p7
TRACTION ,@;1/

Quarterly Performance Review: FY26 Q1
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Performance Management

India L. Birdsong Terry
Nick Biggar



Organizational Scorecard: FY26 Q1

Success Goal FY 26 Q1 FY26 Q2 FY26 Q3 FY26 Q4 82.9/100.0
Outcome Points Points Points Points Points N ’
points earned

Customer 35 33.9

Experience

Community 20 150 e

Impact

Employee 20 12.1

Investment ' ‘

Financial

Health 25 21.9

100 82.9




Organizational Scorecard
Nick Biggar



Organizational Scorecard: FY26 Q1

Umbrella Metrics

Q1 Points Goal

Metric Goal Owner

Results Earned Points
Net Promoter Score (Quarterly)

Net Promoter Score (4-Quarter Rolling
Average)

35 I. Terry 38




Organizational Scorecard: FY26 Q1

Success Outcome: Customer Experience

Metric Sl Regt:lts ::r':;z P(c;:i):tls
Overall Customer Satisfaction 76% [N.Biggar| 79.6% 8.0 8
Personal Safety/Security - Perception 70% | F.Caver | 64.2% 4.6 5
On-Time Performance - Impression 76% F.Caver | 74.9% 7.9 8
On-Time Performance - Actual 83% | F.Caver | 82.6% 8.0 8
Vehicle Cleanliness - Perception 60% F. Caver | 54.3% 5.4 6
Total 33.9 35




Organizational Scorecard: FY26 Q1

Success Outcome: Community Impact

Metric Goal Owner Q1 Results :::nn; P(z(i):tls
Perception of Community Value 89% N. Walker-Minor| 87.5% 6.9 7
Transit Oriented Development - Activation 4 J. Rusnov 0 0.0 2
Transit Oriented Development - Progress 80% J. Rusnov 67.0% 2.5 3
CX Site Visit Closeout Compliance 70% N. Biggar 100.0% 5 5
Community Partnership Activities 85 N. V}/;afl::(;rl-(ﬁinor 18 0.6 3

Total 15.0 20




Organizational Scorecard: FY26 Q1

Success Outcome: Employee Investment

. Q1 Points Goal
rEUE EEE DRIED Results Earned Points
First Year Retention Rate - Mission

Critical Positions
Cultivate Internal Talent Pipeline 36% G. Fields| 36.4% 5.0 5
Professional Development Training
Hours (Non-Bargaining)

80% G. Fields| 65.0% 4.9 6

80% G. Fields| 52.6% 2.0 3

(10%, 20%,
30%, 55%)

Total 12.1 20

Wellness Incentive Participation G. Fields| 0.4% 0.3 6




Organizational Scorecard: FY26 Q1

Success Outcome: Financial Health

. Points Goal
Metric Goal Owner Q1 Results Earned Points
. $35M
Competitive Grants R. Gautam|$17,020,000 2.9 6
annually
Transfer from Revenue Stabilization $34M R Gautam $0.00 8.0 8
Fund annually
Expense Reduction -3% R. Gautam -4.2% 11.0 11
Total 21.9 25




February 2026 Customer

Experience Survey
Nicholas Biggar



Methodology
Fixed Route Bus, BRI,

Rail
Targeted customersriding or waiting for the bus throughout

m the day on weekdays, Saturday, and Sunday to obtaina
(3) (3) representative sample based on latest RTAridership data

é
Fixed Route Bus BRT “

416 completed surveys 446 completed surveys 424 completed
surveys
+/-4.8% at the 95% +/-4.7% at the 95% +/-4.8% at the 95%
level of confidence level of confidence level of confidence

Surveyed every 4th customer to ensure random sampling.

O EfC

10daysin the field
February 21stthrough
March 2nd, 2026

Administered by trained
surveyors using paper
questionnaires, tablet
interviews, and QR codes.

Customers who completed
the survey could be
entered into adrawing to
win a $500 Gift Card.



_____ O ETC
MethOdOIOQy Conducted Late Feb
onaucte ate repruary

Paratransit !
through March during
2026

ETC Institute used their hybrid approach to collect
over 400 surveys.

Received list of RTA Paratransit customers including

name, address, and phone number. Mailed survey and
o cover letter to 2,500 individuals who used Paratransit

services in the last quarter.

401 completed surveys After mailing survey
+/-4.9% at the 95% material, ETC followed up
level of confidence with text messages and

phone calls to recipients.



