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Executive Summary
The need for seatbelts on motorcoaches led to Congress passing the 2013 Final Rule [78 FR
70416] entitled, “Federal Motor Vehicle Safety Standards: Occupant Crash Protection”
mandating the installation of lap/shoulder seatbelts in all-new motorcoaches produced after
November 2016 (1). Approximately 1,200 new motorcoaches are manufactured yearly (2) and an
estimated 35,000 were on the road immediately before the Covid-19 pandemic. Many of these
existing motorcoaches are equipped with seatbelts. More and more passengers will be presented
with safety restraint systems going forward. But will passengers use them? In light of the fact
that millions of dollars have already been spent to equip buses with seatbelts and that millions
more will be invested in the next 5 to 10 years, it is both fiscally responsible and common sense
to promote seatbelt usage to maximize the benefits of these investments.
The objectives of this exploratory research were to:
• Gather and analyze information regarding the motorcoach seatbelt use in the New
England area and California;
• Identify and test the effectiveness of promotional actions to increase seatbelt use among
motorcoach passengers; and
• Create an effective national motorcoach seatbelt campaign “kit” to increase seatbelt
usage on motorcoaches.
Preliminary baseline seatbelt counts were conducted in Fall 2019 and Winter 2019/20 on
motorcoach services provided in the New England/New York area and California. According to
these counts, the overall observed averages of seatbelt use on the motorcoaches were 6.7% in
New England and 37.8% in California.
The pandemic not only disrupted motorcoach services around the U.S., but also impacted
seatbelt usage. For example, in Summer 2021 the overall observed average of seatbelt use on the
motorcoaches in New England dropped from a pre-pandemic level of 6.7% to 3.3%, and the
overall average of seatbelt use on the services included in California dropped from a prepandemic level of 37.3% to 28.2%.
The Research Team identified three promotional actions which increased seatbelt use on the
motorcoach services included in this research. These actions were: 1) an in-vehicle
announcement preferably made by the bus driver upon the departure from major pickup
locations; 2) a colorful graphic message attached to the back of each seat encouraging passengers
to buckle up; and 3) a message outside the vehicle either in the form of a sign located in the
platform area near the vehicle entrance or attached to the door of the vehicle or on the side of the
vehicle next to the door.
With promotional actions in place, seatbelt counts were also conducted in August-September of
2021. Following the implementation of promotional actions, observed seatbelt use increased
from 3.3% to 30.3% on the services in the New England area and from 28.2% to 47.8 % on the
services surveyed in California.
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A major conclusion drawn from this exploratory research is that a set of carefully designed
messages provided to passengers inside and outside of the vehicle appear to have the potential to
increase seatbelt usage. In addition, the study’s findings suggest that in geographic areas where
many passengers may have a first language other than English, having promotional actions and
items in additional languages may increase message effectiveness.
There is one important caveat for this study: this research was exploratory, employing small
samples in just two regional areas in the U.S., and involving a limited number of motorcoach
carriers and routes. Further research should be conducted to expand the geographic coverage and
sample size to explore the effectiveness of alternative promotional items.
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1.0 Introduction
This research project, entitled “Doubling Down with Seatbelts - a Proven Technology: Reducing
Fatalities and Injuries on Motorcoach Transportation,” was undertaken as part of the National
Safety Council Research Program, Subaward Number NSC 26524. The Road to Zero (RTZ)
initiative was launched in 2016 by the National Safety Council, Federal Highway
Administration, Federal Motor Carrier Safety Administration, and National Highway Traffic
Safety Administration with the goal of eliminating roadway deaths within 30 years. The need for
this research project is reflected in the quotes from a wide range of individuals including
government officials, industry leaders, and other stakeholder groups.
“I think the more we can use technology to help advance the use of seatbelts the better chance
people will start using them…constant reminders [to wear seatbelts] can help everyone realize
the importance of doing it …It’s a matter of changing behavior. You can’t force people to do
something if they are determined not to do it. But you encourage them to do the right thing...”
Al Smith, Corporate Director of Safety, Greyhound Lines, Inc,
“…the making of a habit of the passengers [to use seatbelts], that’s the ideal way to go right
now...” Jack Van Steenberg, Executive Director, FMCSA
“…We just have to be active and tell people to try seatbelts…you may be comfortable with it...”
Tyrone Ward, District Manager, Peter Pan Bus Lines
“…encouraging people to take that personal responsibility, making them know that a seatbelt is
there…it’s common sense to put it on…” Ken Presley, Vice President, UMA
“…[enticing people to wear seat belts]…starts with the message”
Brandon Buchanan, Director of Regulatory Affairs, ABA
“…the more you can put something in somebody’s face…the better off you will find
compliance…before boarding, having something in the waiting area, as well, about the
importance of [seatbelt usage]...” Jane Terry, Vice President, NSC

