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Understanding how the community perceives
LBT




Community Survey Overview

459 +4.9% Fall 2025

Total Responses Margin of Error Survey Period
+15 from 2024 95% confidence Multi-channel

Survey Approach:

* Random sample mailed postcards to about 3500 residents in LBT service area
* Follow-up via phone, email, text, and targeted social media

* Available in multiple languages: English, Spanish, Khmer, Tagalog

* Responses from both customers and non-customers

TI".ANSIT1



Who Responded?

Khmer Tagalog  Other

Race and Ethnicity (%) 20/, 1% 2%

Latino(a)(x) 43%

White 41%
Asian
Black
Other

Pacific Islander

American Indian

0% 10% 20% 30% 40% 50%

Demographics closely mirror the community profile, validating survey randomness
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Brand Recognition and Utilization

Community Ridership Profile

Community Awareness
No change from 2024

Never
used, 30%

v' 30% have never used LBT (down from 32% in 2024) — showing growth in ridership opportunity
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Key Factors Impacting Ridership

Takes too long — 24%

Safety concerns

No longer employed
Bus doesn't go
where | need

Started working
from home

Started taking
classes online

Fllz%

0% 5% 10% 15% 20%

Key Insights

Life Changes:

» 22% due to
employment/education
changes

Service Issues:

* 24% cite trip time

* 19% safety concerns
* 11% route coverage

Note: 40% cited 'Other’
(primarily car purchase)
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Community Perceptions of LBT

Overall Rating of LBT

T R 86% 57%
i Value to Value to

Good 39% Community Me Personally
38%
- No change No change
: 24%

3%
Poor L 6% 71% rate LBT as 'good' or 'very good' —
- up 5 points from 2024

Very poor ';:,Z"
: : ; ; . . Strong community recognition of LBT's
0% 10% 20% 30% 40% 50% value, particularly for those without
transportation access

2025 ®2024
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Why the Community Values LBT

Special mobility needs —

Affordable transport | 2%
Safe alternatives | 81%
Access to education | 51%

Sustainable practices | 78%
Medical access | 77%

Recreation/leisurc - | 1

0% 10% 20% 30% 40% 50% 60% 70% 80%

90% 100%
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Community Perceptions of LBT

79%
79%
74%
74%
67%
64%

Challenges
Personal safety: 45% agree they feel safe (26% disagree)
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What Would Encourage Ridership

More frequent service 32%
More routes/places 25%
Lower fares 25%

Better on-time 22%

Additional security 21%
Shorter trip times 18%
Closer stops 15%
Free wi-fi 14%
Cleaner buses 14%

Shelters at stops 12%

0% 5% 10% 15% 20% 25% 30% 35%
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Public Support for Transit Investment

Funding Opinion Trend

60% -

5 /O .

30% -

Believe funding should 20% -
be greater than itis now

10% -

0% -

Much greater Somewhat greater Stay the same Reduced

2024 ®2025

Strong community support continues, though down from 81% in 2024
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Community Net Promoter Score

National Average 0
0

50

100 -100 o 100

LBT is 63 points higher than the national transit average

Net Promoter Score: Community experience metric that measures how likely people
are to recommend LBT service to others

-100

Promoters: 39% would recommend LBT
Detractors: 37% would not recommend
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Top Take Aways: Community Value Survey

High Community Strong xmuniiy @

Awareness Value Ridership Opportunity

92% community awareness of 86% value LBT to the community 30% have neverridden LBT
LBT 65% support increased transit More service frequency is
No change from 2024 funding top ask

® ®

Personal Safety Concerns NPS Improvement

Only 45% feel safe Community NPS rose to +2
af stops or on buses 63 pts above nationd avg
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Understanding the Customer Experience




Customer Survey Overview

485 +4.9% Nov 2025

Total Responses Margin of Error Survey Period
Goal: 500 95% confidence Onboard & stops

Survey Approach:
* Paper intercept surveys conducted onboard buses
« Additional surveys at LBT stations and bus stops
* Balanced across all routes and service areas
» Customer debrief to ensure complete, accurate responses

TRANSIT



Customer Demographics

40%
35%
30%
25%
20%
15%
10%

5%

0%

Self-ldentified Gender
Non-binary/Oth

Age Distribution (%)

36%

22%
19%

9% 9%

5% I
‘AN NND)

Under 18-24 2540 41-54 55-64 65+
18

63% of customers are under age 40 (same as 2024)
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Race, Ethnicity and Language

Race and Ethnicity (%) Language Spoken at Home

Other
43% 1%

Latino(a)(x)
Black

White

Asian

Pacific Islander

American Indian

Other 1%

0% 10% 20% 30% 40% 50%

Ridership Profile is More Diverse than the Overall Service Area

e —— ey
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Income and Digital Access

Household Income Distribution

Under $25K — 51% 80%

$25K-$50K -_ 299, Make under $50K annually

$50K-$75K Y 16%

$75K+ F 5% 940/0

Own a cell phone
0% 10% 20% 30% 40% 50% 60% with internet access

LBT customers earn below Long Beach city median income of $84K
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Customers Rely on LBT

