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INTRODUCTION 
 
Satisfied customers are a key element in BART’s effort to maintain and increase ridership. As part 
of this effort, BART customers are surveyed every two years to determine how well BART is 
meeting customers’ needs and expectations. These surveys, initiated in 1996, are conducted by 
an independent research firm.  
 
BART management and staff use customer satisfaction surveys to focus on specific service areas 
and issues important to BART customers. Making informed choices allows BART to better serve 
current riders, attract new customers, and enhance the quality of life in the Bay Area. 
 
This report is based on 6,216 questionnaires completed by BART customers. These customers 
were surveyed while riding on randomly selected BART cars during all hours of operation on 
weekdays and weekends in September 2008.  
 
The following Executive Summary highlights the most salient findings of the survey. Subsequent 
sections present detailed analyses of the factors that influence customer satisfaction and a full 
description of the survey methodology, including a copy of the questionnaire. 
 
The initial survey questions ask customers to describe their use of the system. Customers are then 
asked three key opinion tracking questions focusing on: 
• Overall satisfaction; 
• Willingness to recommend BART; and  
• Perceptions of BART’s value for the money. 
 
In addition, the survey probes for ratings of 47 specific service attributes, ranging from on-time 
performance to station cleanliness. BART uses the service attribute ratings to set priorities for 
initiatives to sustain and improve customer satisfaction. 
 
It should be noted that a number of changes have occurred since the 2006 study. Those which 
might influence customer satisfaction include: 
• An average fare increase of 5.4% beginning January 1, 2008; 
• A service increase beginning January 1, 2008, cutting headways from 20 minutes to 15 

minutes on evenings, Sundays, and holidays; 
• An increase in staffing and materials to improve train cleanliness, implemented in response to 

survey results from 2006; 
• A fire at BART’s Hayward train yard on May 10, 2008, resulting in increased travel time for 

those boarding south of Bay Fair for approximately two months; 
• A dramatic increase in gasoline prices, peaking around $4.60 per gallon in San Francisco 

during June 2008; and 
• Ridership growth of about 10%, resulting in a record-breaking number (380,000) of average 

weekday trips in September 2008. Such high levels of ridership place greater demand on the 
system and increase crowding on trains. 
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EXECUTIVE SUMMARY 
 

BART continues to be well regarded by its customers: 
• Overall satisfaction among riders is 84%.  
• 93% definitely or probably would recommend BART to a friend or out-of-town guest. 
• 71% agree strongly or somewhat that “BART is a good value for the money.”  
 
 
Although BART continues to receive high marks among customers, there is some slippage in 
overall satisfaction in 2008 when compared to previous years. The current overall satisfaction 
rating of 84% compares to 85% in 2006 and 86% in 2004. 
 
Focusing on just the “top tier” rating, the percentage of BART customers that give the highest 
satisfaction rating has declined somewhat. Nevertheless, the percentage that would definitely 
recommend BART has been relatively steady since 2004, and the percentage that agrees strongly 
that BART is a good value has increased. 
 
 

 
Percent of BART customers saying . . . 

 
2004 

 
2006 2008

 

They are very satisfied........................................................................  

 

46% 43% 42%

They would definitely recommend BART .......................................  70% 69% 70%

They agree strongly that BART is a good value for the money .......  28% 26% 32%

 
 
Customers in all demographic and behavioral groups give positive satisfaction ratings to BART. 
These segments include: weekday peak, weekday off-peak, and weekend customers; frequent 
and infrequent riders; and customers of all ages, genders, ethnicities, and income levels. 
 
BART operates in a competitive environment. Most BART customers, 76%, are “choice riders;” 
that is, they choose BART over other available modes of transportation. Nearly half, 49%, could 
have driven (by themselves or in a carpool) instead of using BART on their surveyed trip. Three in 
ten could have taken a bus or some other form of public transit. Overall, only 24% say that BART 
is their only option. 

 
Among ratings of specific service attributes, the highest-rated and lowest-rated attributes are 
relatively consistent with the last survey. The highest-rated attributes are: availability of 
maps/schedules, bart.gov website, on-time performance, timeliness of connections between 
BART trains, and reliability of faregates. The lowest-rated attributes are: restroom cleanliness, 
presence of BART Police on trains, presence of BART Police in parking lots, availability of space 
for luggage, bicycles, and strollers (new measure), noise level on trains, and condition/cleanliness 
of seats on trains (new measure). 
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EXECUTIVE SUMMARY (continued) 
 
Looking at changes in attribute ratings over the last two years, most improved or stayed the 
same, while some declined. Of the 43 comparable ratings: 
• 17 attributes had statistically significant improvements; and 
• 5 attributes had statistically significant declines (refer to Appendix C for details). 

 
Ratings improved for train interior cleanliness and trains kept free of graffiti.  Because train 
interior cleanliness was one of the Target Issues identified in the 2006 study, BART made 
investments in this area in the past two years, including more end-of-line cleaning, replacing 
seat cushions more frequently, and replacing carpeting on some cars with hard-surface flooring. 
These investments appear to have paid off. 
 
Other attributes with healthy improvements include: escalator availability and reliability, timely 
information about service disruptions, and timeliness of connections with buses. BART upgraded 
many of its escalators since the last survey, which most likely contributed to the higher ratings. In 
the area of providing information about service disruptions, BART introduced real time service 
advisories via online and mobile technologies, thus providing BART customers with more 
channels for staying informed. It should also be noted that customer ratings have steadily 
improved in this area since 2000, reflecting favorably on the efforts of BART’s Operations 
Control Center, which updates passengers about delays via announcements and electronic 
messaging. The improvement in bus connections may be related to an increase in the amount of 
real-time bus arrival data now available via NextBus.  
 
Both BART personnel ratings - availability of Station Agents and helpfulness and courtesy of 
BART personnel - are the highest ratings ever achieved on these two attributes. Station Agents 
and other BART personnel are to be commended for their efforts in this regard, particularly since 
the higher ratings take place during a significant increase in ridership. 
 
In addition, improvements BART made as a result of previous Customer Satisfaction studies may 
contribute to higher personnel ratings. There has been a noted decline in ticket-related 
problems (a key target issue in past studies) requiring Station Agent assistance, particularly 
compared to the 1990s. This is a result of a modernization program that greatly improved ticket 
vending machine and faregate reliability over the past decade, as well as the shift of many BART 
customers to EZ Rider cards for fare payment over the past two years. 
 
The attributes with the biggest declines are: enforcement of no eating and drinking policy and 
comfortable temperature aboard trains. BART’s no eating and drinking policy received press 
coverage in 2008 as BART considered modifying its policy to allow some beverages in specific 
containers. The increased attention to this matter may be a factor in the ratings for this 
attribute. Regarding the temperature onboard trains, August/September 2008 was significantly 
hotter than August/September 2006, particularly the week prior to the survey. In addition, the 
significant ridership increase between 2006 and 2008 most likely resulted in more riders per car 
in 2008. These two factors would have put additional stress on the heating, ventilation, and air 
conditioning (HVAC) systems on BART trains, potentially making the trains less comfortable.   
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EXECUTIVE SUMMARY (continued) 
 
Other attributes with relatively large declines are availability of seats on trains, noise level on 
trains, and presence of BART Police on trains. It is not surprising that availability of seats on 
trains has declined, given increased crowding on trains due to ridership growth. While the causes 
of noise on the trains are complex, some improvement is expected as BART is currently in the 
process of deploying a second rail grinder. It is important for BART to continue to monitor this 
issue, as well as explore and test alternate ways of resolving it, as noise level on trains is among 
the lowest-rated attributes and is fairly important to passengers.  
 
On-time performance continues to be the top driver of overall satisfaction. While the rating of 
this attribute declined slightly in 2008, the change is not statistically significant, and it remains 
among the top-rated attributes. Continued success in this area is key to sustaining a high level of 
satisfaction in coming years. 
 
As noted, the overall BART satisfaction rating is showing some erosion compared to the 2004 
and 2006 measurements. Nevertheless, customers are more likely to perceive BART as a good 
value for the money compared to 2004 and 2006. This may be due in part to perceptions of value 
in relation to rapidly rising gas prices in 2008, as well as the fact that BART has kept fare 
increases under inflation.^  
 
The future holds many challenges for BART. It is important to continue to deliver services which 
result in positive satisfaction levels. While 20% of BART riders have been riding less than one 
year, they are fairly satisfied with BART’s service, and their retention is important. High 
satisfaction levels will help BART maintain/increase ridership. Achieving these goals requires: 
• Ongoing investment, especially in train interior improvements; 
• Continued employee focus on customer service; and 
• Fiscal decisions that maintain service levels and service quality as much as possible. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
^ Per a BART board resolution, the fare increases in 2006 and 2008 were computed using a productivity-adjusted CPI-based formula. 

The formula accounts for changes in inflation, less a productivity factor of one-half of one percent. Inflation is calculated using 
both a national and a local consumer price index. 
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OVERALL SATISFACTION - TRENDING 
(2004 / 2006 / 2008 Comparison) 
 
Overall satisfaction measured by those who are very satisfied or somewhat satisfied has 
dropped slightly, from a record level of 86% in 2004 to 85% in 2006 and 84% in 2008. Those 
who are very satisfied dipped from 46% to 42% over this time period. 
 

 
 
 

46%

40%

9%

3%
1%

43% 43%

9%

4%

1%

42% 42%

10%

5%

1%

Very Satisfied Somewhat
Satisfied

Neutral Somewhat
Dissatisfied

Very Dissatisfied

2004: 86% Satisfied

2006: 85% Satisfied

2008: 84% Satisfied
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2008 OVERALL SATISFACTION 
(Peak / Off-Peak / Weekend Comparison) 
 
While overall satisfaction is at 84%, there are key differences among customers who ride during 
different time periods. Peak riders are more likely to be somewhat satisfied (as opposed to very 
satisfied), while a higher percentage of off-peak and weekend riders say they are very satisfied 
with BART. 

 
 

 

10%

5%

1%

10%

5%

1%

11%

4%
1%

3%
1%

42% 42%
44%

39%

44%

40%

11%

35%

50%

Very Satisfied Somewhat
Satisfied

Neutral Somewhat
Dissatisfied

Very Dissatisfied

Total

Peak

Off-Peak

Weekend
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WILLINGNESS TO RECOMMEND BART - TRENDING 
(2004 / 2006 / 2008 Comparison) 
 
Willingness to recommend BART has been steady over the last four years, with 70% in the 
“definitely recommend” category. 

 
 

 

 

70%

23%

5%
1% <1%

69%

25%

6%

1% <1%

70%

23%

5%
1% <1%

Definitely Probably Might or Might
Not

Probably Not Definitely Not

2004: 93% Would Recommend

2006: 93% Would Recommend

2008: 93% Would Recommend
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2008 WILLINGNESS TO RECOMMEND BART  
(Peak / Off-Peak / Weekend Comparison) 
 
Peak period customers are slightly less likely to definitely recommend BART than off-peak and 
weekend riders. 

 
 

 

 

70%

5%
1% <1%

68%

5%
1% 1%

71%

6%

1% <1%

74%

4%
1% <1%

23%
25%

22% 21%

Definitely Probably Might or Might
Not

Probably Not Definitely Not

Total

Peak

Off-Peak

Weekend

 
 

BART Marketing and Research Department 11 
Corey, Canapary & Galanis Research 



2008 BART CUSTOMER SATISFACTION STUDY  

PERCEPTION OF BART AS GOOD VALUE - TRENDING 
(2004 / 2006 / 2008 Comparison) 
 
BART is seen as a good value, and this rating is considerably higher in 2008 (71%) than in 2006 
(67%). This may reflect the fact that BART has kept fare increases under inflation^ while 
gasoline prices soared, particularly in 2008. 

 
 

 

 

28%

39%

18%

11%

3%

26%

41%

18%

11%

4%

32%

40%

17%

8%

3%

Agree Strongly Agree Somewhat Neutral Disagree
Somewhat

Disagree Strongly

2004: 67% Agree

2006: 67% Agree

2008: 71% Agree

^ Per a BART board resolution, the fare increases in 2006 and 2008 were computed using a productivity-adjusted CPI-based formula. 
The formula accounts for changes in inflation, less a productivity factor of one-half of one percent. Inflation is calculated using 
both a national and a local consumer price index. 
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2008 PERCEPTION OF BART AS GOOD VALUE 
(Peak / Off-Peak / Weekend Comparison) 
 
Fewer peak period riders strongly agree that BART is a good value for the money than off-peak 
or weekend customers.  
 