The quotes above are from the Final Report of the Intercity Bus Safety Summit held on Capitol
Hill in October 2017 and organized by Sara’s Wish Foundation (SWF) and the UMass
Transportation Center (UMTC). It was attended by more than 40 individuals representing dozens
of intercity motorcoach stakeholder groups in government, industry, and academia. Major
conclusions reached at the Summit were that: 1) current seatbelt usage among motorcoach
passengers is very low and almost non-existent in parts of the country; 2) there is no
comprehensive campaign to promote motorcoach seatbelt usage nationwide; and 3) a national
campaign involving government, industry, and academia should be created to promote seatbelt
usage on motorcoaches currently equipped with seatbelts.
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1.1 Problem Statement
The need for seatbelts on motorcoaches led to Congress passing the 2013 Final Rule [78 FR
70416] entitled, “Federal Motor Vehicle Safety Standards: Occupant Crash Protection”
mandating the installation of lap/shoulder seatbelts in all-new motorcoaches produced after
November 2016 (1). Approximately 1,200 new motorcoaches are manufactured yearly (2), and
an estimated 35,000 were on the road immediately before the pandemic. Many of these existing
motorcoaches are equipped with seatbelts. More and more passengers will be presented with
such safety restraint systems going forward. One concern is whether bus passengers will use
them. In light of the fact that millions of dollars have already been spent to equip buses with
seatbelts, and that millions more will be invested in the next 5 to 10 years, it is both fiscally
responsible and common sense to promote seatbelt usage to maximize the benefits of these
investments.

1.2 Research Objectives
The objectives of this research were to:
1. gather and analyze information regarding the current seatbelt use in New England and
California;
2. identify and test the effectiveness of promotional actions to increase seatbelt use among
motorcoach passengers, and
3. create an effective national motorcoach seatbelt campaign “kit” to increase seatbelt usage
on motorcoaches.

1.3 Report Outline
The remaining sections of this report are organized as follows. Section 2 describes the research
tasks. Section 3 presents the results of the ridership and seatbelt counts conducted along the
selected routes in New England and California. Section 4 provides the results of focus groups to
get feedback on promotional materials to encourage seatbelt use. Section 5 presents the study’s
conclusions and recommendations. Section 6 provides the list of references used in this study.
Section 7 includes appendices with additional information on the seatbelt counts, the focus
groups, and the design of seatbelt promotional actions and materials.
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2.0 Research Tasks
The research methodology included six major tasks.
Task 1. Perform “before” seatbelt counts to establish a baseline along motorcoach routes in
selected locations in the U.S.
Task 2. Develop a comprehensive plan to educate motorcoach passengers about the benefits of
seatbelts and to persuade passengers to wear their seatbelts.
Task 3. Implement and evaluate the comprehensive plan with the aid of “after” seatbelt counts.
Task 4. Conduct post-implementation focus groups.
Task 5. Prepare a campaign kit to increase seatbelt usage on motorcoaches.
Task 6. Prepare a final report.

