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Q2 2015 Customer Satisfaction Survey Results

Date: September 28, 2015
To: TTC Board

From: Chief Executive Officer
Summary

The purpose of this report is to provide an overview of the Q2 2015 Customer
Satisfaction Survey results. The report is for information only and will include the
objectives of the study, methodological approach, respondent profile, key findings,
trending analysis, opportunities for improvement and next steps.

Detailed results on key measures, such as overall customer satisfaction score, value for
money, and pride in the TTC and what it means to Toronto are included in the report.

Financial Summary

This report has no financial impact beyond what has been approved in the current year’s
budget.

Comments

The Board will be provided with Q3 2015 results in October, focusing on customer
perceptions during Pan Am/ Parapan Am Games.

Contact

Arthur Borkwood, Head of Customer Development
Strategy & Customer Experience Group

Toronto Transit Commission

Tel: 416 393 6085

Email: Arthur. Borkwood@ttc.ca

Attachments

Q2 2015 Customer Satisfaction Survey Report presentation to follow

Staff report for information on Q2 2015 Customer Satisfaction Survey Results
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CUSTOMER SATISFACTION SURVEY- Q2°15 RESULTS

September 28, 2015
Arthur Borkwood - Head of Customer Development
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OBJECTIVES

e« TTC Customer Satisfaction Survey (CSS) has been

Background conducted since 2012.

« The CSS is one of the critical measures of perceptions
about the TTC (other studies include: Wheel-Trans
Customer Satisfaction Survey, Mystery Shopper Survey,
Employee Engagement Survey and Stakeholder
Satisfaction Survey).

 The survey measures the overall level of customer

satisfaction with key aspects of service provided by the
TTC.

Objectives , : . :
e Tracking customer satisfaction over time,

 Identifying and understanding key drivers of customer
satisfaction and customer loyalty (pride in the TTC and
what it means to Toronto),

 |ldentifying and prioritizing critical areas for

improvement.
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METHODOLOGY

Method 10 minute telephone survey

 City of Toronto residents
Respondents e At least 13 years old

e Use TTC at least once every few weeks or more frequently

* Quarterly
Timing « Data is collected continuously on a quarterly basis, over a period

of 3 months to ensure sample is equally distributed by month.

Sample Size 1,000 completed surveys




TOP LINE RESULTS




OVERALL SATISFACTION

Overall satisfaction (79%) increased significantly and matches the
highest score achieved in Q2°'13.

Good/Excellent Satisfaction Ratings Over a Two-year Period

Q2’'12-Q2’15

Average Score: 74% e
79% 79% ] G

75%

75%

Q2'12 Q3'12 Q4'12 Q1'13 Q2'13 Q3'13 Q4'13 Q1'14 Q2'14 Q3 '14 Q4'14 Q1'15 Q2'15

¢ = higher or lower than previous wave or year at C.I. = .95 *Customer SatiSfa Ction
Q10. How satisfied were you overall with the quality of the TTC’s service on the last TTC trip you took, on
a scale of 1 to 10 where 10 is extremely satisfied and 1 is extremely dissatisfied? How would you rate the
9/17/2015 service on a scale of 1 to 10 for your last trip? 6 N\ y  /




SATISFACTION BY FREQUENCY OF TTC USéGE

The increase in the overall satisfaction score is driven by frequent TTC users.

Good/Excellent Satisfaction Ratings Based on Frequency of TTC Usage

83% 83% 83%
82%

81% 82%  82%1,,,
7% e

73%

71%  71%

69%

68%

Q2'12 Q3'12 Q4'12 Q1'13 Q2'13 Q3'13 Q4'13 Q1'14 Q2'14 Q3'14 Q4 '14 Q1'15 Q2'15
m:sig. nigheremmm(Qccasional: Once a week or less =li=Frequent: Daily to Several Times a week

than other

subgroups W
't‘ ¢ =sig. higher/ lower @
9/17/2015 than other waves 7 - L4
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SATISFACTION BY DIFFERENT MODES

Customer satisfaction in Q2’15 was higher across all modes.

Good/Excellent Satisfaction Ratings Based on Mode of Transportation

80% 1 Q2'14

/ ]
75%  75% 78% | o2
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SUBWAY: IMPROVEMENTS OVER

TWO-YEAR PERIOD

Overall Satisfaction - Importance vs Performance Maps - SUBWAY
Improve Protect
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.
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SUBWAY

<&t Subway Map

r———
axenesy & @)@
@




SUBWAY




SUBWAY

Overall Satisfaction - Importance vs Performance Maps - SUBWAY
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SATISFACTION BY SUBWAY LINE

Customer satisfaction has improved for Line 1 subway riders.