Peak period customers generally ride BART five or more days per week, so the aggregate fares 
they pay far exceed fares paid by off-peak and weekend customers, who tend to ride less 
frequently. 

 

 

32%

40%

17%

8%

3%

30%

42%

16%

9%

3%

32%

18%

8%

3%

38%

16%
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SPECIFIC SERVICE ATTRIBUTES 
 
In the 2008 survey, customers rated BART on 47 specific service attributes, four of which were 
new measures. The chart on the opposite page shows mean ratings for each of these 47 service 
attributes. Items appearing towards the top of the chart are rated highest, while items 
appearing at the bottom are rated lowest. The average rating (on a scale from 1 = Poor to  
7 = Excellent) is shown next to the bar for each item. Given the large sample sizes, mean ratings 
are generally accurate to within ±0.04 at a 95% confidence level.  
 
BART received the highest marks on: 
• Map and schedule availability 

• bart.gov website 

• On-time performance of trains 

• Timeliness of connections between BART trains 

• Reliability of faregates 

• Access for people with disabilities 

• Reliability of ticket vending machines 

 
BART received the lowest ratings for: 
• Restroom cleanliness 

• Presence of BART Police on trains 

• Presence of BART Police in parking lots 

• Availability of space on trains for luggage, bicycles, and strollers 

• Noise level on trains 

• Condition / cleanliness of seats on trains 

• Enforcement of no eating and drinking policy 

• Clarity of public address announcements 

 
For a chart showing the percentage results, please see Appendix D. 
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2008 RATING OF SPECIFIC SERVICE ATTRIBUTES 
Mean Rating (7 point scale) 
 

Map and schedule availability 5.81 
bart.gov website 5.59 

On-time performance 5.57 
Timeliness of connections between BART trains 5.43 

Reliability of faregates 5.42 
Access for people with disabilities 5.39 

Reliability of ticket vending machines 5.37 
Timely information about service disruptions 5.32 

Signs with transfer/platform/exit directions 5.30 
Train interior kept free of graffiti 5.29 

Length of lines at exit gates 5.26 
Frequency of service 5.23 
Hours of operation 5.17 

Stations kept free of graffiti 5.13 
Helpfulness and courtesy of BART personnel 5.10 

Lighting in parking lots 5.07 
Comfort of seats on trains 5.07 

Availability of bicycle parking 5.00 
Escalator availability & reliability 5.00 

Overall station condition 5.00 
Timeliness of connections with buses 4.96 

Availability of Station Agents 4.94 
Elevator availability & reliability 4.91 

Availability of standing room on trains^ 4.90 
Leadership in solving regional transp. problems 4.89 

Enforcement against fare evasion 4.87 
Comfortable temperature aboard trains 4.87 

Personal security in the BART system 4.84 
Station cleanliness 4.77 

Appearance of train exterior 4.74 
Appearance of landscaping 4.71 

Availability of seats on trains 4.70 
Train interior cleanliness 4.58 

Availability of car parking 4.56 
Process for receiving  ticket refunds 4.54 

Elevator cleanliness 4.53 
Presence of BART Police in stations 4.51 

Condition/cleanliness of train windows 4.48 
Condition/cleanliness of train floors^ 4.42 

Clarity of P.A. announcements 4.33 
Enforcement of no eating & drinking policy 4.32 

Condition/cleanliness of seats on trains^ 4.31 
Noise level on trains 4.31 

Availability of space for luggage, bicycles, etc.^ 4.27 
Presence of BART Police in parking lots 4.24 

Presence of BART Police on trains 3.92 
Restroom cleanliness 3.91 

 
 
^ New attribute on the 2008 survey
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SPECIFIC SERVICE ATTRIBUTE RATING CHANGES   

 
 Overall, about 60% of customer ratings of specific service attributes were higher in 2008 

compared to 2006, while 37% of customer ratings were lower. The chart in the next sub-section 
shows the percent change in the mean rating from 2006 to 2008. Note that most changes in 
customer ratings of specific service attributes were relatively modest in the 2008 survey, with 
none of the 43 comparable attributes increasing or decreasing by more than 6%. Only five of the 
43 comparable attributes increased or decreased by more than 3%.  

 
The attributes with the largest increases in ratings are: 
• Train interior cleanliness (+5.8%) 
• Train interior kept free of graffiti (+3.5%) 
• Escalator availability and reliability (+3.1%) 
• Timely information about service disruptions (+2.5%) 
• Timeliness of connections with buses (+2.3%) 
 
Train interior cleanliness was one of the Target Issues identified in the 2006 study. In response, 
BART increased end-of-line cleaning to seven days per week, hired additional staff to perform 
heavy cleaning, and increased management presence to ensure staff are properly trained and 
supported. Additionally, BART car renovations have included replacing carpeting in certain cars 
with hard-surface flooring, which is generally perceived by customers as improving cleanliness, as 
well as more frequent seat cushion replacement. 
 
With regard to escalators, higher customer ratings in 2008 track BART’s internal metrics, which 
show an increase in street escalator availability from 96% during the survey period in 2006 to 
99% in 2008. The improvements are most likely due to escalator upgrades performed since the 
last survey and an increased focus on preventive maintenance. Specifically, mechanical Missing 
Step Devices on 90 escalators were upgraded to electronic proximity switches, and the oiling 
schedule was increased on other escalators. Additionally, low seasonal rainfall, resulting in less 
flooding and water intrusion, as well as low vandalism on handrails, may have contributed to 
the improvement. 
 
In providing information about service disruptions, BART introduced real time service advisories 
via Internet, mobile web, RSS (Really Simple Syndication) feed, and Twitter feed, thus providing 
BART customers with more channels for staying informed. By the end of 2008, approximately 
12,000 BART customers had signed up for service advisory e-mail or text message alerts. It should 
also be noted that customer ratings have steadily improved in this area since 2000, reflecting 
favorably on the efforts of BART’s Operations Control Center, which updates passengers about 
delays via announcements and electronic messaging.  
 
The improvement in bus connections may be related to an increase in the amount of real time 
bus arrival data now available via NextBus. NextBus is available for San Francisco Muni bus 
routes, as well as select AC Transit bus routes. There are also other sources now available for 
transit connection information, such as 511.org (new website with added features released in 
July 2008) and Google Transit (Bay Area version released in April 2008). 
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The attributes with the largest decreases in ratings are: 
• Enforcement of no eating and drinking policy (-5.7%) 
• Comfortable temperature aboard trains (-3.2%) 
• Availability of seats on trains (-1.9%) 
• Noise level on trains (-1.8%) 
• Presence of BART Police on trains (-1.5%) 
 
BART’s no eating and drinking policy received press coverage in 2008 as new coffee kiosks 
opened in BART stations, and BART was considering modifying its policy to allow some 
beverages in specific containers. The increased focus on this matter may have factored into the 
ratings change for this attribute.  
 
Regarding the temperature onboard trains, weather data show that August/September 2008 was 
significantly hotter than August/September 2006, particularly in the period just prior to the 
survey. In 2008, the average high temperature in Concord was 94 degrees for the seven days 
preceding the survey, as compared to 85 degrees in 2006.  In addition, the significant ridership 
increase between 2006 and 2008 most likely resulted in more riders per car in 2008. These two 
factors would have put additional stress on the heating, ventilation, and air conditioning (HVAC) 
systems on BART trains, potentially making the trains less comfortable.   
 
It is not surprising that availability of seats on trains has declined, given increased crowding on 
trains due to ridership growth. BART has also removed seats on certain cars as they are 
renovated in an effort to accommodate more passengers. Though only a small percentage of 
cars had been modified at the time of the survey, the fact that seats were being removed had 
been reported by the media in 2008. 
 
While the causes of noise on the trains are complex, some improvement is expected, as BART is 
currently in the process of deploying a second rail grinder. It is important for BART to continue 
to monitor this issue, as well as explore and test alternate ways of resolving it, as noise level on 
trains is among the lowest-rated attributes and is fairly important to passengers.  
 
Regarding the presence of BART police on trains, some customers specified in the open-ended 
comments section that they would especially like to see more police presence at night. 
Frequently mentioned onboard enforcement issues included BART’s no food/drink policy, misuse 
of senior/disabled seating, passengers putting their feet on seats, iPod noise, and security 
concerns regarding other BART passengers (e.g., panhandlers, intoxicated passengers, those 
generally “disturbing the peace”). It should be noted that while presence of BART police on 
trains declined, the change is not statistically significant at the 95% confidence level.^ 
 
 
^ All absolute differences of 0.07 or more registered as statistically significant at the 95% confidence level; differences of 0.06 may or 

may not register as statistically significant (see Appendix C for details). 
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SERVICE ATTRIBUTE RATINGS: PERCENTAGE CHANGES 
2008 vs. 2006 comparisons^ 
 

SCALE: 1 = Poor, 7 = Excellent 
2008 
Mean 

2006 
Mean Difference 

 
%Change 
(mean) ^^ 

Train interior cleanliness 4.58 4.33 0.25 5.77% 
Train interior kept free of graffiti 5.29 5.11 0.18 3.52% 
Escalator availability & reliability 5.00 4.85 0.15 3.09% 
Timely information about service disruptions 5.32 5.19 0.13 2.50% 
Timeliness of connections with buses 4.96 4.85 0.11 2.27% 
Availability of car parking 4.56 4.46 0.10 2.24% 
Leadership solving regional trans. problems 4.89 4.79 0.10 2.09% 
Availability of Station Agents 4.94 4.84 0.10 2.07% 
Helpfulness and courtesy of BART personnel   5.10 5.01 0.09 1.80% 
Station cleanliness 4.77 4.69 0.08 1.71% 
Lighting in parking lots 5.07 4.99 0.08 1.60% 
Appearance of landscaping 4.71 4.64 0.07 1.51% 
Elevator availability & reliability 4.91 4.84 0.07 1.45% 
Presence of BART Police in parking lots 4.24 4.18 0.06 1.44% 
Availability of maps and schedules  5.81 5.73 0.08 1.40% 
Signs w/ transfer/platform/exit directions  5.30 5.23 0.07 1.34% 
Timeliness of connections between BART trains 5.43 5.36 0.07 1.31% 
bart.gov website 5.59 5.52 0.07 1.27% 
Stations kept free of graffiti 5.13 5.08 0.05 0.98% 
Presence of BART Police in stations 4.51 4.48 0.03 0.67% 
Overall station condition 5.00 4.97 0.03 0.60% 
Comfort of seats on trains 5.07 5.04 0.03 0.60% 
Frequency of train service 5.23 5.20 0.03 0.58% 
Condition/cleanliness of train windows 4.48 4.46 0.02 0.45% 
Hours of operation 5.17 5.15 0.02 0.39% 
Elevator cleanliness 4.53 4.52 0.01 0.22% 
Reliability of ticket vending machines  5.37 5.37 0.00 0.00% 
On-time performance  5.57 5.58 -0.01 -0.18% 
Restroom cleanliness 3.91 3.92 -0.01 -0.26% 
Reliability of faregates 5.42 5.44 -0.02 -0.37% 
Availability of bicycle parking 5.00 5.02 -0.02 -0.40% 
Appearance of train exterior 4.74 4.76 -0.02 -0.42% 
Clarity of public address announcements 4.33 4.35 -0.02 -0.46% 
Access for people with disabilities 5.39 5.44 -0.05 -0.92% 
Personal security in the BART system 4.84 4.89 -0.05 -1.02% 
Length of lines at exit gates 5.26 5.32 -0.06 -1.13% 
Enforcement against fare evasion 4.87 4.93 -0.06 -1.22% 
Process for receiving ticket refunds 4.54 4.60 -0.06 -1.30% 
BART Police presence on trains 3.92 3.98 -0.06 -1.51% 
Noise level on trains 4.31 4.39 -0.08 -1.82% 
Availability of seats on trains 4.70 4.79 -0.09 -1.88% 
Comfortable temperature aboard trains 4.87 5.03 -0.16 -3.18% 
Enforcement of no eating & drinking policy 4.32 4.58 -0.26 -5.68% 
 
 
^ “Enforcement of no smoking policy” was deleted from the 2008 questionnaire. “Availability of space on trains for luggage, 

bicycles, and strollers,” “Availability of standing room on trains,” “Condition/cleanliness of seats on trains,” and 
“Condition/cleanliness of floors on trains” were added to the 2008 questionnaire. 

