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Survey Objectives

Customer trip characteristics

Customer demographics

Support ridership growth




Methodology

[T Survey
Timeline Instrument Responses

* Oct 8-Dec 1 * Onboard « 2,838
» Weekdays paper completed
and survey surveys
weekends (available e 66%
online) response
* English and rate

Spanish
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Key Take-Aways: Active Transportation
customers

AN
‘ Primarily commuters, multi-year use of Caltrain
\

Frequent riders, high use of season passes

l
‘ Prioritize improvements to service levels and fares

[
‘ Majority of riders without access to a car
/




Mode To/From Caltrain

= More than one half of riders use active transportation to get to
or from Caltrain

How did you get to/from Caltrain today?

Walk all the way
Bicycle/Scooter
Drive car
BART/Muni/VTA
Dropped off by car
TNC

Free shuttle
SamTrans

Other
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Longevity Riding Caltrain

= About one half of respondents started riding Caltrain during the

Pandemic
How long have you been riding Caltrain?

m Bike/Scooter
Walk

m Other

m All Modes

Gﬂ@ﬂﬁ
months year n=2,832

First trip Lessthan6 6 monthstol 1to 2 years 2to 4 years 4 years or more




Trip Purpose

Bike/scooter customers are primarily riding Caltrain to work

What is the purpose of your trip today?

76%

Work 61%
52%
Social/recreational
25% .
m Bike/Scooter
Walk
School 9%
. m Other
1%

Going home EE




Freqguency Riding Caltrain

= Bike/scooter riders tend to ride three or more days/week

How often do you usually ride Caltrain?

3
2
% 2
9
%
2 2 > 2
3 2 2 3 5 3 m Bike/Scooter
o 1 1 0 1 % 9% % Walk
0,
. 8 B ‘ = Other
7 % %
% 1 m All Modes
2 1 o
% 1 o
() 0
6 5 < 5

% % %

%
Lessthanoncea 1-3 days/month  1-2 days/week  3-4 days/ week 5 days/week 6-7 days/week ca’@

month n=2,787




Fare Media Usage

= Bike/scooter customers primarily use season passes

How did you pay for this trip today?

29%
Clipper cash value 34%
35%

33%

Caltrain monthly pass 24%

21% .
m Bike/Scooter
Walk
14%16% m Other

m All Modes

22%
Go Pass

8%

One-way ticket 15%

16%

7%

Day Pass 10%
® 130 Cal
n=2,781




Access to a Car

= Access to acar is lowest amongst active transportation riders

Did you have access to a car for this particular trip?

Yes

m Bike/Scooter
Walk

m Other

m All Modes
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Access to Caltrain Information

= Caltrain website primary source for Caltrain information

How do you get schedules and other Caltrain information?

Caltrain Website
m Bike/Scooter

Walk
m Other
m All Modes

Web Search
Google/Apple Maps
Caltrain App (3rd Party)
Station information boards
Printed material on train
Twitter

Other

o
n=2,838




Home ZIP Code

= Riders living in San Francisco and San Mateo counties more
likely to use active transportation

What is your home ZIP code?

m Bike/Scooter
- 300 | Walk

S B O T = Ooth
. er

m All Modes

| 270l
Other California m:m

11%
Unknown/ Out of State B c
49 al@
n=2,479




= Male riders most likely to use active transportation

Gender:

Male

m Bike/Scooter
Walk

m Other

m All Modes

Female

Non-Binary/Other
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What would encourage you to ride Caltrain more often?

What Will it
Tak e to Ri d e Specific schedule changes

More frequency

IVI O r e Lower fares/changes to fare
calculation
F r u n t I y On-time performance

Faster trains

Better transit connections

Extend service/new stop

Cleaner trains/stations

Wi-Fi on the trains

Other Onboard amenities




What would encourage you to ride Caltrain more often?

What Will it
Take to Ride

More frequency

IVI O r e Lower fares/changes to fare
calculation
F r u n t I y On-time performance

Faster trains

Better transit connections

Extend service/new stop

Cleaner trains/stations

Wi-Fi on the trains

Other Onboard amenities




Customer Satisfaction

= High overall satisfaction with Caltrain experience

How well is Caltrain meeting your needs?

m Bike/Scooter
Walk

m Other

m All Modes

1 2 3 4 5
Satisfaction Rating Cal'
1=Very Dissatisfied, 5=Very Satisfied

n=2,728

Overall Caltrain experience




Next Steps

Grow ridership through bike/scooter
marketing campaign and new fare
products.

|dentify opportunities to increase active
transportation usage in Santa Clara
County.

Maintain how-to ride materials.

Explore opportunities with active
transportation organizations.

cal@




Upcoming Research

Annual Customer Satisfaction Survey Results
Q1 2024

MTC Caltrain Survey
Spring 2024




Comments, questions?

Julian Jest, Manager - Market Research
jestj@samtrans.com
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