Key Customer Survey Metrics: Agency Overall

Trends
% Agreement Net Promoter Score
100% 100
90% 90
80% 750 76% 78% 9% 77% 75% 80
68% 68 % 68% 67% 68% 68%
70% 63% 64% 61% 5gop 70
530 54% 55
60% 48% 60
50% 37 50
40% 37 40
28
30% 23 30
20% 20
10% 10
0% 0
Overall Customer Satisfaction Personal Safety/Security Vehicle Cleanliness On-Time Performance NPS
Q12025 Q22025 Q32025 mQ42025 mQ12026




Key Drivers of Customer Experience: Fixed Route Bus
Most Important to Customers, Q1 2026

On-Time Performance

Vehicle Cleanliness

Cost of a Ride

Safety While Riding

Safety While Waiting

Route Convenience

Service Dates and Times

Operator Courtesy

Service Frequency

Travel Time

Operator Helpfulness

Ease of Finding Real-Time Schedule Adherence Information
Service Communication

Operators Driving Safely

Ease of Acquiring Information About Services and Routes
Operator Knowledge of System

Understanding of Service Offerings

Favorability of GCRTA Employees

Access to Employment

Spreading Information to Others
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Key Drivers of Customer Experience: BRT
Most Important to Customers, Q1 2026

0 50 100 150 200 250 300 350 400 450
On-Time Performance 419
Vehicle Cleanliness 314
Safety While Waiting 202

Costof a Ride maaa————— 197
Safety While Riding e 175
TravelTime mEE——————— 139
Service Dates and Times I 117
Operator Courtesy maaa—— 114
Service Frequency m———— 35
Route Convenience ma———— g3
Operator Helpfulness m———— 78
Ease of Finding Real-Time Schedule Adherence Information I G5
Service Communication m—m 4(
Operators Driving Safely mm 36
Ease of Acquiring Information About Services and Routes mm 22
Understanding of Service Offerings mm 20
Access to Employment mm 18
Spreading Information to Others mm 18
Favorability of GCRTA Employees m 11
Operator Knowledge of System ® 9



Key Drivers of Customer Experience: Rail
Most Important to Customers, Q1 2026

On-Time Performance

Vehicle Cleanliness

Safety While Riding

Safety While Waiting

Costof a Ride

Route Convenience

TravelTime

Service Dates and Times

Operators Driving Safely

Service Frequency

Ease of Finding Real-Time Schedule Adherence Information
Operator Courtesy

Operator Helpfulness

Service Communication

Ease of Acquiring Information About Services and Routes
Operator Knowledge of System

Access to Employment

Understanding of Service Offerings

Favorability of GCRTA Employees

Spreading Information to Others
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Key Drivers of Customer Experience: Paratransit
Most Important to Customers, Q1 2026

Safety While Riding

Operators Driving Safely

Safety While Boarding

Travel Time

Vehicle Cleanliness

On-Time Performance

Operator Helpfulness

Ease and Convenience of Trip Scheduline
Costof a Ride

Vehicle Comfort

Complaint/Concerns Resolved in Timely Fashion

0 50 100 150 200 250 300 350

I 324
I 202
I, 272
I 259
I 247
I 234
I 234
I 140

I 102

I 65

I 62



February 2026 Community Value

Survey
Nicholas Biggar
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90%
80%
70%
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Community Value Survey: Users and Value

Trends
Percent who use the service el Percent who find value personally e Pcrcent who see value to the region
88% 89% 92% 89% 89% 88%
79%
68% 68%
62%
57% 9%
51%
43% _—
36% 37% B
29% 28% 29%
26% 24%
29204 23%
18% 20%

W12022 W22022 W12023 W22023 W12024 W22024 W12025 W22025 W12026



Key Drivers of Community Value
Most Important to Community, Q1 2026

0 50 100 150 200 250 300 350 400 450

Access to Employment 421

Affordable Transportation 348
Providing Mobility to Low-Income Families and Individuals I_____—_—_—————— 99
Providing Mobility to Those With Special Mobility Needs I 265
Access to Health Care INEEEGEGEGEGGGGEGGGGG—— 220
Access to Leisure and Recreation I 210
Value to Region IS 159
Access to Education IIIEEENEEGEGNGNGG—— 166
Attracting and Retaining Jobs IIEEEEEGEGGG—G—— 146
Improving Quality of Life ma———— 137
Reduced Traffic Congestion I 119
Attracting and Retaining Qualified Workforce . 98
Environmental Sustainability IS 93
GCRTA Provides Value to You Personally s 62
Making Roads Safer mm—m 57

Improving Property Values W 11



Traction Cadence (2026)

Nick Biggar



Performance Management Cadence (2026)

Feb 2026 Mar 2026 Apr 2026 May 2026 Jun 2026 Jul 2026
Q4 2025 Q1 Performance
Performance Review Review
Board Report Tactics Review Tactics Review BoardReport Tactics Review Tactics Review
Tactics Review Tactics Review
Aug 2026 Sep 2026 Oct 2026 Nov 2026 Dec 2026 Jan 2027
Q2 Performance Q3 Performance
Review Review
Tactics Review Tactics Review Tactics Closeout TBD
Board Report Board Report
Tactics Review Tactics Review
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