^^The % change (mean) is calculated by dividing the difference in means by the 2006 mean. For example, on the “Enforcement of no 
eating/drinking policy” rating, the 2008 rating is 4.32; the 2006 rating was 4.58. The difference between these two mean ratings is 
 -0.26. So the calculation for the above table is -0.26 divided by 4.58 = -5.68%.  
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QUADRANT ANALYSIS 
 
The chart on the opposite page (titled "2008 Quadrant Chart") is designed to help set priorities 
for future initiatives to improve customer satisfaction. This chart quantifies how important each 
service characteristic appears to be from a customer perspective (using the vertical axis) and 
shows the average customer rating for each characteristic (using the horizontal axis). For a more 
detailed description of how this chart is derived, see Appendix G. 
 
The vertical axis crosses the horizontal axis at the average (mean) performance rating from the 
benchmark survey in 1996. This vertical axis has remained in this location in all subsequent 
surveys so that Quadrant Charts can easily be compared year-to-year. 
 
The "Target Issues" quadrant identifies those service attributes which appear to be most 
important, but which are rated relatively low by BART riders. Based on the vertical axis used 
since 1996, the target issues include: 

• Car interior cleanliness 
• Seat condition / cleanliness 
• Space for luggage, bicycles, and strollers 
• Floor condition / cleanliness 

 
It is worth noting that the car interior cleanliness rating has improved significantly since the 2006 
survey. The other three Target Issues are new measures introduced on the 2008 questionnaire. 
 
Identifying how the above issues can be addressed may be driven by resources available and 
tradeoffs. In considering strategies to address these items, it will also be important to maintain 
the ratings for those items in the top right quadrant, particularly on-time performance. 
 
For comparison purposes, the 2006 Quadrant Chart is included after the 2008 chart. 
 
Note: The vertical axis on the opposite page is based on using a mean statistic of 4.685 - the average mean score of all the attributes 
for the 1996 benchmark study. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

20 BART Marketing and Research Department 
Corey, Canapary & Galanis Research 



2008 BART CUSTOMER SATISFACTION STUDY  

 
2008 Quadrant Chart 
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2006 Quadrant Chart
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SATISFACTION TRENDS 
 
The chart below shows the overall satisfaction ratings recorded since the first BART Customer 
Satisfaction Survey in 1996. The chart is further annotated to show some significant factors 
impacting customer perceptions and use of BART. 
 
In 1996, 80% of customers were satisfied with BART. Two years later customer satisfaction had 
dropped to a low of 74%. The events most likely to influence customer satisfaction, which took 
place in between the two surveys, were a large fare increase (the third since 1995), a work 
stoppage, and aging equipment. Also, the effects of the renovation program began to be felt 
during this period. Customer satisfaction often suffers at the beginning of a renovation program 
because service is impacted by cars, escalators, and elevators being taken off-line.  
 
By 2002, customer satisfaction was back up to 80%, and in 2004, BART registered an all-time 
high rating of 86%. Factors that increased satisfaction probably included keeping fare increases 
relatively small, the opening of the extension to the San Francisco International Airport, the 
introduction of permit parking, and the completion of the renovation program.  
 
The 2006 survey reflects residual effects of these improvements. Other factors in the 2004 to 
2006 time period were another small fare increase and a labor settlement without a work 
stoppage. In 2008, ridership surged as gas prices rose, and a fire in the Hayward train yard in 
May impacted riders on the Fremont line. However, BART improved train interior cleanliness and 
increased evening and Sunday train frequency beginning January 1, 2008. 
 
 

Satisfaction Trends: 1996-2008 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Daily Parking Fees 
Introduced (2005) 

Gas $4.61/Gallon 
6/08 

Hayward Fire 
5/08

Fare Increase 
1/06 (3.7%) 

Fare Increases
  1/03    1/04 
(5.0%)  (10.0%)

Permit 
Parking
12/02

80% 

74% 

78%

80%

86%
85% 

84%

Fare Increase
1/08 (5.4%) 

EZ Rider 
Introduced 

10/06 

Labor 
Settlement

7/05

Service  
Increase 

1/08 

#1 APTA Award
8/04

SFO Opens 
6/03

75

80

85

90

1996       1998 2000

Fare Increases^ 
  4/96           4/97 
(13.0%)    (11.4%) 

Labor Settlement
9/01

Work Stoppage 
9/97 

2002 2004 2006 2008
Renovation Program (1996-2004)  

 
 
^  Percentages shown reflect average fare increases. The 2006 fare increase of 3.7% does not include an additional $0.10 capital 

surcharge. 
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BART CUSTOMER ETHNICITY COMPARED TO REGIONAL DATA 
 
BART customers’ ethnicities reflect the diversity of the Bay Area. 
 
 
 
 

 
Sources:  
 U.S. Census Bureau, 2007 American Community Survey 1-Year Estimates: Table C03002 “Hispanic or Latino Origin by Race.” 

Universe: Total Population. (http://factfinder.census.gov) 
 BART 2008 Customer Satisfaction Survey 
 
Notes: 
1) The ACS 2007 estimates shown only include data for the four counties within BART’s service area: Alameda, Contra Costa, San 

Francisco, and San Mateo. Census tables adjust for unit non-responses by weighting at the tract-level. 
2) The categories shown in this chart classify respondents based on single vs. two-plus race and Hispanic vs. non-Hispanic. The 

categories “White,” “Black/African American” “Asian/Pacific Islander,” and “American Indian/Alaska Native” only include 
respondents who reported a single race and are non-Hispanic. All two-plus race, non-Hispanic responses are included within 
“Other.” All Hispanic responses are included within Hispanic, regardless of race. Note that ethnicity data are categorized 
differently in other charts within this report, so the percentages shown will differ. 

3) The BART data distribution is based on 6,109 actual responses and excludes 2% non-response. 
4) In order to maintain comparability with prior years’ BART data, those who responded to the ethnicity question but skipped the 

Hispanic question are included within the non-Hispanic race categories.  
5) Totals may not add to 100% due to rounding. 
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American
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Bay Area Census Data (2007 ACS Estimates)
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BART CUSTOMER INCOMES COMPARED TO REGIONAL DATA 
 

BART customers’ household incomes approximately track regional household income 
distribution; however, there are notable differences at the lowest and highest income 
categories. 
 
 

 

8%

18%

16%

13%

17%

8%

10%

14%

10%

18% 18%

12%

15%

7%
6%

10%

Less than
$15K

$15,000 -
$24,999

$25,000 -
$49,999

$50,000 -
$74,999

$75,000 -
$99,999

$100,000 -
$149,999

$150,000 -
$199,999

$200,000
and over

Bay Area Census Data (2007 ACS Estimates)

BART 2008 Customer Satisfaction Survey

 
Sources:  
• U.S. Census Bureau, 2007 American Community Survey 1-Year Estimates: Table C19001 “Household Income in the Past 12 Months.” 

Universe: Households. (http://factfinder.census.gov) 
• BART 2008 Customer Satisfaction Survey 
 
Notes: 
1) The ACS 2007 estimates shown only include data for the four counties within BART’s service area: Alameda, Contra Costa, San 

Francisco, and San Mateo. Census tables adjust for unit non-responses by weighting at the tract-level. 
2) The BART data distribution is based on 5,659 actual responses and excludes 9% non-response. Note that other tables within this 

report include non-responses, so the percentages shown will differ. 
3) Totals may not add up to 100% due to rounding. 
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QUESTIONNAIRE 
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Appendix B: 
COMPLETE TABULATIONS 

 
 
 
 
 
 
 
 
 
 
 
Note: “NA” includes question non-response unless otherwise indicated. 
 
Percentages were rounded up at the 0.5% level (if 0.5% or above, the percentage was rounded up; if 0.4% or below, the percentage 
was rounded down). Columns may not add to 100% due to rounding. In rare instances in 2004 and 2006, when the column added to 
more or less than 100%, additional statistical rounding was performed to reach exactly 100%. 
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TIME ENTERED THE BART SYSTEM FOR THIS TRIP 

 
 
 
The following time distribution includes both weekday and weekend survey periods. 
 
      Total   
    2004  2006  2008 

2. What time did you enter the BART system for this trip?   

 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 AM 
 Before 6am 3  4  4 
 6am – 9am 21  28  23 
 9am – 12 noon 16  16  15 
 
 PM 
 12 noon – 4pm 15  13  17 
 4pm – 7pm 35  30  32 
 After 7pm  10  8  8 
 DK/NA  *  1  1 
    100  100  100 
 
* Less than 1% 
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BART STATION ENTERED AND EXITED 

  
The following charts show BART stations entered by survey participants and BART stations at 
which they planned to exit. 
 
 STATION ENTERED STATION EXITED         
 September 2008 September 2008 
BASE: (All Respondents – 6,216) (%) (%) 
 

1. Which BART station did you enter before boarding this train? 
3. At which BART station will you exit the system? 

EAST BAY 
 RICHMOND           1    1 
 EL CERRITO DEL NORTE    2    2 
 EL CERRITO PLAZA                1    1 
 EL CERRITO (unspecified)    1    * 
 NORTH BERKELEY    2    1 
 DOWNTOWN BERKELEY    4    4 
 ASHBY    1    1 
 MACARTHUR     2   2 
 19TH STREET/OAKLAND    2    2 
 12TH STREET/OAKLAND CITY CENTER  3    3 
 LAKE MERRITT    2    2 
 FRUITVALE    2    2 
 COLISEUM/OAKLAND AIRPORT   2    2 
 SAN LEANDRO     2   1 
 BAY FAIR    2    1 
 HAYWARD    2    1   
 SOUTH HAYWARD    1    1 
 UNION CITY    2    1 
 FREMONT    3    3 
 CONCORD    1    1 
 PLEASANT HILL    1    1 
 WALNUT CREEK    1    1 
 LAFAYETTE    1    1   
 ORINDA    1    1 
 ROCKRIDGE    1    1 
 WEST OAKLAND    1    1 
 NORTH CONCORD/MARTINEZ   1    *  
 OAKLAND (unspecified)    *    * 
 CASTRO VALLEY    1    1   
 DUBLIN/PLEASANTON    3    2 
 PITTSBURG/BAY POINT    1    1 
 
*Less than 1% 
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BART STATION ENTERED AND EXITED (continued) 
 
 
 
 
 
 
 
 
 STATION ENTERED STATION EXITED         
 September 2008 September 2008 
BASE: (All Respondents – 6,216) (%) (%) 
 
     
WEST BAY             
 EMBARCADERO 8 8 
 MONTGOMERY STREET 7 7 
 POWELL STREET 7 7 
 CIVIC CENTER/UN PLAZA 5 5 
 16TH STREET/MISSION 2 2 
 24TH STREET/MISSION 2 3  
 GLEN PARK 2 2 
 BALBOA PARK 3 3 
 DALY CITY 2 3   
 COLMA 1 1  
 SOUTH SAN FRANCISCO                         1 1 
 SAN BRUNO 1        1 
 SFO 2                                 2 
 MILLBRAE 1 1 
 SAN FRANCISCO (unspecified) * * 
 
DK/NA/OTHER/UNDETERMINED 3 10   
          

Corey, Canapary & Galanis Research 

 
 

*Less than 1% 
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TRIP PURPOSE (Multi-Year Comparison) 

 
The majority of BART riders are commuting to or from work, particularly during the weekday 
peak period. On weekends, the majority of riders are either going to or from work, visiting 
friends or family members, or going shopping. 
 