Good/Excellent Satisfaction Ratings Based on Subway Line
9 81%

78% 79%

71% 75% 0
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9/17/2015 't‘ ¢ =sig. higher/ lower 15 —-

than other waves
at .95



OPERATIONAL IMPROVEMENTS - SUBWAY

Reduction in the number and length of delays on Line 1 is likely
to have had a positive impact on customer perceptions.

1 Line 1 - Subway Delays

LINE 1 Delay Incidents Delay Minutes
Half-Year

Summary Q1-Q2 Q1-Q2 Change Q1-Q2 Q1-Q2 Change

2014 2015 2014 2015
TOTAL 4,188 3,663 -13% 8,822 6,516 -26%
Equipment 1,474 1,217 -17% 2,604 1,579 -39%
Staff 1,226 1,052 -14% 1,539 1,174 -24%
Customer 1,488 1,394 -6% 4,679 3,763 -20%

9/17/2015 16 —@.






BUS: IMPROVEMENTS OVER

TWO-YEAR PERIOD

Overall Satisfaction - Importance vs Performance Maps - BUS
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29 DUFFERIN BUS ROUTE

Reduced number of short turns on 29 Dufferin bus route is likely to have
400 had a positive impact on customer perceptions me.
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STREETCAR: IMPROVEMENTS OVER

TWO-YEAR PERIOD

Overall Satisfaction - Importance vs Performance Maps - STREETCAR
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STREETCAR
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STREETCAR

Overall Satisfaction - Importance vs Performance Maps - STREETCAR
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512 ST CLAIR STREETCAR ROUTE -

SERVICE IMPROVEMENTS

No. of Short Turns

9/17/2015

Reduced number of short turns on 512 St Clair streetcar route are likely to have
had a positive impact on customer perceptions.
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WHAT DRIVES CUSTOMER SATISFACTION?

Key Drivers Subway Bus Streetcar

=N
-

Operator helpfulness ]

Most
Influential
Factor

Trip duration Trip duration

= sig.
increase over
the last year
= sig.
increase over

past two years

Vehicle crowding Vehicle crowding

a )

Trip smoothness

Helpfulness of
announcements

Staff Helpfulness [Operator appearance]

[ Personal safety ][ Personal safety

HH

Less
Influential

Factor [ Trip smoothness ] §§
28 N\ A

9/17/2015




FOCUS ON THE BASICS

By focusing on the basics and improving the core reliability of service, we
were able to increase levels of customer satisfaction in key areas, such as
wait time, trip duration, and level of crowding inside vehicles :

v
v
v
v
v
v

Revised schedules (& &

Improved route management has reduced short turns =lew
Improved headway performance g

Improved train turnaround time at end terminals ol
Reduced delays @

Improved customer safety through implementation of Safe Service
Action Plan g

29 —%@.



OPPORTUNITIES FOR IMPROVEMENT
@

v Further improvements to route management and
reliability through new staffing models and
technology

v Supporting increasing ridership

v Supporting access to employment and key city
services

v'Reduced traffic congestion
v'Reduced CO2 emissions

v'Public transit first

N\ 7 A
9/17/2015 30 _E.
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RESPONDENT BEHAV/IOURAL PROFILE

MODE OF TRANSPORTATION OF

TIME OF DAY OF LAST TRIP

FREQUENCY OF TTC MOST RECENT TRIP ON TTC
USAGE
68%
52% 1%
37% 28%
19%
Od:;eo: ;‘:::;a; C:‘r:::: e\r:)rr:«cf‘:w Subw ay Bus Streetcar Early/Morning Afternoon Rush Hour Evening/Night
Rush
more week weeks StclrltlE 9:31am — 3:31pm — 6:31pm -
often 9:30am 3:30pm 6:30pm End
PURPOSE OF LAST TTC TRIP - PURCHASE METHOD
Grocery = 55% 69% purchased from TTC

shopping, 5%

coming from
school; 9% Going
to/from
work, 40%

Attending to
personal
business, 27%

9/17/2015

Subway Collector/ Ticket Agent

27%

Adult Monthly

Metropass 23%

Cash Ticket/ Token Monthly Pass

0 -l




RESPONDENT DEMOGRAPHIC PROFILE

Gender

HOUSEHOLD INCOME

11% earn <$30,000
[ ) o 7% earn S30k — under S45k
m A 13% earn S45k to under $S65k
9% earn S65k — under S85k
" T 29% earn S85k +
30% DK/Prefer not to answer

-i[a]

AGE DISTRIBUTION ) ﬁ ® =
4
® [&]
OCCUPATION STATUS
63% work full-time or part-time
<25

7% are unemployed or at home
13% are students

18% 50% 32% 15% are retired

25-54 55+

33 —@.
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