Frequency of LBT Use

Once/month or
less (3%)

2-3
times/month

71%

LBT is their ONLY way
to get around

If LBT not available:

» 70% would walk, take rideshare, or get a ride
* 16% would drive or carpool
* 7% would not make the trip

92% of customers ride at least 1-2 days per week
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Why Customers Ride LBT

Work — 43%
School [ 31% o
Shopping/Errands | 10% o

H o
Medical _- o Rely on LBT for
Leisure/Social [l 5% work and school

Other F 2%

0% 10% 20% 30% 40% 50%

LBT connects people to employment and education—exactly what the community values in transit
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Overall Customer Satisfaction

National Average

70/0 56%

Satisfied or 100 - 87 87
Very Satisfied 80 1
60 - 56
No change from 2024
40 A
20 A
0 -
National Avg LBT 2024 LBT 2025

LBT exceeds the national average by 31 percentage points
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Safety and Cleanliness

80% 1
70%

62% 61%
: i 43%
| 38% 35%

60%
50%
40%
30%
20%
10%

0%

LBT vs National Average (% Agree)

71%

Bus is clean Safe on bus Safe at stop
B National Avg B LBT 2025

LBT significantly exceeds national benchmarks on cleanliness and customer safety
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Timeliness and Service

90% -
80% -

70%
60%
50%
40%
30%
20%
10%

00/0

Timeliness Performance (% Agree)

77%
72%

i 66%

0,
| 58% 54%
| 48%

Bus runs Reasonable Frequency
on time time to destination satisfactory
B National Avg HLBT 2025

A Perceived on-time performance dropped 9 points to 66% — a key area for improvement

LONG BEACH
TRANSIT
24



Fares, Routes and Operators

Service Quality (% Agree)

90% A
80%
70%
60%
50%
40%
30%
20%
10%
0%

78% 80% 79% 80% 79%

Drivers Drivers Bus operates Routes Fares
helpful & operate at times convenient reasonable
courteous safely | need

B National Avg B LBT 2025

LBT operators and service quality ratings consistently exceed national benchmarks by 15-20 points
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What Customers Value Most

35% 1

30% -

25%

20% -

15% -

10%

5% -

0%

Top 5 Most Important Improvements

31%

26%

20%
18%

14%

OnTime Safe on bus Safe at stop Bus clean Traveltime

Top Changes to Enhance
Experience:

e Lower fares 32%
* More frequency 30%
. Beﬂ.er onboard 29,
security .
e Better security at

19%
stops .
* Longer operating

19%
hours

Opportunity to promote $1.25 fares and
LIFE discount programs for low-income
riders
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Quality of Customer Information

Customer service
85%
courteous

Adequate info

0,
sbout services I —— s

Communication

0,
rnaterils high quali, I s

Route/schedule

0,
info sasiy availablc I —

Feel informed about

0,
cenvce changes I o7

Adequately informed 0
about disruptions _ 64%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

85% of customers feel that LBT provides adequate information and courteous customer service

e —— e
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Customer Net Promoter Score

68% of bus customers are “Promoters,” meaning they selected 9
or 10 when asked, “On a scale of 0-10, how likely would you be to
recommend LBT’s bus service to a friend or family member”

LBT Customer NPS

Up from 50 (2024) )
National Average
World-Class Service 0

-50

LBT is 74 points above the national transit

100
average -100
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Top Take Aways: Customer Satisfaction Survey

High Customer Outs’rqn!!ng NPS .

Satisfaction Growth On-Time Performance

&% Sigﬁ;?ggr very Customer NPS rose to 58 Percewe(igpr);’rérge 1eilng
31 pts above national avg 7% RIS e Pellentl evg from 75% (2024) to 66%

Safety & Cleanliness Affordability
Opportunity
62% feel safe on bus; Lower fares & more
frequency

71% rate buses as clean L
aretop austomer priorities
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Key Takeaways: Opportunities

OPPORTUNITIES

FALL 2025 SURVEY RESULTS

Ia On-time performance perception

I e Personal safety perceptions at stops

I e Promote affordability
Io Bus stop cleanliness

Ie Service frequency and coverage
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Key Takeaways: Strengths

Customer satisfaction remains excellent

NPS grew to 58 - 74 points doove nationd avg

Strong community support
STRENGTHS

Excellent operators & service quality ratings
FALL 2025 SURVEY RESULTS

Connecting people 1o jobs and education

LONG BEACH
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Where We’re Going Next:

1
2,
©
4

Continue to Improve On-Time Performance
Enhancing reliability through targeted operational strategies

Increase Awareness of LIFE Discount Awareness
Expanding outreach to connect more customers with fare assistance

Elevate Affordability Marketing

Reinforang base fae ond overdl vdue

Reinforce Safety Messaging
Continue to communicate and highlight existing safety and security measures
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