2.1 Task Description
Task 1. Perform "before" seatbelt counts. The "before" seatbelt counts were conducted to
establish a baseline estimate of seatbelt usage prior to the implementation of the comprehensive
seatbelt education plan. These “before” counts were conducted by UMTC Team members
without passengers knowing that seatbelt usage was being observed. Counts were recorded using
special forms already tested in Fall 2018 by the UMTC Team on Peter Pan and Greyhound buses
and routes in New England. A copy of the count form appears in Appendix 1 along with
summary tables of baseline pre-pandemic ridership and seatbelt usage data.
These seatbelt counts were conducted along pre-selected motorcoach services provided in two
different regions in the U.S.: New England and California. New England and California were
selected to explore: a) regional differences in the U.S.; and b) the potential impact of the
presence and/or absence of a state law mandating seatbelt use. None of New England states at
present have a motorcoach seatbelt law, while California does have such a law (3).
Task 2. Develop a comprehensive plan to promote seatbelt usage. This plan was implemented by
the UMTC Team in collaboration with the motorcoach operators involved with the seatbelt
counts for Task 1. As part of the plan, the Research Team identified three promotional actions to
encourage seatbelt use among motorcoach passengers. These actions included: 1) an in-vehicle
announcement preferably made by the bus driver upon the departure from major pickup
locations; 2) a colorful graphic message attached to the back of each seat encouraging passengers
to buckle up; and 3) a message outside the vehicle either in the form of the sign located in the
platform area near the vehicle entrance or attached on the door of the vehicle or on the side of the
vehicle next to the door. See Appendix 2 for details. Other promotional items that were
considered by the Research Team but were not fully tested due to Covid-19 pandemic constraints
and associated logistical challenges include a large graphic message in the bus terminal and a
message displayed online to passengers when purchasing tickets.
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Task 3. Implement and evaluate the comprehensive plan. As mentioned above, actions included
in the plan were implemented in collaboration with the motorcoach operators involved with the
“before” seatbelt counts described for Task 1. After the selected promotional actions of the plan
were put in place, “after” seatbelt counts were conducted on the same motorcoach services/routes
on which the “before” counts were made. The “after” seatbelt counts were carried out using the
same onboard data collection procedure and count forms used in Task 1. The purpose of the
“after” counts was to assist in evaluating the extent to which the implementation of the actions in
the plan was effective in achieving the project goal of increasing seatbelt usage.
Task 4. Conduct post-implementation plan focus groups. Online focus groups were conducted
with motorcoach passengers traveling on routes in New England and California to understand the
motivational impact of the actions implemented in Task 3. These focus groups helped to
characterize the behavior of passengers after these actions were undertaken. Passengers on
motorcoaches while the “after” seatbelt counts were conducted were given a flyer inviting them
to participate in a focus group and indicating that they would be paid for their participation.
Market Street Research, Inc. conducted the focus groups. MSR screened potential participants to
ensure that they were age 18 or over and able to fully participate in the focus groups. The focus
groups were conducted online through real-time and asynchronous chats. Focus group
moderators inquired about participants’ experiences on their motorcoach trips, and most
importantly about which of the promotional actions they recalled, and how the actions may have
impacted their seatbelt usage. Participants were also shown pictures of the various promotional
actions and were asked which actions they liked most and why, as well as which actions had
little to no impact and why. They were also asked about improvements to the promotional
actions that might motivate them to increase their seatbelt usage.
Task 5. Prepare a seatbelt promotional campaign kit for nationwide distribution to motorcoach
operators. An analysis of “before” and “after” seatbelt counts and of the results of the online
focus groups helped identify the promotional actions that are likely to be the most effective in
increasing motorcoach seatbelt use. These actions have been included in a kit that will be
distributed by UMTC and FMCA, in collaboration with ABA and UMA, to motorcoach
operators for implementation nationwide. The UMTC Team already has strong relationships with
Concord Coach Lines, Greyhound, Peter Pan Bus Lines, and Santa Barbara Airbus, all of which
were actively involved in this study. Other companies identified as leaders and trendsetters will
be targeted to drive the campaign forward to a full-scale launch. Materials for a campaign kit are
included in Appendix 4.
Task 6. Prepare final report. The final report documents the results of all the tasks. The report
describes the problem addressed, project objectives, the research methodology and tasks, and
project impacts, outcomes, and products and then makes recommendations for future research
and programs to promote increased motorcoach seatbelt use.
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3.0 Results of the Ridership and Seatbelt Counts
3.1 “Before” Seatbelt Counts
Prior to the Covid-19 pandemic, the initial “before” seatbelt counts were conducted in Fall 2018,
Fall 2019, and Winter 2019/20 on motorcoach buses and routes in the New England/New York
area and California.
Based on these counts, the overall averages of seat belt usage in the New England/New York and
California areas surveyed are 6.7% and 37.8%, respectively. At a 90% confidence level and a
±3% precision level, the average seatbelt use observed in New England/New York ranges
between 3.7% and 9.7%. At a 90% confidence level and ±6% precision level, the average
seatbelt use observed in California ranges from 31.8% to 43.8%. The total number of
observations in New England/New York was 507 and in California was 286. Additional details
can be found in Appendix 1, Tables 1-5.
Based on the small sample of baseline counts, preliminary findings indicate that:
•

