
1

Updates on 
SoCal 
Transportation 
Study

SCAG Modeling Task Force

September 25, 2024



2SOUTHERN CALIFORNIA ASSOCIATION OF GOVERNMENTS

ACKNOWLEDGMENTS

Department leadership: Hsi-Hwa Hu

LA Metro partnership: Kalieh Honish, Chaushie Chu, Tony Catalina 

Project team: Bayarmaa Aleksandr, Tom Vo

Cross-division / department support: 

Annie Nam, Philip Law, Warren Whiteaker, Ana Vallianatos 

KiHong Kim, Jaimee Lederman, Joseph De La Riva, Richard Lam, Javier Aguilar, JungA Uhm, 

Hao Cheng, John Cho, Krista Yost, Rachel Om

RSG, WestGroup Research: Youme Yai, Jeremy Wilhelm 



3SOUTHERN CALIFORNIA ASSOCIATION OF GOVERNMENTS

PROJECT BACKGROUND
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History  

SCAG manages/participates in survey related projects for decades: 
• 1960, 1967, 1976 

• 1991 Southern California Origin-Destination Survey 

SCAG & 5 CTCs in the SCAG region: Applied Management & Planning Group (consultant)    

• 2001 Post-Census Regional Travel Survey

SCAG & 6 CTCs in the SCAG region: NuStats (consultant)  

• 2010-2012 California Household Travel Survey (CHTS)

Caltrans, SGC, CEC, 8 MPOs including SCAG: NuStats (consultant)  

• 2017 California MPO Cooperative Household Travel Survey

MTC, SCAG, SANDAG, SACOG: RSG (consultant) 

• 2019 the Future of Mobility: Analyzing the Impact of Ride-hailing on California Communities (TNC passenger survey) 

SANDAG, SCAG, MTC, SFCTA, Caltrans: RSG (consultant) 

• SCAG Regional Travel Survey (SoCal Transportation Study) 

SCAG & LACMTA: RSG / WestGroup Research (consultants) 

PROJECT BACKGROUND 

• 2012 CHTS Supplement 

SCAG: Abt-SRBI (consultant) 
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SoCal Transportation Study   

Objectives: 

• Support both SCAG Modeling & Planning for 2028 RTP/SCS and beyond  

• Base year model estimation and validation 

• Transportation policy analysis in the post-pandemic recovery era 

• Evaluation for emerging changes in activity and travel patterns for planning strategies     

• Develop a recurrent travel survey program to collect and process HTS data 

• Support LACMTA model development 

PROJECT BACKGROUND 
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SoCal Transportation Study   

Data Collection Waves: 

• Wave 1 (Fall 2024): Sept. 19 – Nov 3, 2024: 800 complete households

• Wave 2 (Spring 2025): 2,075 complete households 

• Wave 3 (Fall 2025): 875 complete households 

Sample Size:  

• 3,750 complete households 

• 3,500 complete households through address-based probability sampling (ABS)

• 250 complete households through non-probability sampling

PROJECT BACKGROUND 
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SoCal Transportation Study   

Project outputs:   

• Survey data: household table, person table, vehicle table, travel day table, trip 

table, tour table, trip route location table

• Raw and Post-processed, Unweighted and Weighted 

• Data user guide, codebook 

• Technical documentation on survey design & methodology, sampling, 

questionnaire, outreach, QAQC, weighting / expansion 

• Reports and presentations     

PROJECT BACKGROUND 
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SURVEY QUESTIONNAIRE & INSTRUMENTS 

Goal: develop an industry-standard and customized questionnaire and instruments that capture all 

essential data needed for use in SCAG ABM and policy analysis

Reviewed by SCAG modeling, planning departments, LA Metro modeling, and WSP 

Translated by SCAG Media & Public Affairs 
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Survey Questionnaire 

Industry-standard, customized to SCAG region: 

• SCAG closely follows best practices and industry trends:  

• Collaboration with SANDAG, MTC, SACOG on standardizing survey design

• Build on top of 2023 MTC HTS questionnaire  

• Reviewed by SCAG modeling & planning departments, Media & Public Affairs, 

Metro modeling, and WSP 

Sections: 

• Recruitment survey 

• Daily surveys 

• Trip diaries 

• Child proxy survey

SURVEY QUESTIONNAIRE & INSTRUMENTS 
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Survey Instruments 

Survey Modes:  

• Smartphone-app: rMove (iOS and Android): 7-day travel 

period 

• Online: rMove for Web: 1-weekday travel period 

• Call Center (facilitated by WestGroup Research): 1-

weekday travel period 

SURVEY QUESTIONNAIRE & INSTRUMENTS 
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PARTICIPANT RECRUITMENT

Primarily using probability-based Address-Based Sampling (ABS): greater confidence in resulting 

analysis and weighting  
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Address-Based Sampling (ABS)

Study region: 

• SCAG six-county modeling area excluding Census Block Groups with No 

households reported in the 2018-2022 ACS 5-Year estimates

PARTICIPANT RECRUITMENT 

Sampling frame: 

• All households in the study region excluding any 

group quarter population 

• Draw a random sample of addresses from all 

residential addresses in the sampling frame

• All households within each Census block group 

have an equal chance of selection for sampling
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Oversampling 

Hard-to-reach oversample strata: Census block groups in the sample frame 

with: (not working)   

• Low Income: at least 50% of households earning less than $25,000 per year, or

• BIPOC (Hispanic and/or Black, Indigenous, or People of Color): at least 50% of 

population identified as BIPOC, or 

• Limited English: at least 25% of households speak limited English

PARTICIPANT RECRUITMENT 
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Oversampling 

