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TDP OVERVIEW 
• 10-year plan 

– Major update every 5 years 
• Assess previous plan, operating, and local conditions 
• Analyze demographics of census tracts with a 

propensity to use transit to ensure service is being 
provided to major destinations. 

• Prioritize improvements 
• Update finances 
• Meet state requirement 

Sets the vision…  



VOTRAN Trends 
% Change (2004-2009) 

• General Performance Indicators 
 Strengths 
 Passenger trips: (+)6.0% 

 Neutral 
 Passenger fare revenue: (+)4.3% 
 Revenue miles: (-)3.9% 

 Challenges 
 Total operating expense per capita (2004 $): (+)6.7% 

  *2005, 2006, 2007, 2008, and 2009 operating expenses were 
deflated to 2004 dollars to show the actual percentage change.  

 

*Percentage changes were calculated using 2004-2009 National Transit Database data. 



VOTRAN Trends 
% Change (2004-2009) 

• Service Supply, Consumption, and Quality 
 Strengths 
 Passenger trips per capita: (+)6.0% 
 Passenger trips per revenue mile: (+)9.7% 
 Passenger trips per revenue hour: (+)8.4% 

*Percentage changes were calculated using 2004-2009 National Transit Database data. 



VOTRAN Trends 
% Change (2004-2009) 

• Cost Efficiency, Operating Ratios, and Fares 
 Neutral 

 Revenue miles per vehicle mile: (-)2.1% 
 Operating expense per passenger trip (2004 $): (+)0.6% 
 Average fare: (-)2.9% 

 Challenges 
 Operating expense per revenue mile (2004 $): (+)11.0% 
 Operating expense per capita (2004 $): (+)6.7% 
 Farebox recovery: (-)16.7% 

  *2005, 2006, 2007, 2008, and 2009 operating expenses were 
deflated to 2004 dollars to show the actual percentage change. 

*Percentage changes were calculated using 2004-2009 National Transit Database data. 



VOTRAN Peers 
(FY 2009) 

• Peer Selection Indicators 
– Revenue miles 
– Total operating expense 
– Vehicle operated in maximum service 
– Service area population 



VOTRAN Peers 
(FY 2009) 

– Capital  Area Transit System 
(CATS) 

– Sarasota County Area Transit 
(SCAT) 

– Chatham Area Transit 
Authority (CAT) 

– Lee County Transit (LeeTran) 
– Charleston Area Regional 

Transportation Authority 
(CARTA) 

– Pasco County Public 
Transportation (PCPT) 
 
 

http://catchacat.org/content/Default.aspx


• General Performance Indicators 
 % indicates Votran’s deviation from the peer group average 

 Strengths 
 Operating expense: (-)4.66% 
 Passenger trips: (+)4.43% 

 Neutral 
 Revenue miles (+) 0.28% 
 Vehicles operated in maximum service: (+)0.94% 
 Passenger fare revenues (-) 1.17% 

 Challenges 
 Service area population density (-)82.43% 

 
 

VOTRAN Peers 
(FY 2009) 

*Percentage changes were calculated using 2009 National Transit Database data. 



• Service Supply, Consumption, and Quality 
 % indicates Votran’s deviation from the peer group average 

 Strengths 
 Passenger trips per revenue mile: (+)5.43% 
 

 Challenges 
 Vehicle miles per capita: (-)14.28% 

 

VOTRAN Peers 
(FY 2009) 

*Percentage changes were calculated using 2009 National Transit Database data. 



• Cost Efficiency and Operating Ratio 
 % indicates Votran’s deviation from the peer group average 

 Strengths 
 Farebox recovery: (+)4.87% 
 Operating expense per passenger trip: (-)11.09% 
 Operating expense per revenue mile: (-)3.60% 
 Operating expense per service area capita: (-)20.93% 

 Challenges 
 Average fare: (-)3.35% 
 

 

VOTRAN Peers 
(FY 2009) 

*Percentage changes were calculated using 2009 National Transit Database data. 