 
      Total   
    2004  2006  2008 

4. What is the primary purpose of this trip? 

 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 
Commute to/from Work 56  59  57 
School   9  8  10 
Visit Family/Friends 8  8  9 
Shopping  4  4  4 
Airplane Trip^ 3  3  3 
Sports Event  4  4  2 
Theater or Concert 5  3  2 
Restaurant  1  2  2 
Work Related Activity º  º  2 
Medical/Dental 1  1  2 
Personal Business 1  1  1 
Museum/Art Gallery/Library º  º  1 
Tourism/Sightseeing º  º  1 
Other   3  3  3 
Other Business 1  2  º 
More than One Purpose 2  3  3 
Don’t Know/No Answer 2  1  1 
    100  100  100 
 
^ This option was listed as “Airport” in 2006 and 2004 surveys. 
º Choice not offered on that year’s survey. 
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TRIP PURPOSE (By Time Period) 
 
 
 
 
 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
Commute to/from Work 73 75 73 48 51    50           18 21 24 
School   7 7 9 14 12 13             4 4 5 
Visit Family/Friends 4 4 4 9 8 9  18 21 23 
Shopping  2 1 2 4 4 3 11 11 10 
Airplane Trip^ 2 1 2 4 5 3 4 5 4 
Sports Event  2 4 1 2 2 3 15 8 5 
Theater or Concert 3 1 2 5 2 1 14 10 5 
Restaurant  1 1 1 2 1 2 2 4 5 
Work Related Activity º º 1 º º 3 º º 2 
Medical/Dental 1 1 1 2 3 3 1 1 1 
Personal Business * 1 1 1 2 1 1 3 1 
Museum/Art Gallery/Library º º * º º 1 º º 2 
Tourism/Sightseeing º º * º º 1 º º 1 
Other   2 1 1 4 3 3 5 6 7 
Other Business 1 1 º 2 2 º 1 2 º  
More than One Purpose 2 2 2 2 4 4 2 5 4 
Don’t Know/No Answer 2 1 1 2 2 1 2 1 2 
    100 100 100 100 100 100 100 100 100 

     
 
^ This option was listed as “Airport” in 2006 and 2004 surveys. 
* Less than 1% 
º Choice not offered on that year’s survey. 
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OTHER MODE COULD HAVE UTILIZED 

 
• Nearly one in four considers BART his/her only transportation option for the surveyed trip. 
• Nearly half (49%) could have driven (by themselves or in a carpool) instead of taking BART. 
• Three in ten could have utilized a bus or some other form of public transit. 
 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
Drive Alone to my   
 destination and Park 43  42  41 
Bus or Other Transit 29  30  30 
BART is My Only Option 22  22  24 
Carpool  12  13  11 
Other   3  4  4 
Don’t Know/No Answer 1  1  1 
     
    
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

5. What other type of transportation could you have used instead of BART for your trip today? 

Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
Drive Alone to my 
 destination and Park 48 45 44 39        40 39 40 36 35 
Bus or Other Transit 28 29 29 31 31 31 28 26 28 
BART is My Only Option 21 22 23 23 22 24 21 25 25 
Carpool  12 14 12 11 12 10 14 14 13 
Other   2 3 3 4 5 5 3 5 5 
Don’t Know/No Answer 1 1 1 1 1 1 2 1 1 
     
 
Note: Although not asked for, multiple mentions were accepted, so columns may not add to 100%. 
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HOW TRAVELED BETWEEN HOME AND BART 

 
• Although 28% drove alone to BART, this number has decreased since 2004, when 36% drove 

alone to BART. 
• Driving alone to BART is more prevalent during peak hours, but has decreased across all time 

periods. 
• Over three in ten walked, up five percentage points from 2004.  
• Four percent bicycled, up two percentage points from 2004. 
 

Corey, Canapary & Galanis Research 

 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 Walked  26  29  31 
 Drove Alone 36  31  28 
 Bus/Transit 17  17  18 
 Dropped Off 10  11  11 
 Carpooled  7  7  6 
 Biked  2  3  4 
 Other/Combo/DK/NA 2  3  3 
    100  100  100 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

6. How did you travel between home and BART today? 

Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
 Walked  23 26 29 31 31 31 28 31 35 
 Drove Alone 42 38 33 30 26 25 27 20 19 
 Bus/Transit 15 15 17 19 19 21 16 20 17 
 Dropped Off 11 11 11 9 11 10 9 10 11 
 Carpooled  6 6 5 5 5 4 14 12 10 
 Biked  2 3 4 3 4 5 2 4 5 
 Other/Combo/DK/NA 1 2 2 3 4 4 4 5 3 
    100 100 100 100 100 100 100 100 100 
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WHERE PARKED/FEE  

 
• While it appears that BART lots may have been used by a smaller percentage of respondents 

in 2008 than in 2006 and 2004, it is difficult to draw any conclusions since a higher percentage 
of respondents skipped the question in 2008 (14%) compared to prior years (8% in 2004 and 
7% in 2006). Note that the formatting of this question was modified slightly on the 2008 
questionnaire, which may have contributed to the higher non-response rate. 

 
 
      Total   
    2004  2006  2008 
Base: (Drove/Carpooled) 2,611  2,315  2,097 
    %  %  % 
Parked   
 In BART Lot 74  76  69 
 Off-site  18  17  17 
 DK/NA  8  7  14 
    100  100  100 
 

Fee Paid 
 No fee  67  59  47 
 Hourly Fee 1  *  1 
 Daily fee  6  16  18 
 Monthly Fee 7  7  7 
 DK/NA  19  18  28 
    100  100  100 
 
 

 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

6A. Where did you park? 
6B. What fee, if any, did you pay? 

Base: (Drove/Carpooled)      1,436 1,332 1,157 805 703 678         370 280 261 
 
    % % % % % % % % % 
Parked   
 In BART Lot 76 79 70 69 70 66 80 79 76 
 Off-site  17 15 18 22 23 20 10 12 9 
 DK/NA  7 6 13 9 8 15 10 10 16 
    100 100 100 100 100 100 100 100 100 
 
Fee 
 No fee  67 56 45 64 60 43 73 69 67 
 Hourly Fee 1 * 1 2 1 1 1 * 1 
 Daily fee  6 17 19 8 18 22 4 7 2 
 Monthly Fee 8 9 9 6 5 6 1 2 1 
 DK/NA  18 18 27 20 17 29 21 22 30 
    100 100 100 100 100 100 100 100 100  
* Less than 1% 
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TICKETS 

 
• The majority of riders use a regular ticket. 
• Usage of high-value discount tickets and EZ Rider cards is highest among peak riders. 
• On weekends, three out of every four riders use a regular ticket. 
 
 
    Total 
    2008 
Base: (All Respondents) 6,216 
 
    (%)   
 Regular Ticket 61 
 High Value Discount 17 
 Muni Fast Pass 8 
 EZ Rider Card 7 
 Senior (Green) 3 
 Disabled (Red) 2 
 BART Plus  1 
 Student (Orange) * 
 Child (Red) * 
 Other/Don’t Know/NA 1 
    100  
 
 
 Peak Off-Peak Weekend 
 2008 2008 2008 

7. What type of ticket did you use to enter the BART system on this trip?  

Base: (All Respondents)  3,027   2,286   903 
     %    %   % 
 Regular Ticket  55   65  75 
 High Value Discount  22   14  8 
 Muni Fast Pass  8   8  6 
 EZ Rider Card  9   5  3 
 Senior (Green)  2   4  5 
 Disabled (Red)  2   2  1 
 BART Plus   1   1  1 
 Student (Orange)  *   *  * 
 Child (Red)  *   *  * 
 Other/Don’t Know/NA  1   2  1 
 100 100 100 

 
 
Data from prior years are not shown as the question was modified on the 2008 survey.
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LENGTH OF TIME A BART CUSTOMER 

 
• Almost half of survey respondents have been riding BART for more than five years. 
• 20% of riders have been riding BART less than one year. 
  
 
       Total  
    2004 2006 2008 
 
Base: (All Respondents) 6,142 6,150 6,216 
 
    (%) (%) (%) 
 
Six Months or Less 16 16  15 
More than Six Months but Less than a Year 5 6  5 Less than a Year = 20% 
1 – 2 Years  13 15  14 
3 – 5 Years  17 15  17 
More than 5 Years 48 48  49 More than 5 Years = 49% 
Don’t Know/No Answer 1 1  * 
    100 100 100 
 
  
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

8. How long have you been riding BART? 

Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
Six Months or Less 14 14 14 16 16 15 19 20 18 
More than Six Months but 
 Less than a Year 6 7 6 5 5 5 3 5 4 
1 – 2 Years  14 16 14 13 14 14 13 14 13 
3 – 5 Years  18 16 18 17 15 17 16 13 15 
More than 5 Years 48 47 49 48 49 50 48 48 50 
Don’t Know/No Answer * * * 1 1 1 1 1 * 
    100 100 100 100 100 100 100 100 100 
 
*Less than 1% 
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FREQUENCY OF RIDING BART 

 
• The majority of BART trips (82%) are made by customers who ride BART at least one day per 

week. 
• 56% of BART trips are made by frequent customers who ride five or more days per week. 

Within the peak period, this percentage is even higher; 68% of peak period trips are made by 
frequent customers. 

 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 
5 or More Days a Week 56  58  56 
3 – 4 Days a Week 15  14  17 
1 – 2 Days a Week 9  9  9 At least once a week = 82% 

1, 2, 3 Days a Month 9  10  9 
Less than Once a Month 10  9  8 
Don’t Know/No Answer 1  1  1 
    100  100  100 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

9. How often do you CURRENTLY ride BART?    

Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
5 or More Days a Week 68 70 68 52 52 50 28 31 32 
3 – 4 Days a Week 13 13 16 17 16 19 10 11 13 
1 – 2 Days a Week 7 6 7 9 11 10 14 15 16 
1, 2, 3 Days a Month 6 6 5 10 10 10 21 21 20 
Less than Once a Month 5 5 4 11 10 10 26 22 18 
Don’t Know/No Answer 1 * * 1 1 1 1 1 1 
    100 100 100 100 100 100 100 100 100 
   
*Less than 1% 
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OVERALL SATISFACTION WITH BART 

 
• Overall satisfaction with BART has decreased slightly. 
• Weekend riders tend to be more satisfied with BART than weekday riders. Peak riders tend to 

be the least satisfied with BART. 
• Those riding BART to the airport or for leisure purposes (e.g., going to restaurants, 

theaters/concerts, sports events) give higher satisfaction ratings than riders who are going to 
work, school or medical/dental appointments.   

 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 
 Very Satisfied 46  43  42 
 Somewhat Satisfied 40      43   42   
 Neutral  9  9  10 
 Somewhat Dissatisfied 3  4  5 
 Very Dissatisfied 1     1  1 
 Don’t Know/No Answer 1  1  * 
    100  100  100 
 
MEAN: (5 point scale) 4.28  4.23  4.20 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

10. Overall, how satisfied are you with the services provided by BART? 

 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
 Very Satisfied 45 41 39 46 44 44 51 44 50 
 Somewhat Satisfied 42 44 44 39 41 40 35 41 35 
 Neutral  9 9 10 10 10 11 9 10 11 
 Somewhat Dissatisfied 3 5 5 3 4 4 3 4 3 
 Very Dissatisfied 1 1 1 1 1 1 1 1 1 
 Don’t Know/No Answer * 1 * 1 * 1 1 1 1 
    100 100 100 100 100 100 100 100 100 
 
MEAN: (5 point scale)               4.27 4.20  4.15 4.28 4.26 4.23 4.33 4.24 4.31 
 
* Less than 1% 
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OVERALL SATISFACTION WITH BART (continued) 
 

Read % across 
 BASE Satisfied Neutral Dissatisfied NA MEAN 
GROUP # % % % % (5 point scale) 
 
TOTAL 2008 (6,216) 84 10 5 * 4.20 
 
 
By Frequency of Riding BART 
  3+ Days a Week (4,511) 83 11 6 * 4.15 
  Less Frequently but at 
       Least Monthly (1,150) 87 10 4 * 4.31 
  Less often (505) 87 10 3 * 4.38 
 
By Gender 
  Male (2,878) 83 11 6 * 4.19 
  Female (3,178) 85 10 5 * 4.22 
 
By Age 
  13 – 34 (2,992) 81 13 5 * 4.13 
  35 – 64 (2,865) 86 8 6 * 4.24 
  65 & Older (280) 93 4 3 - 4.57 
 
By Standing/Not Standing 
  Yes (1,196) 76 14 9 * 4.00 
  No (4,967) 86 9 5 * 4.25 
 
By Ethnicity 
  White (2,761) 88 7 5 * 4.27 
  Black/African Amer. (742) 79 14 6 1 4.16 
  Asian/Pac. Islander (1,862) 82 13 5 * 4.13 
  Other (734) 83 11 6 * 4.21 
 
By Spanish/ Hispanic/Latino Ancestry 
  Yes (1,046) 84 11 5 * 4.27 
  No (5,042) 84 10 5 * 4.19 
  
By Disabled Ticket 
  Used (96) 85 10 5 - 4.22 
 
* Less than 1% 
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OVERALL SATISFACTION WITH BART (continued) 
 

Read % across 
 BASE Satisfied Neutral Dissatisfied NA MEAN 
GROUP # % % % % (5 point scale) 
 
