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Introduction

Technology has changed how
commuters receive their traffic
information and how it is consumed.
These changes are important to

the providers of traffic information
and how they are distributed via TV,
websites, smartphones, tablets and
radio.

To learn more about how and why
users access traffic information, The
Weather Company, an IBM Business
(Weather), commissioned a national
survey of consumer attitudes and
behaviors. The study was conducted
by an independent firm, CJ&N, and
was based on 800 online samples
between the ages of 18-54, who
check traffic and road conditions at
least twice a week.
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Key benefits:

/

[<X]

TV is a primary traffic
information source

Mobile is rapidly
gaining ground

Stations have an
opportunity to leverage
viewers into mobile viewers




General findings

REWS'= LIVE TRAFFIC CAMERAS
: 1-84 at Exit 57 to I-91 Southbound
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The research showed that overall, TV

is the most important source for traffic
information for consumers, especially in
the early morning hours (before people
leave for work). However, mobile is
gaining momentum as a critical source,
as consumers turn to their smartphones
and tablets once they are away from
home for the day.

Importantly, TV and mobile apps are
closely connected in terms of consumer
use and loyalty. TV stations strongly
influence which apps consumers
download and use, and which websites
they visit for information. This gives

TV stations an opportunity to leverage
viewer loyalty into increased mobile use
and revenue.

It should be noted that these trends
hold true across all regions in the U.S.
and most demographics, with a few
interesting exceptions.




Consumers were asked, “How often
do you check local traffic information
and road conditions for your area —
from any source?”

How often do
consumers check
traffic?

A core group of consumers check
traffic several times, but the largest
group consists of those who check
about once a day. Overall, about 40
percent to 50 percent of consumers
check traffic at least once per day.

The study shows men check for
traffic more often than women,

and the 25-34 age group checks

far more often than other groups.
Also, checking traffic reports is fairly
consistent across regions. Although
Northeast and West have the highest
frequency—possibly related to the
higher population density.
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Frequency of checking for local traffic information: by region

West (317) 15% 15%
Soutn (509 m i b
Midwest (335)

Northeast (265)
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Frequency of checking for local traffic information: by gender and age

Total (1421)
Men (676)
Woman (745) “
18 - 24 (260)
25 -34 (383)
35-44 (412)

45 - 54 (366)
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Why dO consumers Consurpers were a.sk'ed to mo'llcate Reasons for checking traffic information: weekday mornings
what kinds of traffic information are

ChECk trafﬁC? or would be useful. A clear difference 60% o9%

54%
was found between weekday
commuting periods and other times o
of the week.
40%
. . . 31%
During morning and evening 30% 20% 7%
commute times, consumers check
traffic for three main reasons: 20%
10% 8%
— To learn weather and road l
conditions 0o |

Weather & Road Drive Times on Traffic Maps Drive Times on Best Routes for Best Routes for Don't Need

Conditions Key Routes to/ Routes for Errands/Activities Getting to Traffic Info at this
. . from Work Errands/Activities Events/Activities Time
— To see drive times on key routes
to/from work Reasons for checking traffic information: weekends
— To view traffic maps 40% o
35% 35%

35% 33%
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30%
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15%
and activities.
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Best Routes for Best Routes for Drive Times on Weather & Road Traffic Maps Drive Times on Don't Need
Events/Activites Errands/Activities Routes for Conditions Key Routes to/ Traffic Info at this
Errands/Activities from Work Time
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Where do
consumers get
traffic information?

Consumers get traffic information
from a wide variety of sources, and
time of day heavily influences their
choices.

Weekday mornings - There

is a strong reliance on TV as
people prepare for their morning
commute. Using smartphone
apps is a close second. This holds
true until about 7:30 a.m.

During the weekday and into

the evening - Smartphone use
increases, presumably because
people are at work or on their way
home.

On weekends - TV again is used
more often, with smartphones
coming in second.
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How do different

How do different demographics

access traffic information?

demographics
access traffic
information?

Men and women - have very
similar habits regarding which
sources they prefer.

18 - 34 - Smartphones are
the preferred source of traffic
information for younger
consumers.

45 - 54 - Consumers over the age
of 34 prefer TV, especially those
in the 45-54 age group. Radio is
the second source for this older
demographic.



HOW are these Traffic infgrmation is an. influencing Traffic as an influence on choosing a local morning newscast
factor to viewers watching TV news.

demograph ICS Studies show that one of the main Total (552) o
H reasons viewers will watch certain
| nflue nced? o . Men (307) I Reason
¢ stations is based on the traffic Not to
information. Women (245) Watch
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What do
consumers value
about each source?

Consumers rate the various sources
of traffic information about equal in
terms of value, with smartphones
being rated highest as an “excellent
source” by 44 percent of consumers.
This may be because smartphone
apps are the most personalized and
available source.

While consumers rated the sources
roughly equal, each source was seen
as having its own unique advantages:

— TV convenience of live pictures
and reports

— Internet convenience of lost of
information in one place

— Smartphone convenience of
mobility

— Radio convenience of listening in
the car
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Rating traffic information sources
Total (657)
Men (324)

Women (333)
18-24 (116)

25-34 ( 205)

35-44 (204)

45-54(132)
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What role does
social media play?

The role of social media in traffic
information varies widely depending
on demographics.

The charts below show how
consumers answered when asked
about their interest in getting local
traffic updates through Facebook and
Twitter. Both sources were generally
rated highly by consumers, with a
high percentage either “very” or
“somewhat” interested. However,
there are relatively low “very
interested” numbers for age groups
18-24 and 45-54 on both platforms.
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Interest in Facebook for traffic information
Total (657)
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Interest in Twitter for traffic information
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How does mobile
relateto TV?
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The research found a strong
connection between mobile apps
and the TV stations that consumers
watch. Specifically, consumers prefer
to use an app from their local TV
station over any other source. They
also value their TV station’s website
over other websites. This suggests
that consumers have a significant
loyalty for a TV station’s traffic news,
and they value accessing that source
via mobile as well as television.

In addition to the usual traffic
information, mobile device users
want the ability to:

— Find routes from one place
to the next

— Receive alerts about problems
on their route

— Plug-in their route and learn
about possible delays and
problems
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Which apps are used for information about local traffic and road conditions?
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Finally, it’s worth noting that while mobile users value traffic information, they prefer
an app that has traffic included with other news, as opposed to a traffic-only app.



Conclusion
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It’s clear that while TV is the major
source for traffic information, mobile
apps are gaining in importance. This
trend will no doubt continue as the
population becomes increasingly mobile
in information access and use.

Providers of traffic information should
consider:

— Smaller screen graphics for
mobile devices

— Audio alerts for traffic news

— “Alternate routes” technology
for all platforms

In particular, TV stations should look for
ways to leverage consumer loyalty by
developing their own traffic apps and
cross-promoting them on broadcasts
and social media.
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