved. They also 
shared there is a need for clear instruction on how to troubleshoot if the system is logged 
out or there is an error on the screen.  

With regards to functionality, there were requests to allow customers the ability to 
purchase multiple rides at once and in advance to reduce concerns about running out of 
funds for fares later. There were also requests for an override feature on the bus, or a 
feature that allows for phones and cards to be tapped more than once to pay for 
companion customers. The most common request was for the program to allow 
customers that are eligible for senior and disabled fares to receive those discounts when 
using Tap & Ride. Notably, this was rolled out later in the pilot phase after the survey was 
conducted. 

Support for contactless fare payment was strong amongst those engaged. Nearly all 
survey respondents indicated they would recommend Tap & Ride to a friend. Most focus 
group participants and survey respondents expressed a desire to see Tap & Ride on all 
buses in the State. Operators reported instances of customers requesting Tap & Ride on 
other lines/routes outside the pilot area. 
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2.5. Summary of Engagement Outcomes 
Learnings from the engagement effort are qualitative, as survey results are not 
representative and, in some instances, not statistically significant. The overall adoption 
rate of 3% based on farebox data compared to the high number of survey participants 
that noted they were largely using Tap & Ride and aware of it, indicates a need to reach 
additional demographics of customers in preparation for statewide rollout of Tap & Ride. 
The survey reached a similar group as outreach activities for the overall pilot and in the 
future reaching those who are non-users and unaware will be important.  

• Fare Payment Methods Overall 

o The predominant payment type is cash pre- and post-launch. 

o Token Transit/mobile pass payment is the second most used form of 
payment pre- and post-launch.  

o Senior/disabled and students represent 25% percent of the market.  

o Monthly passholders represent 13% of the market.  

o Tap & Ride was used by only 3% of all RVT and CTtransit Meriden 
customers during the post-launch phase of the pilot.  

• Influence of Tap & Ride on Customer Behavior 

o The largest shift was away from cash. This is the largest potential market 
for Tap & Ride.  

o Token Transit/mobile pass payment customers who are familiar with 
technology are also a strong potential market for Tap & Ride.  

o There was a slight reduction in use of monthly tickets. This potential market 
may require further investigation, particularly customer understanding of 
fare capping.  

o Senior/disabled customers in the post-launch phase who were not able to 
use Tap & Ride during the time the survey was conducted. Including these 
customers will be important to increase adoption and provide an 
equitable option during statewide rollout. 

• Awareness & Education  

o Participants in activities and surveys noted the need for accessible 
information to raise awareness and provide education about how to use 
contactless fare payment and its benefits.  

o Many participants noted that incentives, such as various promotional 
discounts would encourage them to try Tap & Ride  

o Most respondents learned of Tap & Ride through word of mouth and 
seeing people use it. 
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• Trip & Payment Characteristics 

o Of those engaged, customers used the River Valley Transit system more 
frequently than the Meriden Division system.  

o Post-launch, the top four most used payment methods were: cash when 
boarding, mobile applications (i.e., Transit App or Token Transit), monthly 
passes, and Tap & Ride. 

o Physical credit cards were by far the most used form of payment for 
survey participants for Tap & Ride, followed by physical debit card; 
loadable debit card, Cash App, or Venmo card; and mobile wallet (i.e., 
phone, watch).  

o Of survey participants, customers who reported using contactless fare 
payment typically tap two or three times in a single day. 6.9% have tapped 
four times in a single day and 2.4% have tapped five or more times in a 
single day.  

o Of survey participants who have used Tap and Ride, nearly all indicate 
they use it sometimes, most of the time, or every time. Only 2% were one-
time users.  

• Equity & Access 

o While the majority of those engaged are banked, this may not accurately 
reflect all customers within the pilot area and statewide. Continuing to 
provide options for the unbanked or those who have passes provided for 
them will remain an important concern.  

o Survey participants noted a preference for preserving all existing fare 
payment methods for customers.  

• Security, Privacy & Accuracy 

o Participants listed concerns about security of personal information and 
tracking of movements. However, of those who used the technology, the 
majority felt the technology was secure. 

o Participants noted a concern that customers may be overcharged for 
fares.  

o There remains an education gap about the existence of and how to use 
the Tap & Ride Customer Inquiry Page to track transactions and increase 
transparency. Opportunities exist with social services and local 
organizations to provide education. 