TOTAL 2008 (6,216) 84 10 5 * 4.20 
 
 
By Trip Purpose 
  Commute to Work (3,567) 83 10 7 * 4.14 
  School (627) 82 14 4 * 4.13 
  Shopping       (216) 87 11 2 - 4.41 
  Medical/Dental (99) 75 13 11 1 4.00 
  Airplane Trip (169) 90 8 2 - 4.50 
  Sports Event (126) 88 10 3 - 4.37 
  Visit Friends/Family (526) 86 11 3 1 4.33 
  Restaurant (113) 88 9 3 - 4.35 
  Theater/Concert (117) 92 6 2 - 4.44 

 
By Access Mode 
  Walk (1,897) 84 10 6 * 4.22 
  Bike (260) 78 13 8 1 4.07 
  Bus/Transit (1,123) 85 11 4 * 4.28 
  Drive Alone (1,754) 84 9 7 * 4.13 
  Carpool (342) 85 12 3 - 4.23 
  Dropped Off (659) 83 13 4 - 4.18 
 
By Household Income 
  Under $15,000 (801) 81 13 5 1 4.20 
  $15,000- $24,999 (558) 83 13 4 * 4.25 
  $25,000 - $49,000 (1,016) 83 11 6 * 4.19 
  $50,000 - $74,999 (1,022) 85 9 6 * 4.22 
  $75,000 - $99,999 (699) 85 9 6 * 4.18 
  $100,000 – $149,000 (822) 85 10 5 - 4.19 
  $150,000 or More            (742) 89 6 5 - 4.25 
  
By How Long Riding BART 
  This is my First Time (173) 82 15 2 1 4.35 
  6 Months or Less (761) 84 12 4 * 4.24 
  6 Months – One Year (319) 79 13 7 * 4.09 
  One – Two Years (845) 83 12 5 * 4.20 
  Three – Five Years (1,040) 84 10 6 1 4.16 
  More than Five Years (3,057) 85 9 6 * 4.21 
 
* Less than 1% 
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OVERALL SATISFACTION WITH BART (continued) 
 

Read % across 
 BASE Satisfied Neutral Dissatisfied NA MEAN 
GROUP # % % % % (5 point scale) 
 
TOTAL 2008 (6,216) 84 10 5 * 4.20 
 
 
By Other Mode Could Have Used for Trip 
  BART Only Option (1,488) 84  11 5 1 4.27 
  Bus/Other Transit (1,849) 84  11 5 * 4.21 
  Drive Alone  (2,546) 85  9 6 * 4.17 
  Carpool  (698) 81  13 7 * 4.07 
  Other  (230) 85  9 6 * 4.22
  
 
By BART Recommendation 
  Definitely  (4,347) 95  4 1 * 4.50 
  Probably  (1,456) 68  24 7 * 3.72 
  Might/Might Not (315) 29  30 41 * 2.87 
  Definitely/Probably Not (77) 17  17 65 1 2.19 
 
 
By Statement, “BART is Good Value for Money” 
  Agree Strongly (1,968) 97  2 1 * 4.66 
  Agree Somewhat (2,459) 90  7 3 * 4.23 
  Neutral  (1,039) 67  26 7 * 3.83 
  Disagree  (692) 52  21 26 * 3.36 
 
*Less than 1% 
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WILLINGNESS TO RECOMMEND BART 

 
Over nine in ten (93%) would definitely or probably recommend using BART to a friend or  
out-of-town guest.  

 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 
 Definitely  70  69  70 
 Probably  23     25    23 Definitely or Probably = 93% 
 Might or Might Not 5  6  5 
 Probably Not 1  1  1 
 Definitely Not *  *  * 
 Don’t Know/No Answer 1  *  * 
    100  100  100 
 
MEAN: (5 point scale) 4.63  4.61  4.62 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

11. Would you recommend using BART to a friend or out-of-town guest? 

 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
 Definitely  70 67 68 70 69 71 74 72 74 
 Probably  23 25 25 23 25 22 20 23 21 
 Might or Might Not 5 7 5 5 5 6 5 4 4 
 Probably Not 1 1 1 1 1 1 * 1 1 
 Definitely Not * * 1 * * * * * * 
 Don’t Know/No Answer 1 * * 1 * * 1 * * 
    100 100 100 100 100 100 100 100 100 
 

 
*Less than 1% 
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VALUE 

 
• Almost three quarters of BART riders agree with the statement: “BART is a good value for the 

money.”  
• Riders are more likely to perceive BART as a good value in 2008 (71%) than in 2004 or 2006 

(both 67%). 
 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 
 Agree Strongly 28  26  32 
 Agree Somewhat 39   41     40   Agree Strongly or Somewhat = 71% 
 Neutral  18  18  17 
 Disagree Somewhat 11  11  8 
 Disagree Strongly 3  4  3 
 Don’t Know/No Answer 1  1  1 
    100  100  100 
 
MEAN: (5 point scale) 3.78  3.76  3.90 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

12. To what extent do you agree with the following statement: ”BART is a good value for the 
money.” 

 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
 Agree Strongly 24 24 30 30 27 32 36 32 38 
 Agree Somewhat 42 42 42 37 41 39 36 35 35 
 Neutral  18 19 16 18 18 18 14 19 16 
 Disagree Somewhat 12 11 9 11 11 8 9 9 8 
 Disagree Strongly 3 4 3 3 3 3 4 4 2 
 Don’t Know/No Answer 1 1 1 1 1 1 1 1 1 
    100 100 100 100 100 100 100 100 100 

 
*Less than 1% 
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SEATING AVAILABILITY 

  
• Almost one in five had to stand because seating was unavailable. 
• Among those who had to stand, nearly two-thirds had to stand for the whole trip or for most 

of it. 
• Peak hours had the highest percentage of standees. 
 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
    (%)  (%)  (%) 
 Yes, stood  19  19  19 Stood =   19% 
 No, did not stand 80  80  80 
 Don’t Know/NA 1  1  1 
    100  100  100 
 
Base: (Stood During Trip) 1,165  1,145  1,196 
    (%)  (%)  (%) 
 For Whole Trip 34  39         36 
 For Most of Trip 28  29  28 All/Most = 63% of standees 
 For Small Portion 34  29  31 
 Don’t Know/NA 4  4  6 
    100  100  100 
 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

13. After you boarded the train for this trip, did you stand because seating was unavailable? 
 How long did you stand?  

 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
    % % % % % % % % % 
 Yes, stood  24 26 27 15 12 13 14 11 9 
 No, did not stand 75 73 73 83 87 86 84 88 90 
 Don’t Know/NA 1 1 1 2 1 1 2 2 1 
    100 100 100 100 100 100 100 100 100 
 
Base: (Stood)       705 770 807 333 277 305           126 98 83 
    % % % % % % % % % 
 For Whole Trip 39 46 39 28 27 29 25 18 29 
 For Most of Trip 28 27 29 27 30 24 28 35 23 
 For Small Portion 30 24 28 39 40 37 41 38 34 
 Don’t Know/NA 3 3 4 6 4 10 6 9 15 
    100 100 100 100 100 100 100 100 100 
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ETHNIC IDENTIFICATION 
  
 

 
 
• BART has a diversified ridership. 

 
 
       Total   
     2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 
White   44  44  44 
Asian or Pacific Islander 26  30  30 
Black/African American 12  12  12 
American Indian or Alaska Native^ 1  2  2 
NA/Other/Refused 18  16  16 
 
 
Hispanic  14  15  17 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

14b. What is your race or ethnic identification? (Check one or more.) 
14a. Are you Spanish, Hispanic, or Latino? 

 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
White   43 42 43 43 44 45 51 51 47 
Asian or Pacific Islander 30 33 33 24 27 27 19 24 27 
Black/African American 11 11 11 13 13 13 13 11 12 
American Indian or Alaska Native^ 1 2 2 2 2 2 2 3 3 
NA/Other/Refused 17 15 15 20 17 17 18 17 16 
  
 
Hispanic  14 14 16 16 15 17 13 17 18 
 
 
Note: Multiple responses were accepted, so columns will not add to 100%. Reported percentages for ethnicity and Hispanic origin are 
not exclusive, e.g., a respondent who indicates she is White and Hispanic is included in both categories.  
 
^ In 2004, this response was listed as “Native American or Alaska Native.” 
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BART CUSTOMER ETHNICITY COMPARED TO REGION  
  
 
 
 BART customer ethnicities reflect the diversity of the region. 
 The following table compares the reported ethnicity of BART riders (excluding no response) to 

the 2007 American Community Survey estimates.  
 

 
Race and Ethnicity 

BART Compared to Bay Area Counties in BART’s Service Area 

 ALAMEDA
CONTRA 
COSTA 

SAN 
FRANCISCO

SAN 
MATEO 

FOUR- 
COUNTY 
TOTAL 

BART 2008 
CUST. SAT. 

SURVEY 
Population 1,464,202 1,019,640 764,976 706,984 3,955,802  
 
 % % % % % %
 
White (non-Hispanic) 37 51 45 46 44 39
 
Black/African American (non-Hispanic) 13 9 7 3 9 10
 
Asian/Pacific Islander (non-Hispanic) 25 14 32 25 24 29
 
American Indian or Alaska Native  
(non-Hispanic) <1 <1 <1

 
<1 <1 1

 
Other, including 2+ Races  
(non-Hispanic) 3 4 3 3 3 4
 
Total Non-Hispanic 79 78 86 77 80 83
    
Hispanic  21 22 14 23 20 17
 
    
      
Sources:  
 U.S. Census Bureau, 2007 American Community Survey 1-Year Estimates: Table C03002 “Hispanic or Latino Origin by Race.” 

Universe: Total Population. (http://factfinder.census.gov) 
 BART 2008 Customer Satisfaction Survey 
 
Notes: 
1) The ACS 2007 estimates shown only include data for the four counties within BART’s service area: Alameda, Contra Costa, San 

Francisco, and San Mateo. Census tables adjust for unit non-responses by weighting at the tract-level. 
2) The categories shown in this table classify respondents based on single vs. two-plus race and Hispanic vs. non-Hispanic. The 

categories “White,” “Black/African American,” “Asian/Pacific Islander,” and “American Indian/Alaska Native” only include 
respondents who reported a single race and are non-Hispanic. All two-plus race, non-Hispanic responses are included within 
“Other.”  All Hispanic responses are included within Hispanic, regardless of race. Note that ethnicity data are categorized 
differently in other charts within this report, so the percentages shown will differ. 

3) The BART data distribution is based on 6,109 actual responses and excludes 2% non-response. 
4) In order to maintain comparability with prior years’ BART data, those who responded to the ethnicity question but skipped the 

Hispanic question are included within the non-Hispanic race categories.  
5) Totals may not add to 100% due to rounding. 
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GENDER 
  
 
 
 
 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 
 Male  47  48  46 
 Female  50  49  51 
 NA/Refused 3  3  3 
    100  100  100 
 
 
 
 
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

15. Gender 

 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
 Male  43 46 44 51 51 50 48 48 44 
 Female  54 52 54 45 46 47 49 49 52 
 NA/Refused 3 2 2 4 3 3 3 3 4 
    100 100 100 100 100 100 100 100 100 
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AGE 
 
  
 
• About two-thirds of BART riders are under age 45. 
• On weekends, nearly one out of four riders is 18 – 24 years old. 
 
 
      Total   
    2004  2006  2008 
 
Base: (All Respondents) 6,142  6,150  6,216 
 
    (%)  (%)  (%) 
 12 or Younger *  *  * 
 13 – 17  3  3  3 
 18 – 24  16  16  18 
 25 – 34  28  29  27   
 35 – 44  21  21  19                Under 45 = 67% 
 45 – 64  26  26  26 
 65 & Older 4  4  5   
 DK/NA/Refused 2  1  1 
    100  100  100 
 
 
   
 Peak Off-Peak Weekend 
    2004 2006 2008 2004 2006 2008 2004 2006 2008 

16. Age 

 
Base: (All Respondents)      2,990 3,006 3,027 2,249 2,239 2,286           903 906 903 
 
    % % % % % % % % % 
 
 12 or Younger * * * * * * * * 1 
 13 – 17  2 2 2 3 3 2 5 5 4 
 18 – 24  12 13 15 21 18 21 19 21 23 
 25 – 34  30 31 29 28 28 26 23 24 25 
 35 – 44  23 23 21 18 20 17 18 18 16 
 45 – 64  28 28 29 24 26 26 27 24 23 
 65 and Older 3 3 3 4 5 6 6 6 7 
 NA/Refused 2 1 1 2 1 1 2 1 1 
    100 100 100 100 100 100 100 100 100 

 
 

*Less than 1% 
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INCOME 
 
 
 
• One-fourth of BART riders have household incomes of $100,000 or more. 
 