•

•

•

Overall, the average motorcoach passenger seatbelt usage level in the areas surveyed in
California (37.8 %) was more than 5 times higher than the overall seatbelt usage level in
the New England/New York area (6.7%). This difference may be due in part to the
implementation of a California State law requiring motorcoach passengers to wear
seatbelts, and vigorous actions taken by selected motorcoach companies in California in
response to the State law.
After the California law went into effect, some motorcoach companies became very
active in promoting seatbelt usage including signs in the vehicle and driver
announcements informing passengers that they are legally required to wear their
seatbelts. This study found that on buses in California where an in-vehicle announcement
was made encouraging seatbelt usage, the level of usage was about 42.6%, more than
double the usage on buses (19.7%) on which no announcement was made. Based on the
sample size and a 90% confidence level, the average usage rate in California when
announcements are made ranges between 37 % and 49%, and when announcements are
not made the average usage rate ranges from about 11% to 29%.
Seatbelt usage by route varies more in California (a low of 3.8% to a high of 92.2%) than
in the New England/New York area (a low of 0% to a high of 20%). This large variation
in California may be due in part to the variation in the level of effort made on each trip to
promote seatbelt usage with in-vehicle announcements, in-vehicle signage, and other
actions as stated above.
Other relevant observations include the following: passengers tend to use their seatbelts
when asleep; seatbelt usage may diminish when there is heavy traffic and the bus travels
at lower speeds; and, when passengers leave their seat, some do not put their seatbelt
back on when they return to their seat. Periodic in-vehicle announcements and audible
signals and digital displays above seats (similar to those in commercial airplanes) may
encourage riders to use their seatbelts at low speeds and to continue to buckle up when
they return to their seats.
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3.2 Pandemic Impacts on Motorcoach Industry and
Revised Project Plans
Within a few weeks of the start of the Covid-19 pandemic in early 2020, the motorcoach ridership
across the country dropped by 90-95%, creating havoc in industry operations. Initial expectations
that the pandemic would subdue by summer were short-lived and the industry continued to
experience a rapid decline. Without adequate support from the government, many small, charter,
and tour operators went out of business; medium size operators ceased their operations until better
times; and the largest operators were forced to dramatically shrink their services and introduce
major layoffs (4, 5). In April 2020, it was anticipated that $11.1 billion in sales and 64,000 jobs
would be lost due to the COVID-19 shutdown (6).
Partial reopening after the initial lockdown, including the resumption of limited weekend services
during the Summer and early Fall of 2020, provided some hope for the recovery. However, the
pace of the recovery indicated that it will be a slow, long, and painful process. At the same time,
industry leaders, together with support groups, federal and state governments, began to take actions
to provide financial aid to the suffering motorcoach industry (7, 8). While the industry was waiting
for such support, motorcoach sales dropped dramatically, and many pre-pandemic plans for fleet
replacement with newer and safer vehicles were put on hold (9). In the last few years, the industry's
prime focus has been on financial survival, instead of improvements in customer satisfaction and
safety of operations (10,11).
During the entire period since the Covid-19 pandemic occurred, the Research Team continued to
monitor ridership trends in the project’s target geographic areas and made estimates of passenger
ridership along the key routes. The Team continued to work remotely with motorcoach operators
to make appropriate adjustments to the overall project schedule and tasks, additional seatbelt
counts, and the final design and placement of promotional materials to encourage seatbelt use.
While some improvements in ridership, as well as the expansion of several regularly scheduled
services, were observed during the late Summer and Fall 2020 (10, 12), the level of ridership by
the end of 2020 was still not sufficient to resume seatbelt counts for the study.
The ridership and further expansion of services slowly continued to improve through 2021.
However, the “new normal” level of operations achieved around late Spring - early Summer 2021
was significantly lower than the levels observed at the end of 2019 and early 2020. Despite the
pandemic impacts and challenges, many industry leaders and other major stakeholders
demonstrated interest in further improvements to motorcoach safety and continued collaboration
with the Research Team as the situation with ridership improved and many of the Covid-related
restrictions were lifted.
In late 2020 and early 2021, the Research Team revisited its project schedule and tasks and made
the necessary modifications to align with the “New Normal.” These modifications included, for
example, a re-evaluation of the passenger sample size and the number of promotional actions to
be implemented during the experiments. The Research Team also considered possible changes to
the surveyed bus routes, the passenger data collected during the seatbelt counts, and the list of
questions posed to the focus groups participants. In addition, the Team identified the minimum
number of key parameters that were necessary to address the modifications to the research tasks
while ensuring statistically reliable results.
6