PARTICIPANT RECRUITMENT 
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Oversampling 

Hard-to-reach oversample strata: Census block 

groups in the sample frame with: 

(applied in Wave 1 differential incentive, inform 

sampling of Waves 2 & 3)   

• Low Income: at least 20% of households earning 

less than 2024 federal poverty level per year, or

• Zero-Vehicle:  at least 20% of households having 

zero vehicles

PARTICIPANT RECRUITMENT 

Household Size Household Income

1 $15,060 

2 $20,440 

3 $25,820 

4 $31,200 

5 $36,580 

6 $41,960 

7 $47,340 

8 $52,720 
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Oversampling 

PARTICIPANT RECRUITMENT 
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Sampling 

Response rate: 

• 2.15% for both General strata and Hard-to-Reach strata in Wave 1 (based on 

observed and recent response rates in similar region among similar 

populations)

• Tailored response rates in Wave 2 and 3 informed by Wave 1 data collection 

to meet overall sample size target 

PARTICIPANT RECRUITMENT 

Future Waves:   

• Oversampling strategies will be applied based on findings of the Wave 1 data collection

• Supplemental targeted recruitment will be considered as needed: Community-based 

Organization, transit rider contact list
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PARTICIPANT ENGAGEMENT 

Goal: develop a set of engaging, professional materials to support the project’s creditability and 

response rate  

Support from SCAG Media & Public Affairs 
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Project Branding  

Transparency, consistency, and accessibility boost project’s legitimacy:

• Name: SoCal Transportation Study 

• Logo

• Website: https://scag.ca.gov/socal-transportation-study 

Participant support:

• E-mail: help@SoCalTransportationStudy.com 

• Toll-free phone: (833) 313-9555 

• Team: WestGroup Research / RSG

PARTICIPANT ENGAGEMENT 

https://scag.ca.gov/socal-transportation-study
mailto:help@SoCalTransportationStudy.com
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Project Communication: Invitation Letter 

PARTICIPANT ENGAGEMENT 
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Project Communication: Envelop  

PARTICIPANT ENGAGEMENT 
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Project Communication: Postcard (front)   

PARTICIPANT ENGAGEMENT 
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Project Communication: Postcard (back)   

PARTICIPANT ENGAGEMENT 
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Campaign   

Increase public awareness of the project:

• SCAG Media & Public Affairs  

• Email list 

• Social media news post  

• Government Affairs Officer communication 

• Newsletter

• Executive Director report  

• Coordinated campaign with LA Metro

• Future consideration:  

• Invitation to members of Community-based Organizations (CBO): historically  

underrepresented demographic groups  

PARTICIPANT ENGAGEMENT 
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SURVEY INCENTIVES

Offering incentives is a cost-effective method to reach target sample size within budget 

Incentive Structure: Direct and Differential 
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Why Offers Incentives? 

Evidence-based benefits when probability sampling methods are used:    

• Improve the overall response rate

• Higher response rate -> Larger sample size -> Improved quality of resulting survey data

• Improve representation of survey samples 

• Reduce non-response bias: certain demographic groups are systematically less likely to 

participate   

• Decrease the cost of survey project 

• Higher response rate -> fewer ABS mailed invitation -> lower printing & postage cost

SURVEY INCENTIVES

Target Sample 

Size

# of Mailed 

Invitation 
Mailing-related Cost Incentive Cost

Response Rate: 2.5%

No Incentive
300 12,000 12,000 x $ $                      -   

Response Rate: 3%

Incentive: $10
300 10,000 10,000 x $ $             3,000 
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Differential Incentives 

Offering extra incentives to “hard-to-

reach” demographic groups:    

• A universal incentive value range is 

displayed in printed materials 

• Offer higher incentives to qualifying 

households based on info gathered in the 

recruitment survey 

SURVEY INCENTIVES

Category
Incentive for 

Completion

Response 

Rate

Highest Expected Response
(< 30% Non-White, ≤ 20% Income > $25K)

$15 6.80%

High Expected Response
(30-55% Non-White, ≤ 20% Income > $25K)

$15 4.10%

Medium Expected Response
(> 20% Income > $25K)

$15 4.10%

Low Expected Response

(55-70% Non-White, ≤ 20% Income > $25K)
$15 3.30%

Lowest Expected Response
(≥ 70% Non-White, ≤ 20% Income > $25K)

$25 4.30%

2021 PSRC HTS RESPONSE RATE BY DEMOGRAPHIC BY INCENTIVE AMOUNT 
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Incentives Structure  

Hard-to-reach demographic for higher incentives:

• Reported household income below the 2024 federal 

poverty level, or 

• Not a fixed income threshold, account for household size 

• Reported zero household vehicle ownership 

• Informed of incentive amount after recruitment survey

• Incentive paid after the survey is complete

SURVEY INCENTIVES

Mode Travel Period Base Incentive Higher Incentive

Smartphone-app 7 days $20 per adult participant $30 per adult participant

Online / Call Center 1 day $15 per household $25 per household
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Incentives

Only households that complete the study are provided with incentives:

• Logistics: managed by RSG 

• Format: 

• Electronic or physical gift card (Visa, Wal-Mart, Target, Amazon)  

• Decline incentive: charity donation  

• Future consideration:  

• Invitation to members of Community-based Organizations (CBO) 

• Incentives to both CBO and survey participants recruited by CBO 

SURVEY INCENTIVES



30

For more information, please visit:

THANK YOU!

https://scag.ca.gov/socal-transportation-study 

https://scag.ca.gov/socal-transportation-study
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