 
      Total   
      2006  2008 
Base: (All Respondents)   6,150  6,216 
 
      (%)  (%) 
 
 Under $15,000   11  13 
 $15,000 – $24,999    9  9 
 $25,000 – $49,999   17  16 Under $50,000 = 38% 
 $50,000 – $74,999   18  16 
 $75,000 – $99,999   13  11  
 $100,000 – $149,999   14  13 
 $150,000 – $199,999   6  7 $100,000 or more = 25% 
 $200,000 and Over   5  6 
 DK/NA/Refused   8  9 
      100  100 
 
 
   
 Peak Off-Peak Weekend 
     2006 2008  2006 2008  2006 2008 

17. What is the total annual income of your household before taxes?

Base: (All Respondents)      3,006 3,027  2,239 2,286           906 903 
 
     % %  % %  % % 
 
 Under $15,000  7 9  13 16  17 19 
 $15,001 – $24,999  7 7  11 11  11 11 
 $25,000 – $49,999  15 16  18 16  20 18 
 $50,000 – $74,999  20 19  15 14  16 15 
 $75,000 – $99,999  15 13  12 9  10 10 
 $100,000 – $149,999  16 16  12 11  10 9 
 $150,000 – $199,999  7 7  6 6  4 4 
 $200,000 and Over  5 6  5 6  4 5 
 DK/NA/Refused  8 8  9 10  9 10  
     100 100  100 100  100 100 
 
 
Note that comparable income data for 2004 are not available as the income categories listed on the 2004 questionnaire differed. 
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BART CUSTOMER HOUSEHOLD INCOMES COMPARED TO 
REGION 
  
 

BART Customer Household Incomes Compared to Bay Area Counties in BART’s Service Area 

 
• BART customer incomes track household incomes in the region. 
• There are, however, slight differences at the highest and lowest income levels. 
 
 

Household Income 
BART Compared to Bay Area Counties in BART’s Service Area 

        

 Alameda 
Contra 
Costa 

San 
Francisco

San 
Mateo 

4 County 
Total 

BART 2008 
Customer 

Satisfaction 
Survey 

Households 519,809 366,428 321,947 251,357 1,459,541   
 
 % % % % % %
 
Less than $14,999 11 8 12 6 10 14
 
$15,000-$24,999 8 7 9 6 8 10
 
$25,000-$49,999 18 18 17 16 18 18
 
$50,000-$74,999 16 17 15 18 16 18
 
$75,000-$99,999 13 14 12 13 13 12
 
$100,000-$149,999 17 19 16 18 17 15
 
$150,000-$199,999 9 8 8 10 8 7
 
$200,000 and Over 8 10 11 13 10 6
 
 Total 100 100 100 100 100 100

 
 
        
Sources:  
• U.S. Census Bureau, 2007 American Community Survey 1-Year Estimates: Table C19001 “Household Income in the Past 12 Months.” 

Universe: Households. (http://factfinder.census.gov) 
• BART 2008 Customer Satisfaction Survey 
 
Notes: 
1) The ACS 2007 estimates shown include only data for the four counties within BART’s service area: Alameda, Contra Costa, San 

Francisco, and San Mateo. Census tables adjust for unit non-responses by weighting at the tract-level. 
2) The BART data distribution is based on 5,659 actual responses and excludes 9% non-response. Other tables within this report 

include non-responses, so the percentages shown will differ. 
3) Totals may not add up to 100% due to rounding. 
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RATING BART ON SPECIFIC ATTRIBUTES 
 
 
 
 
 

19. Please help BART improve service by rating each of the following attributes. “7” 
(excellent) is the highest rating , and “1” (poor) is the lowest rating. You can use any 
number in between. Only skip attributes that do not apply to you. 

 
 
 
 
 
 
 
 
                       POOR                        EXCELLENT    
             1 2 3 4 5 6 7 
 
 
 

NOTE: “7” is the highest rating a respondent 
can give and “1” is the lowest. Blank and 
“don’t know” responses were eliminated 
when calculating the arithmetic mean. 
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RATING BART ON SPECIFIC ATTRIBUTES (continued) 
 
           Mean Ratings (7-point scale)    Mean Score 
    Total By Strata (2008) Change 

Corey, Canapary & Galanis Research 

 2004 2006 2008 Peak Off-Peak Weekend 2008-2006 
 
Base (All Respondents) 6,142 6,150 6,216 3,027 2,286 903  
 
OVERALL RATINGS # # # # # # Δ 
 
Availability of maps/schedules ............5.78 5.73 5.81 5.80 5.82 5.79 0.08 
 
bart.gov website ..................................5.54 5.52 5.59 5.58 5.56 5.68 0.07 
 
On-time performance of trains ...........5.63 5.58 5.57 5.48   5.60 5.79 -0.01 
 
Timeliness of connections  
   between BART trains ........................5.37 5.36 5.43 5.37 5.46 5.56 0.07 
 
Access for people with disabilities ......5.38 5.44 5.39 5.31 5.43 5.57 -0.05 
 
Timely information about 
   service disruptions.............................5.27 5.19 5.32 5.22 5.37 5.54 0.13 
 
Frequency of train service ...................5.31 5.20 5.23 5.15 5.29 5.36 0.03 
 
Hours of operation ..............................5.28 5.15 5.17 5.20 5.15 5.14 0.02  
 
Helpfulness and courtesy of  
  BART personnel..................................5.05 5.01 5.10 5.02 5.14 5.25 0.09 
 
Lighting in parking lots .......................5.06 4.99 5.07 5.00 5.09 5.27 0.08 
 
Availability of bicycle parking.............5.07 5.02 5.00 4.92 5.03 5.19 -0.02 
 
Timeliness of connections 
  with buses ..........................................4.93 4.85 4.96 4.91 4.94 5.18 0.11 
 
Leadership in solving regional 
   transportation problems ..................4.86 4.79 4.89 4.82 4.91 5.11 0.10 
 
Enforcement against fare evasion .....4.99 4.93 4.87 4.75 4.94 5.11 -0.06 
 
Personal security in BART system ........4.97 4.89 4.84 4.78 4.84 5.02 -0.05  
 
Availability of car parking ...................4.63 4.46 4.56 4.43 4.55 5.01 0.10 
 
Enforcement of no eating and  
   drinking policy ..................................4.68 4.58 4.32 4.21 4.34 4.68 -0.26 
 
Enforcement of no smoking policy.....5.72 5.68 º  º º º º 
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RATING BART ON SPECIFIC ATTRIBUTES (continued) 
 
           Mean Ratings (7-point scale)    Mean Score 
    Total By Strata (2008) Change 
 2004 2006 2008 Peak Off-Peak Weekend 2008-2006 

Corey, Canapary & Galanis Research 

 
Base (All Respondents) 6,142 6,150 6,216 3,027 2,286 903  
 
BART STATION RATINGS # # # # # # Δ 
 
Reliability of faregates ........................5.47 5.44 5.42 5.32 5.50 5.60 -0.02 
 
Reliability of ticket  
  vending machines..............................5.41 5.37 5.37 5.29 5.42 5.52 0.00 
 
Signs with transfer / platform / 
  exit directions ....................................5.35 5.23 5.30 5.24 5.32 5.42 0.07 
 
Length of lines at exit gates ...............5.38 5.32 5.26 5.14 5.34 5.50 -0.06 
 
Stations kept free of graffiti ...............5.21 5.08 5.13 5.08 5.19 5.18 0.05 
 
Overall condition/state of repair ........5.12 4.97 5.00 4.90 5.05 5.22 0.03 
 
Escalator availability/reliability ...........4.95 4.85 5.00 4.90 5.05 5.25 0.15 
 
Availability of Station Agents .............4.85 4.84 4.94 4.87 4.97 5.12 0.10 
 
Elevator availability/reliability ............4.82 4.84 4.91 4.79 4.96 5.16 0.07 
 
Station cleanliness ...............................4.88 4.69 4.77 4.69 4.82 4.90 0.08 
 
Appearance of landscaping ................4.77 4.64 4.71 4.62 4.75 4.90 0.07 
 
Process for receiving  
  ticket refunds.....................................4.68 4.60 4.54 4.38 4.64 4.87 -0.06 
 
Elevator cleanliness .............................4.64 4.52 4.53 4.41 4.62 4.70 0.01 
 
Presence of BART Police  
  in stations ..........................................4.52 4.48 4.51 4.45 4.50 4.73 0.03 
 
Presence of BART Police  
  in parking lots....................................4.23 4.18 4.24 4.11 4.27 4.57 0.06 
 
Restroom cleanliness ...........................4.10 3.92 3.91 3.80 3.95 4.17 -0.01 
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RATING BART ON SPECIFIC ATTRIBUTES (continued) 
 
           Mean Ratings (7-point scale)    Mean Score 
    Total By Strata (2008) Change 

Corey, Canapary & Galanis Research 

 2004 2006 2008 Peak Off-Peak Weekend 2008-2006 
 
Base (All Respondents) 6,142 6,150 6,216 3,027 2,286 903  
 
BART TRAIN RATINGS # # # # # # Δ 
 
Train interior kept free of graffiti.......5.24 5.11 5.29 5.21 5.33 5.45 0.18 
 
Comfort of seats on trains...................5.23 5.04 5.07 4.92 5.17 5.36 0.03 
 
Availability of standing room on 
   trains....................................................... º º 4.90 4.71 5.03 5.23 º 
 
Comfortable temperature  
   aboard trains.....................................5.12 5.03 4.87 4.68 4.99 5.26 -0.16 
 
Appearance of train exterior ..............4.96 4.76 4.74 4.63 4.80 4.99 -0.02 
 
Availability of seats on trains ..............4.91 4.79 4.70 4.45 4.86 5.17 -0.09 
 
Train interior cleanliness .....................4.65 4.33 4.58 4.43 4.67 4.88 0.25 
 
Condition / cleanliness of windows 
   on trains ............................................4.66 4.46 4.48 4.37 4.54 4.71 0.02 
 
Condition / cleanliness of floors 
   on trains ................................................. º º 4.42 4.30 4.47 4.70 º 
 
Clarity of public address 
   announcements ................................4.51 4.35 4.33 4.22 4.36 4.64 -0.02 
 
Condition/cleanliness of seats  
   on trains ................................................. º º 4.31 4.15 4.40 4.63 º 
 
Noise level on trains.............................4.62 4.39 4.31 4.21 4.35 4.58 -0.08 
 
Availability of space on trains 
  for luggage ............................................. º º 4.27 4.04 4.39 4.76 º 
 
Presence of BART Police on trains.......4.00 3.98 3.92 3.81 3.98 4.17 -0.06 
 
 
 
 
    
º Question was not asked on that year’s survey. 
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CURRENT BIKE POLICY 
 
 
  
 
 
• 43% of respondents feel that the bike policy should not be changed. 
• The majority of respondents who feel the policy should be changed want bikes allowed on 

more trains. 
• A disproportionate share of those who want bikes allowed on more trains ride during off-

peak hours. 
    
               
                                                    Total   
      2008 
 
Base: (All Respondents)   6,216 
      (%) 
     
 Keep Policy As Is   43       
 Allow Bikes On More Trains   24       
 Allow Bikes On Fewer Trains  5       
 Don’t Know   14 
 No Response   14         
      100 
 
 
 
   
 Peak Off-Peak Weekend 
      2008   2008   2008 

20. Bicycles are currently allowed on all BART trains except peak period trains highlighted on the 
schedule. Should BART keep the policy as is, allow bikes on more trains, or allow bikes on fewer 
trains? 