Public 
Involvement 

• Review committee 
• On-board survey 
• Stakeholder interviews 
• Public workshops 
• Discussion group workshops 

 



On-Board Survey 
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*4,752 on-board surveys were completed 

Q1. Where are you coming from now? 

87% of respondents walked to the bus stop for the one-way trip 



On-Board Survey 
*4,752 on-board surveys were completed 

Q5. Where are you going to now? 

77% of respondents will walk to their final destination 
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On-Board Survey 
*4,752 on-board surveys were completed 

• 38% of respondents are long-time VOTRAN 
users (more than 4 years) 

• 65% of respondents use VOTRAN 5-7 days per 
week 

• 81% of respondents do not have access to a 
vehicle 

• 72% of respondents are permanent residents of 
Volusia County 



On-Board Survey 
*4,752 on-board surveys were completed 
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Overall satisfaction with VOTRAN service was rated an average of 4.10 



On-Board Survey 
 

 Average rider profile 
Age: 16-24 
Female 
White 
Earning under 

$10,000 
 There is little difference 

between the responses 
in the age and gender 
categories 
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Public 
Involvement 
• Current frequency and service span not convenient 
• VOTRAN does an effective job with the resources 

available  
• Applicability of flex routes and trolley service should 

be explored 
• Link service supplied to land use and population type 
• Bus is for the transit dependent 
• Additional amenities are needed 

 



Cost Saving 
Measures 
• Votran does not carry any debt  and has no 

unfunded liabilities 
• Eligible operating expenses are capitalized – 

saving $850,000 annually 
• Votran no longer coordinates Medicaid 
• Route 24 efficiencies implemented – daily trips 

reduced from 6 to 3 
• New Smyrna Beach Flex-route service initiated – 

hourly operating cost reduced by 30%  

 



Cost Saving 
Measures 
• Votran wages and step increases frozen since 

October 2009 
• Staff reduced from 245 in 2007 to 222 for 2011 
• Satellite garage opened on the west side to reduce 

cost 
• Fuel usage reduced from 875,352 gallons in 2007 to 

802,727 gallons in 2011 
• Votran continues working to establish partnerships 

to assist in funding public transit service 

 



Questions? 

Joel Rey, P.E., AICP 
Director of Transit Services 

Tindale-Oliver & Associates, Inc. 
jrey@tindaleoliver.com 
(813) 224-8862, Ext. 226 



Presented By: Ira Heller 

  Bright House  

  Media Strategies 

 

How the Volusia TPO can 

EDUCATE 
the 

Youth Market on Bicycle 
Safety 

Presented To: Volusia TPO Board 

  May 24, 2011 



Current Situation 
• In 2009, the Volusia TPO created a series of Walk & Ride 

Bicycle Safety Public Service Announcements 
• This year, the tips need to be updated to include a new logo, 

along with some other minor edits 
• Additionally new PSA’s need to be produced 
• Efforts this year are to encourage kids to walk and ride bikes to 

school, IN A SAFE MANNER 
• Messaging needs to be directed to kids 5-15 and their parents, 

in both English and Spanish 



To EDUCATE the  
Youth Living Market 

• Three Things Are Required 
– Reach the Right People – For Volusia TPO, the primary 

target is children 5-15 
 

– Deliver the Right Message – Use a combination of tips and 
News 13 spokespeople to promote the library of safety tips 
on Marketplace on Demand 
 

– High Frequency Delivery – Concentrate the message into 
fewer media selections to have greater impact 



Cable Advertising Advantage 
for the Volusia TPO 

• Cable’s Focus Is On Geographic Areas 
– Bright House Networks’ ability to zone allows Volusia TPO to concentrate their 

message where their customers live – Volusia/Flagler Counties. 