• Discount Eligibility 

o Operators do not want to determine discount fare eligibility for customers 
during boarding. Removing this burden from operators can reduce dwell 
time and improve operator safety by reducing potential for conflict with 
customers. 
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o Customers noted a preference to streamline the process of confirming 
eligibility for senior and disabled fares to improve the customer experience 
and potentially increase adoption.  

• Desired Functionality 

o Participants noted that they and others they know need the ability to 
purchase multiple rides at once for family members or companions in 
their care during a single trip.  

o Some participants expressed a preference to pay in advance due to 
concerns about running out of funds for fares later in the month and to 
always know how many trips they had paid for. 

• Customer Satisfaction & Experience  

o Most participants are satisfied with their current fare payment method, 
which includes Tap & Ride for the post-launch survey. 

o Of those surveyed who used Tap & Ride, nearly all indicated they would 
recommend Tap & Ride to a friend.  

o The majority of those surveyed thought that using Tap & Ride saves time 
when boarding. 

o Most focus group participants and survey respondents expressed a desire 
to see Tap & Ride on all buses statewide.  
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3 Roadmap Recommendations 
Based on the survey results and input gathered through engagement activities, the 
statewide implementation of Tap & Ride should be part of a comprehensive policy and 
pricing strategy, including potential fare increases, policy rationalization, and new fare 
payment technology. Packaging these changes together and providing comprehensive 
public education and engagement for them will provide the most effective information to 
customers.  

While cash will continue to be accepted, any potential changes to the Go CT card, mobile 
ticketing, and other types of fare products or fare media will require clear transition plans 
and accessibility options for those who are considered unbanked or underbanked. The 
following are key considerations for CTDOT as they are moving toward statewide 
implementation. 

Implementation 

Statewide Tap & Ride should be implemented as part of a comprehensive policy and 
pricing strategy. While many of these changes will be made in phases throughout the 
state, there will need to be a clear, coordinated public-facing transition plan that outlines 
changes to customer experiences. Internal phases such as installations, testing, onboard 
hardware, and software integrations will be part of the working schedule for the internal 
team. The implementation phases should be communicated in relation to their impact 
on customers and be accompanied by an education and outreach plan.  

Functionality 

While 70% of customers surveyed indicated they used contactless payment for other 
types of purchases and were willing to try Tap & Ride, there are technical and policy 
barriers that will need to be addressed for Tap & Ride statewide to meet the needs of all 
customers: 

• Establish clear fare policies that outline the pricing, discounting, and transfer policies 
for services statewide. 

• Consider ways to enable payment for more than one person with one tap (family, 
groups) 

• Consider the ability for introductory discounting to incentivize adoption. 

• Consider the option to offer affinity and/or rewards programs. 

• Develop a strong option for digital eligibility verification and clarify statewide discount 
programs (existing seniors, disabled, and potential future programs such as veterans, 
low income, and others) for Tap & Ride. 

Customer Evaluation 

• In addition to tracking performance measures related to the system performance, 
consider evaluations that relate to customer adoption and acceptance. This includes 
tracking fare payment practices (cash, Token Transit, Transfers, Tap & Ride, Go CT 
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Card, UPass, etc.) with farebox statistics before, during, and after statewide 
implementation and regularly to track adoption.  

• Perform customer satisfaction surveys at established intervals on fare pricing, 
discounting, and payment experience. Weight the surveys using farebox data to 
ensure statistical accuracy of the findings and focus the questions on decision-
making and barriers to customer adoption. 

Marketing, Engagement, and Education 

Surveyed customers are highly satisfied (89%) with their current payment methods. While 
Tap & Ride for some may be more convenient, the convenience may not outweigh 
concerns over data security, the preference for cash, and discounted fare products that 
exist today. Additionally, while Tap & Ride allows customers to take advantage of fare 
capping and reduces upfront costs of passes, there is a severe lack in understanding of 
how it does so. Education, awareness, communication, and marketing initiatives are 
critical for the success of program expansion and to increase adoption rates. 

• Leverage positive experiences to spread awareness. Word of mouth was the most 
significant way people learned about Tap & Ride. Videos that include testimonials are 
recommended to communicate the use and benefits of Tap & Ride. 

• Provide more visible information on-board buses about the program and its benefits. 

• Exterior bus decals should clearly indicate credit cards are accepted. Some 
participants in engagement activities noted potential confusion between Tap & Ride 
and Wi-Fi symbols.  