 
Base: (All Respondents)        3,027   2,286            903 
 
      %   %   % 
Keep Policy As Is   46   40   39  
Allow Bikes On More Trains   23   26   25 
Allow Bikes On Fewer Trains   6   5   4  
Don’t Know    13   14   16 
No Response    12   15   16  
      100   100   100 
  
 
 
 
Note: This question was changed significantly in 2008. 
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Appendix C: 
TESTS OF STATISTICAL SIGNIFICANCE 

2006 VS. 2008
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TEST OF STATISTICAL SIGNIFICANCE at the 95% and 90% Confidence Levels 

Corey, Canapary & Galanis Research 

 2008 2006    
Statistical 

significance 

SCALE: 1=Poor, 7=Excellent 
Total 

Response 
Don't 
Know 

Sample 
Size Mean

Standard 
Deviation

Total 
Response

Don't 
Know

Sample 
Size Mean

Standard 
Deviation

Mean 
Difference T-Score

At 
95% 

At 
90% 

OVERALL SATISFACTION 6,216 23 6,193 4.20 0.87 6,150 30 6,120 4.23 0.84 -0.03 -1.94660 no^ yes^ 
RECOMMEND TO FRIEND 6,216 22 6,194 4.62 0.66 6,150 15 6,135 4.61 0.65 0.01 0.84760 no no 
"BART IS A GOOD VALUE" 6,216 58 6,158 3.90 1.03 6,150 29 6,121 3.76 1.06 0.14 7.42160 yes yes 
On-time performance of trains 6,216 194 6,022 5.57 1.18 6,150 216 5,934 5.58 1.19 -0.01 -0.46133 no no 
Hours of operation 6,216 375 5,841 5.17 1.59 6,150 368 5,782 5.15 1.59 0.02 0.67804 no no 
Frequency of train service 6,216 339 5,877 5.23 1.33 6,150 380 5,770 5.20 1.39 0.03 1.18973 no no 
Availability of maps and schedules 6,216 465 5,751 5.81 1.25 6,150 502 5,648 5.73 1.30 0.08 3.34815 yes yes 
Timely information about service 
disruptions 6,216 597 5,619 5.32 1.39 6,150 640 5,510 5.19 1.46 0.13 4.80917 yes yes 
Timeliness of connections b/t BART trains 6,216 1,023 5,193 5.43 1.25 6,150 1,102 5,048 5.36 1.28 0.07 2.79899 yes yes 
Timeliness of connections w/ buses 6,216 1,984 4,232 4.96 1.44 6,150 2,153 3,997 4.85 1.51 0.11 3.37793 yes yes 
Availability of car parking 6,216 1,549 4,667 4.56 1.77 6,150 1,505 4,645 4.46 1.82 0.10 2.68763 yes yes 
Availability of bicycle parking 6,216 2,424 3,792 5.00 1.51 6,150 2,630 3,520 5.02 1.51 -0.02 -0.56590 no no 
Lighting in parking lots 6,216 1,589 4,627 5.07 1.40 6,150 1,607 4,543 4.99 1.41 0.08 2.72605 yes yes 
Helpfulness and courtesy of BART 
personnel 6,216 763 5,453 5.10 1.49 6,150 787 5,363 5.01 1.54 0.09 3.08816 yes yes 
Access for people with disabilities 6,216 2,151 4,065 5.39 1.35 6,150 2,187 3,963 5.44 1.33 -0.05 -1.67160 no yes 
Enforcement against fare evasion 6,216 1,934 4,282 4.87 1.61 6,150 1,996 4,154 4.93 1.61 -0.06 -1.71125 no yes 
Enforcement of no smoking policy Not asked in 2008 6,150 1,343 4,807 5.68 1.44 Question not asked in 2008 
Enforcement of no eating and drinking 
policy 6,216 1,275 4,941 4.32 1.89 6,150 1,141 5,009 4.58 1.86 -0.26 -6.91522 yes yes 
Personal security in BART system 6,216 933 5,283 4.84 1.49 6,150 944 5,206 4.89 1.47 -0.05 -1.73000 no yes 
Leadership in solving  regional 
transportation problems 6,216 1,812 4,404 4.89 1.52 6,150 1,819 4,331 4.79 1.57 0.10 3.02372 yes yes 
bart.gov website 6,216 1,487 4,729 5.59 1.27 6,150 1,498 4,652 5.52 1.29 0.07 2.64805 yes yes 
Length of lines at exit gates 6,216 531 5,685 5.26 1.31 6,150 552 5,598 5.32 1.32 -0.06 -2.42314 yes yes 
Reliability of ticket vending machines 6,216 683 5,533 5.37 1.32 6,150 602 5,548 5.37 1.33 0.00 0.00000 no no 
Reliability of faregates 6,216 757 5,459 5.42 1.27 6,150 767 5,383 5.44 1.24 -0.02 -0.82967 no no 
Process for receiving ticket refunds 6,216 1,813 4,403 4.54 1.75 6,150 1,894 4,256 4.60 1.73 -0.06 -1.60427 no no 
Escalator availability and reliability 6,216 886 5,330 5.00 1.45 6,150 970 5,180 4.85 1.56 0.15 5.10230 yes yes 
Elevator availability and reliability 6,216 1,942 4,274 4.91 1.50 6,150 1,974 4,176 4.84 1.55 0.07 2.10890 yes yes 
Presence of BART Police in stations 6,216 976 5,240 4.51 1.56 6,150 1,064 5,086 4.48 1.56 0.03 0.97698 no no 
Presence of BART Police in parking lots 6,216 1,551 4,665 4.24 1.71 6,150 1,494 4,656 4.18 1.71 0.06 1.69378 no yes 
Availability of Station Agents 6,216 924 5,292 4.94 1.46 6,150 993 5,157 4.84 1.49 0.10 3.46417 yes yes 
Appearance of landscaping 6,216 1,207 5,009 4.71 1.50 6,150 1,132 5,018 4.64 1.56 0.07 2.29027 yes yes 
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  2008 2006    
Statistical 

significance 

SCALE: 1=Poor, 7=Excellent 
Total 

Response 
Don't 
Know 

Sample 
Size Mean

Standard 
Deviation

Total 
Response

Don't 
Know 

Sample 
Size Mean

Standard 
Deviation

Mean 
Difference T-Score

At 
95% 

At 
90% 

Stations kept free of graffiti 6,216 901 5,315 5.13 1.43 6,150 951 5,199 5.08 1.43 0.05 1.79251 no yes 
Station cleanliness 6,216 764 5,452 4.77 1.53 6,150 746 5,404 4.69 1.56 0.08 2.69726 yes yes 
Restroom cleanliness 6,216 1,794 4,422 3.91 1.78 6,150 1,899 4,251 3.92 1.80 -0.01 -0.26005 no no 
Elevator cleanliness 6,216 2,126 4,090 4.53 1.70 6,150 2,201 3,949 4.52 1.66 0.01 0.26684 no no 
Si
dir

gns with transfer / platform / exit 
ections 6,216 1,002 5,214 5.30 1.37 6,150 1,124 5,026 5.23 1.40 0.07 2.55613 yes yes 

Overall condition / state of repair 6,216 797 5,419 5.00 1.31 6,150 816 5,334 4.97 1.31 0.03 1.18733 no no 
Availability of seats on trains 6,216 456 5,760 4.70 1.54 6,150 451 5,699 4.79 1.51 -0.09 -3.15872 yes yes 
Availability of space for luggage  6,216 908 5,308 4.27 1.66 Question not asked in 2006 Question not asked in 2006 
Availability of standing room on trains 6,216 723 5,493 4.90 1.47 Question not asked in 2006 Question not asked in 2006 
Comfort of seats on trains 6,216 682 5,534 5.07 1.42 6,150 506 5,644 5.04 1.45 0.03 1.10515 no no 
Condition / cleanliness of seats on trains  6,216 600 5,616 4.31 1.69 Question not asked in 2006 Question not asked in 2006 
Comfortable temperature aboard trains 6,216 629 5,587 4.87 1.47 6,150 574 5,576 5.03 1.43 -0.16 -5.82877 yes yes 
Noise level on trains 6,216 614 5,602 4.31 1.69 6,150 582 5,568 4.39 1.66 -0.08 -2.52385 yes yes 
Clarity of public address announcements 6,216 795 5,421 4.33 1.69 6,150 695 5,455 4.35 1.70 -0.02 -0.61527 no no 
Presence of BART Police on trains 6,216 968 5,248 3.92 1.69 6,150 974 5,176 3.98 1.68 -0.06 -1.81775 no yes 
Appearance of train exterior 6,216 873 5,343 4.74 1.51 6,150 776 5,374 4.76 1.49 -0.02 -0.69012 no no 
Co
tr

ndition / cleanliness of windows on 
ains  6,216 688 5,528 4.48 1.60 6,150 649 5,501 4.46 1.61 0.02 0.65431 no no 

Train interior kept free of graffiti 6,216 786 5,430 5.29 1.39 6,150 725 5,425 5.11 1.48 0.18 6.53109 yes yes 
Train interior cleanliness 6,216 657 5,559 4.58 1.60 6,150 550 5,600 4.33 1.69 0.25 8.02481 yes yes 
Condition/ cleanliness of floors on trains 6,216 638 5,578 4.42 1.69 Question not asked in 2006 Question not asked in 2006 
 
 

 
 
 
 
 

 
 

  
 
 

^Note: While the difference in the mean ratings for overall satisfaction is not statistically significant at the 95% confidence level, it is statistically significant at the 90% 
confidence level. Additionally, the difference in percentages for the top two box rating (Very/Somewhat Satisfied) is statistically significant at the 90% confidence level. 
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Service Attribute Ratings – Percentages 
 
 

  
Attribute rated 

Mean
(1-7)

Top 
Two % 

 
Neutral 

% 
Bottom 
Two % 

Don’t 
Know % 

Availability of maps and schedules  5.81   62 28 2 8 
bart.gov website 5.59   45 29 2 24 
On-time performance  5.57   57 38 2 3 
Timeliness of connections b/t BART trains 5.43   45 37 2 17 
Reliability of faregates 5.42   47 38 2 12 
Access for people with disabilities 5.39   34 29 2 35 
Reliability of ticket vending machines  5.37   47 39 3 11 
Timely information about service disruptions 5.32   46 40 4 10 
Signs w/ transfer/platform/exit directions  5.30   42 39 3 16 
Train interior kept free of graffiti 5.29   44 39 4 13 
Length of lines at exit gates 5.26   43 45 3 9 
Frequency of train service 5.23   44 48 3 5 
Hours of operation 5.17   48 38 8 6 
Stations kept free of graffiti 5.13   39 42 5 15 
Helpfulness and courtesy of BART personnel  5.10   39 44 5 12 
Lighting in parking lots 5.07   31 40 4 26 
Comfort of seats on trains 5.07   38 46 5 11 
Availability of bicycle parking 5.00   25 32 4 39 
Escalator availability & reliability 5.00   35 46 5 14 
Overall station condition 5.00   33 51 4 13 
Timeliness of connections with buses 4.96   27 38 4 32 
Availability of Station Agents 4.94   33 47 5 15 
Elevator availability & reliability 4.91   27 37 5 31 
Availability of standing room on trains  4.90   33 50 6 12 
Leadership in solving regional trans. problems 4.89   27 39 5 29 
Enforcement against fare evasion 4.87   28 35 6 31 
Comfortable temperature aboard trains 4.87   33 50 7 10 
Personal security in the BART system 4.84   31 48 7 15 
Station cleanliness 4.77   31 49 8 12 
Appearance of train exterior 4.74   29 50 8 14 
Appearance of landscaping 4.71   26 48 7 19 
Availability of seats on trains 4.70   30 54 9 7 
Train interior cleanliness 4.58   28 51 11 11 
Availability of car parking 4.56   26 38 11 25 
Process for receiving ticket refunds 4.54   24 37 10 29 
Elevator cleanliness 4.53   21 35 9 34 
Presence of BART Police in stations 4.51   23 52 9 16 
Condition/cleanliness of train windows 4.48   26 52 11 11 
Condition/cleanliness of floors on trains 4.42   26 50 14 10 
Clarity of P.A. announcements 4.33   24 50 14 13 
Enforcement of no eating & drinking policy 4.32   25 39 16 21 
Condition/cleanliness of seats on trains 4.31   24 51 15 10 
Noise level on trains 4.31   24 52 14 10 
Availability of space for luggage, bicycles, etc. 4.27   21 51 13 15 
Presence of BART Police in parking lots 4.24   19 43 13 25 
Presence of BART Police on trains 3.92   16 51 18 16 
Restroom cleanliness 3.91   14 40 17 29 
 
Note: Ratings are based on a scale of 1 - 7. Top Two includes 6 or 7 ratings, Neutral includes 3, 4, or 5 ratings, and Bottom Two 
includes 1 or 2 ratings. 
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Appendix E: 
DESCRIPTION OF METHODOLOGY 
AND RESPONSE RATE SUMMARY 
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DESCRIPTION OF METHODOLOGY 
 
FIELD PROCEDURES 
 
In total, 10 interviewers worked on the 2008 study. The interviewer training session was 
conducted at Corey, Canapary & Galanis’ (CC&G) office in San Francisco on Monday, September 
8, 2008, and the field interviewing was conducted from September 10 through September 21, 
2008.  