• Cable Targets Specific Audiences 
– With the wide variety of programming available on cable, Volusia TPO can reach their 

core audience – children 5-15 

• Cable Audiences are More Desirable 
– Cable audience tend to be better educated and have higher incomes 

• Cable Offers Greater Frequency 
– With cable’s cost efficiency, Volusia TPO can afford to run their message throughout 

the day, including prime time, reaching larger audiences with greater impact. 

• Cable Advertising is Cost Efficient 
– Cable allows Volusia TPO to add television, the world’s most powerful media, to their 

media mix and to take advantage of video’s sight, sound, creativity and impact. 



Bright House Networks Coverage 
– Volusia/Flagler Counties 

Bright House Networks – 
Volusia/Flagler Zone 
175,000 Households 



Network Advertising Schedule
Network Daypart Program Spot Count 

Mon-Sun, 8-11pm Prime Home Videos/Pretty Little Liars/ 
Greek/ Family Movies 18x per month 

Mon-Fri, 4-6pm 
Mon-Sun, 6-8pm 
Mon-Sun, 8-11pm 
Mon-Sun, 11pm-Mid 
Sat-Sun, 6am-6pm 

Late Afternoon Cartoons 
Early Evening Cartoons 
Prime Cartoons/Live Action Series 
Adult Swim Cartoons 
Weekend Cartoons/Movies 

12x per month 
16x per month 
28x per month 
14x per month 
28x per month 

Sat-Sun, 6am-6pm Weekend Cartoons 16x per month 

Mon-Fri, 6am-6pm 
Mon-Sun, 6pm-Mid 

Daytime Cartoons/iCarly/Spongebob 
Prime Cartoons/Teen Nick/Sitcoms 

16x per month 
12x per month 



Matching Advertising Schedule 

Network Daypart Program Spot Count 

Mon-Sun, 6am-Mid Broad Rotation 60x per month 

Mon-Sun, 6am-Mid Broad Rotation 60x per month 

Mon-Sun, 6am-Mid Broad Rotation 40x per month 



Monthly Network Schedule 
Summary - Volusia/Flagler 

• Monthly Commercials – 160 Paid/160 No Charge Match 
• Monthly Investment - $684 
• Schedule would run for 12 Months 



Spanish Advertising Schedule 
Full Central Florida Coverage 

Network Daypart Program Spot Count 

Mon-Sun, 6am-Mid Local News Rotation 112x per month 

Mon-Sun, 6am-Mid Broad Rotation – News, Sitcoms, Soap 
Operas, Variety 112x per month 

Spanish networks are available as full Central Florida coverage only 



Monthly Spanish Schedule 

• Monthly Commercials – 224/224 No Charge Match 
• Average Monthly Investment - $0 
• Schedule would run for 12 Months 



Video on Demand/Web 

• Bright House Networks will place all English and all 
Spanish Bicycle safety tips on Marketplace on 
Demand/Nosotros on Demand 

• Bright House Networks will place banner ads on 
www.cfnews13.com  

• Total Cost of VOD/Web placement - $2,526 per month 
• VOD /Web placement would run for 12 Months 

http://www.cfnews13.com/


Video Production 

• Bright House Networks will edit all tips with a :05 second closing 
tag identifying the Volusia TPO and  FDOT as presenting 
organizations – English and Spanish Versions 

• Bright House Networks will produce two new Bicycle Safety Tips 
for placement on Video on Demand 

• Bright House Networks will produce two :30 promos featuring 
News 13 talent discussing the importance of Bicycle Safety and 
where to look for tips (MPOD/NOD) 
 

• Total Cost of Production Work - $2,200 



Campaign Summary-Annual 

• Kid’s Advertising Schedule – 1,920 Commercials for $8,208 (20.8%) 
• Matching Schedule – 1,920 Commercials @ N/C 
• Spanish Schedule – 2,688 Commercials for $0 
• Matching Schedule – 2,688 Commercials @ N/C 
• Video on Demand/Web - $29,112 (73.7%) 

 
• 12 Month Investment - $37,320 
• One-Time Production Charge - $2,200 (5.5%) 
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