• Develop a marketing campaign with multiple objectives: 

o Explain how Tap & Ride, fare changes, and statewide unified fare policies are 
related. 

o Convey the transition plan for customer experience throughout the state. 

o Explain how to use Tap & Ride. 

o Expand the market share of Tap & Ride. 

o Educate about the benefits of Tap & Ride as well as the security of payments. 

o Reach and be customizable to multiple target markets: 

▪ Cash fare customers 

▪ Monthly fare customers 

▪ Token Transit/Go CT customers 

▪ Senior/disabled customers 

▪ Unbanked 

▪ Customers new to the system 

• Fare capping is not well understood by the public and difficult to communicate. 
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o Develop a marketing and communication plan about fare capping that is 
thoroughly tested with focus groups representing all customer segments. 

o Ensure that fare capping is always the least expensive fare option. Depending 
on travel behavior, current fare types such as 10-ride tickets may offer more 
attractive discounts for some customers. With the rollout of the statewide 
unified fare policy and revised fare products, prices should not compete with 
fare capping. 

Equity 

• The pilot surveys indicated a sizable number of customers are unbanked. Tap & Ride 
should incorporate an accessible media for unbanked customers, such as the Cash 
App card or other pre-paid debit cards. A transition time for these customers to adapt 
to the new payment method would provide the best customer experience and allow 
CTDOT the time to put this in place and provide information and materials to support 
these customers to switching how they pay. 

• Tap & Ride should partner with federal, state, and non-profit organizations that 
provide financial benefit programs to facilitate eligibility as well as fare payment using 
those programs. 

While Tap & Ride presents many new opportunities for convenience, efficient fare 
payments, and reduction of cash in the transit systems, it can also be a significant 
change for existing customers. Care should be taken in developing the engagement and 
marketing plan so that customers clearly understand impacts to their individual trips and 
patterns and understand the fares and system benefits.  
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4 Appendix 
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4.1. CTDOT Website  
Click here to visit the CTDOT Tap & Ride website. 
(https://portal.ct.gov/dot/publictrans/bureau-of-public-transportation/tap-
and-ride?language=en_US) 

 

 

 

 

  

https://portal.ct.gov/dot/publictrans/bureau-of-public-transportation/tap-and-ride?language=en_US
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4.2. River Valley Transit Website  
Click here to visit the Tap & Ride CT - River Valley Transit website. 
(https://rivervalleytransit.com/tapridect/) 

 

 

 

  

https://rivervalleytransit.com/tapridect/
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4.3. Operator Focus Group  

4.3.1 Operator Focus Group Summary 
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4.3.2 Operator Focus Group Outreach Poster 
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4.3.3 Operator Focus Group Photos 
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4.4. Pre-Launch Customer Focus Group  

4.4.1 Pre-Launch Customer Focus Group Summary  
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4.4.2 Pre-Launch Customer Focus Group Recruitment Poster 
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4.5. Pre-Launch Survey  

4.5.1 Pre-Launch Survey Summary 
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4.5.2 Pre-Launch Survey Report 
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4.6. Pop Up Events 

4.6.1 Tap & Ride Informational Handout 
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4.7. Press Release  
CTDOT Launches Tap and Ride Pilot Program for Contactless Payments on Public 

Transit 

 

https://portal.ct.gov/dot/ctdot-press-releases/2024/ctdot-launches-tap-and-ride-pilot-program-for-contactless-payments-on-public-transit?language=en_US
https://portal.ct.gov/dot/ctdot-press-releases/2024/ctdot-launches-tap-and-ride-pilot-program-for-contactless-payments-on-public-transit?language=en_US
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4.8. Post-Launch Customer Focus Group  

4.8.1 Post-Launch Customer Focus Group Summary 
 

 



 

ENGAGEMENT SUMMARY CTDOT | 58 

 



 

ENGAGEMENT SUMMARY CTDOT | 59 

 



 

ENGAGEMENT SUMMARY CTDOT | 60 

 



 

ENGAGEMENT SUMMARY CTDOT | 61 

 



 

ENGAGEMENT SUMMARY CTDOT | 62 

 

 

  



 

ENGAGEMENT SUMMARY CTDOT | 63 

4.8.2  Post-Launch Focus Group Flyer 
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4.9.  Post-Launch Survey 

4.9.1  Post-Launch Survey Summary 
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4.9.2 Post-Launch Survey Report 
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