 
Interviewers, for the most part, worked in crews of two. In addition to the interviewers, roving 
supervisors also worked on the project.  
 
Interviewers boarded randomly pre-selected BART trains and distributed questionnaires to all 
riders on one pre-determined BART car (also randomly selected). These interviewers rode nearly 
the whole route of their designated line (origination/destination stations were Balboa Park, 
Castro Valley, Concord, El Cerrito Plaza, South Hayward, San Francisco International Airport, and 
Millbrae), continually collecting completed surveys and distributing surveys to new riders 
entering their car. The questionnaires were available in English, Spanish, and Chinese. Tallies 
were kept for questionnaires taken home with riders to be mailed back and for all non-
responses (refusals, language barrier, children under 13, sleeping, and left train). The definitions 
for non-responses are: 
o Language Barrier - Non-response because a questionnaire is not available in a language 

understood by the rider. 
o Left Train - The surveyor was unable to offer a questionnaire to a rider because of the short 

distance of that rider’s trip. 
o Children under 13 - Children under 13 are not eligible for the survey. 
o Sleeping – Sleeping riders are not offered a questionnaire. 
o Refusals - Riders unwilling to accept/fill out the survey. 

 
Interviewers returned completed questionnaires to the CC&G office within 24 hours of 
interviewing (except weekend crews, who returned their questionnaires Monday morning). 
Editing, coding, and inputting were performed as the questionnaires were returned. Standard 
office procedures were used to validate the work of editors, coders, and data entry staff. 

 
SAMPLING 
 
Sampling was achieved by selecting BART train trips that most closely resembled trains selected 
for the 2006 study, with consideration of route modifications made to SFO-bound and Millbrae-
bound trains as of January 1, 2008. The resulting sample of BART trains fell within three strata: 
peak, off-peak and weekend. Peak is defined as weekday trains dispatched between 5:30 am - 
8:30 am and 3:30 pm - 6:30 pm. Off-peak includes trains dispatched all other weekday times. 
Weekend includes all trains dispatched on Saturday or Sunday. 
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DESCRIPTION OF METHODOLOGY (continued) 
 
Once all train selections were made, each trip (train run) was matched with an appropriate 
return trip on the same line. (For the few cases where a return trip was not available, it was 
treated as a one-way trip, and no return trip was assigned.) For each trip, one train car was 
randomly selected for interviewers to board. Interviewers attempted to survey all car riders 
through the destination station. This random car selection process resulted in a slight bias 
towards shorter trains. Riders on shorter trains had a higher likelihood of being selected than 
those on longer trains. In previous years, analysis has been performed on this issue and has 
demonstrated that this bias has no material effect on the results. The number of outgoing and 
returning trips totaled: Peak - 41 trips, Off-Peak - 54 trips, Weekend - 43 trips. 

 
 

WEIGHTING 
 
The data were weighted by ridership segment to proportionately represent BART riders. The 
weighted ridership segments are defined identically to the sampling ridership segments except 
that weekend is broken into Saturday and Sunday. The resulting ridership segments are as 
follows: weekday peak, weekday off-peak, Saturday, and Sunday. The following chart shows the 
actual number of interviews by ridership segment and the number of interviews weighted to 
represent the proportional amount of riders in each. It also shows the number of riders the 
weighting is based on, as well as the percentage of riders these numbers represent (weighting 
%). 
 
 

Weekday 
Peak 

Weekday 
Off-peak 

 
Saturday 

 
Sunday 

 
Weekly 
Total 

 
Interviews completed  2,449  2,322  825  620  6,216 
 
Interviews weighted by strata  3,027  2,286  519  384  6,216 
 
Estimated # of BART riders*  1,082,067  817,203  185,608  137,088  2,221,966 
 
Weighting %  48.70%  36.78%  8.35%  6.17%  100% 

 
 
*  Estimated number of BART riders taken from ridership averages for the week of September 15-21, 2008. Weekday numbers include 

five weekdays. 
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2008 BART Customer Satisfaction Study 
Response Rate / % of Riders Who Completed Survey / Distribution 

Rate 
      
 Total Peak Off-Peak Weekend

Children under 13 163 32 51 80
Language barrier 140 47 47 46
Sleeping 327 136 120 71
Left train 99 47 42 10
Refused 2,301 791 864 646
Partials (not processed) 260 78 118 64
Qst. distributed and not returned 1,469 515 599 355
TOTAL NON-RESPONSE 4,759 1,646 1,841 1,272
      
Completes collected 5,794 2,243 2,169 1,382
Completes mailed back 422 206 153 63
TOTAL COMPLETES 6,216 2,449 2,322 1,445
      
PASSENGERS ON SAMPLED CARS 
(Total completes+Total Non-response) 10,975 4,095 4,163 2,717
        
Response Rate & % of Riders Who Completed 
Survey    
        
PASSENGERS ON SAMPLED CARS 10,975 4,095 4,163 2,717
Less:      
  Children Under 13 (163) (32) (51) (80)
  Language Barrier (140) (47) (47) (46)
  Sleeping (327) (136) (120) (71)
POTENTIAL RESPONDENTS 10,345 3,880 3,945 2,520
        
TOTAL COMPLETES 6,216 2,449 2,322 1,445
        
Response Rate 1 60.1% 63.1% 58.9% 57.3%
% of Riders Who Completed Survey 2 56.6% 59.8% 55.8% 53.2%

 
 
     

Distribution Rate     
PASSENGERS ON SAMPLED CARS 10,975 4,095 4,163 2,717
Less:      
  Children Under 13 (163) (32) (51) (80)
  Language Barrier (140) (47) (47) (46)
  Sleeping (327) (136) (120) (71)
POTENTIAL RESPONDENTS 10,345 3,880 3,945 2,520
        
Total Completes 6,216 2,449 2,322 1,445
Qst. taken home and not returned by Oct 19 1,469 515 599 355
Partials (not processed) 260 78 118 64
TOTAL QST. DISTRIBUTED 7,945 3,042 3,039 1,864
        
Distribution Rate 3 76.8% 78.4% 77.0% 74.0%

 

 

1 Total Completes divided by Potential Respondents    
 2 Total Completes divided by Passengers on Sampled Cars    
 3 Total Questionnaires Distributed divided by Potential Respondents    
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CODING OF RESPONDENT COMMENTS 
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CODING OF RESPONDENT COMMENTS 
 
 

EDITING AND CODING 
 
This section outlines editing and coding procedures utilized on the 2008 BART Customer 
Satisfaction Study. For the most part, information as provided by the respondent on the self-
administered questionnaire was entered as recorded. 
 
Editing procedures, where disparities occurred, were as follows: 
 
Scaling Questions 
• If multiples occurred where only one response was acceptable (e.g., both 5 and 6 circled on the 

Poor - Excellent scale or Agree Strongly and Agree Somewhat both checked), the answer input 
alternated between the higher and lower responses. On the first occurrence we took the 
higher response, and on the next occurrence we took the lower response, etc.  

• In cases where bipolar discrepancies were observed (e.g., both 1 and 7 circled) the midpoint 
was used. Sometimes respondents would include notes like poor in this respect and excellent 
in another respect for a specific attribute. 

 
The back side of the questionnaire included a section for comments. Overall, 2,268 respondents, 
or 36%, provided comments. All of these written comments were typed into a database. The 
comments were then split and coded using a list of "department specific" codes provided by 
BART. The code list and incidence for each code are listed on the following page. 
 
Printed reports listing the verbatim comments for each code are made available to the BART 
departments responsible for each area. This provides them with an additional tool to understand 
the reasons for customer rating levels. 
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2008 Customer Satisfaction Study 
Code Sheet – Comment Code Frequencies 
[FREQUENCIES FOR EACH ARE INDICATED IN BRACKETS] 
 

1 Agent availability [6] 
2 Bus connections/MUNI connections/Caltrain connections [33] 
3 Bike issues [217] 
4 General compliments [90] 
5 Disability issues [21] 
6 Escalators and elevators (except cleanliness) [32] 
7 Extensions [97] 
8 Fares and fare policies [279] 
9 Graffiti [3] 
10 Landscaping [6] 
11 Lighting [4] 
12 Other specific comments [32] 
13 PA (Public Address System) issues [66] 
14 Personnel (except police) [59] 
15 Parking [137] 
16 Police/enforcement issues (except bikes) [220] 
17 Overall station condition/state of repair [25] 
18 Station cleanliness (except graffiti) [74] 
19 Service - type of service, amount of service, etc. [720] 
20 Signage, maps, and printed schedules [100] 
21 Seats on trains [91] 
22 Comments about surveys/research [13] 
23 Train cleanliness - including interior, seats, and exterior (except graffiti) [186] 
24 Temperature [38] 
25 Fare collection - general (lines/confusing/change/tickets with low amounts) [58] 
26 Fare collection equipment (machines-faregates broken/don’t work/don’t accept bills) [34] 
27 Refunds [17] 
28 Tickets (de-magnetized, cannot read balance amount, do not work) [18]   
29 Windows/etching [5] 
30 Not used 
31 Need for more restrooms/bathrooms/open restrooms [49] 
32 Car overall condition (change carpets/musty/doors not working) [232] 
 
51 Delays/delay information [51] 
52 Train noise [74] 
53 Computer/Internet/WiFi/web site [30] 
54 Peak fare pricing/congestion pricing [38] 
55 Lost and Found [6] 
 
40 Other [20] 
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Appendix G: 
QUADRANT CHARTS BY 

RIDERSHIP SEGMENT 
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QUADRANT CHARTS BY RIDERSHIP SEGMENT 
 
The chart titled "2008 Quadrant Chart" (See “Detailed Results”) is designed to help set priorities 
for future initiatives to improve customer satisfaction. It identifies those specific service 
attributes that are most important to BART customers on average and also shows which service 
attributes rate lowest. The "Target Issues" quadrant (top left) displays the most important 
service attributes in need of attention.  
 
Values along the horizontal axis are average ratings. Customers marked their ratings on a scale 
of 1 = poor and 7 = excellent, so higher ratings on the right side of the Quadrant Chart are 
better scores and those on the left side are worse. The vertical axis ("Derived Importance") scale 
was derived by correlating each of the service attributes with customers' overall satisfaction 
levels. Those service attributes having strong correlations with overall satisfaction are seen as 
"More Important,” while those with weaker correlations are seen as "Less Important."  
 
For example, customer ratings of on-time performance are very strongly correlated with overall 
satisfaction (i.e., customers that are happy with BART's on-time performance tend to be more 
satisfied overall, and conversely customers that are disappointed with on-time performance tend 
to be less satisfied overall). On the other hand, customer ratings of map/schedule availability 
have only a weak correlation with overall satisfaction (i.e., it is not uncommon for customers to 
rate map/schedule availability highly, even though they are dissatisfied overall with BART 
services). Therefore, on-time performance is located in the upper part of the chart, while 
map/schedule availability is located in the lower part.  
 
Specific values along the vertical axis are derived by calculating ratios between correlation 
coefficients for each service attribute and the median correlation level. Those service attributes 
above 100 are more correlated with overall satisfaction, while those below 100 are less so. 
 
Note that some service attributes are seen as fairly unimportant on average because not all 
customers are affected by them, even though they are quite important to specific customer 
segments (e.g., parking availability, elevator cleanliness, restrooms, and bicycle parking).  
 
Also, note that more sophisticated statistical tests, utilizing factor and regression analyses, were 
done for the 1996 and 1998 Customer Satisfaction reports. This testing was not done in 2008, 
2006, 2004, 2002 or 2000 as it has been generally consistent with the correlation coefficients' 
ratios used in the Quadrant Chart. Please refer to the 1998 Customer Satisfaction report for 
information on additional statistical testing done in past years. 
 
The following pages show the Quadrant Charts for each of the three sample ridership segments: 
peak, off-peak, and weekend riders. 
 
 

 

BART Marketing and Research Department 87 
Corey, Canapary & Galanis Research 



2008 BART CUSTOMER SATISFACTION STUDY  

2008 Quadrant Chart (Peak)
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2008 Quadrant Chart (Off-Peak)
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2008 Quadrant Chart (Weekend)
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