3.3 2021 Baseline Seatbelt Counts
New baseline seatbelt counts were conducted in the Spring and early Summer of 2021 on
motorcoach services provided in the New England area and Southern California along the same
routes on which the initial “before” baseline seatbelt counts were performed in Fall 2018 and Fall
2019 before the pandemic. The purpose of doing these new counts was to examine potential
impacts on seatbelt usage related to the pandemic and to establish the “New Normal” before
implementing a set of actions to promote seatbelt use on motorcoaches.
The Research Team introduced the term “New Normal” to describe a set of conditions in 2021 that
were different from those conditions which existed in 2018 and 2019 before the outbreak of Covid19. It’s anticipated that the “New Normal” may impact the motorcoach industry and aspects such
as operational procedures, ridership, as well as passenger behavior, in the near and possibly longerterm future.
Based on a comparison of the seatbelt counts collected during 2021 to the initial seatbelt counts
collected in 2018 and 2019 prior to the pandemic, as noted earlier, the overall average of seatbelt
usage in New England area dropped from 6.7% to 3.3%. It should be noted that this drop is due
predominantly to the decrease in seatbelt usage along Peter Pan routes serving Boston, Springfield,
and Hartford. Before the pandemic, seatbelt usage on these routes was about 4.8% while in Spring
2021, usage had dropped to 0%. Average seatbelt usage on Concord Coach Line routes between
Boston and Concord, NH, remained about the same at about 10%.
Factors that may help explain the different ways the pandemic has impacted levels of ridership and
seatbelt counts along among Concord Coach and Peter Pan riders may relate to the drastic contrast
in general safety approaches employed by each motorcoach operator. For example, when Concord
Coach resumed services during the pandemic, plexiglass screen dividers were installed on the back
of each seat, and buses operated at a reduced capacity to allow for social distancing. In addition,
all Concord Coach drivers wore their seatbelts and made a pre-trip general safety regulations and
policies announcement. While Peter Pan services were also operating at a reduced capacity,
motorcoaches did not include dividers and pre-trip driver announcements were sporadic and
inconsistent.
Based on a comparison of the seatbelt counts collected during the initial 2018/2019 period preCovid with the 2021 seatbelt counts, the overall average of seatbelt usage in California dropped
from 37.3% to 28.2%. It should be noted that this drop is likely due to the decrease in seatbelt
usage along Santa Barbara Airbus routes servicing LAX and Santa Barbara/Goleta when the
automated in-vehicle announcement was no longer being used and in-vehicle announcements by
the drivers were sporadic and inconsistent.
Tables 6 and 7 in Appendix 1 provide a summary of the baseline seatbelt counts conducted in New
England and California during the post-pandemic period, including the number of seatbelt users
and riders and the presence of driver announcements promoting seatbelt use.
In order to determine the minimum required sample size for statistical significance, a statistical
analysis was conducted similar to one performed during the pre-pandemic period. As can be
observed in Table 8 in Appendix 1, the size of the samples collected in New England and California
7

exceeds the estimated minimum sample size and at a 90% confidence level, the estimate of the
average seatbelt usage during 2021 before the implementation of any promotional actions yields a
range of 0.3 % to 6.3% in the New England area and 21.2% to 35.2% in California.

3.4 2021 Seatbelt Counts with Promotional Actions in
Place
Upon the implementation of several promotional actions designed to increase seatbelt usage,
“after” seatbelt counts were carried out in August 2021 on Peter Pan Bus Lines (PPBL) routes
between Springfield, Hartford, and Boston, and in November 2021 on Concord Coach Bus Lines
(CCBL) routes between Concord, NH, and Boston. These were the same routes on which the
post-pandemic baseline seatbelt counts were conducted in Spring/early Summer 2021 when these
promotional actions were not in place. The promotional actions included: 1) an in-vehicle
announcement encouraging passengers to wear their seatbelts; 2) a 5x5-inch sticker promoting
seatbelt usage placed on each seat; and 3) a 2x2 foot sandwich board with the promotional image
similar to the sticker positioned on the platform area near the bus entrance or a 12x12 inch
sticker attached to the door of the vehicle or on the side of the vehicle next to the door.
Based on a comparison of the 2021 seatbelt counts before and after the implementation of
promotional actions, it appears that the promotional actions contributed to an increase in seatbelt
usage. The overall average of seatbelt usage on services in New England was 30.3% when the
actions were in place (see Table 9 in Appendix 1), as compared to 3.3% when the actions were
not in place. As shown in Table 9 in Appendix 1, the total measured number of bus riders on all
trips was 446 and the total number of seatbelt users was 135.
Upon the implementation of similar promotional actions, seatbelt counts were conducted in
September 2021 on Santa Barbara Airbus (SBA) routes between the Los Angeles International
Airport and the Goleta/Santa Barbara area and on Greyhound Bus Lines (GHBL) routes between
Los Angeles and San Diego. These were the same routes on which new baseline seatbelt counts
were conducted earlier in Summer 2021 when these promotional actions were not in place. The
promotional actions included: 1) an in-vehicle announcement encouraging passengers to wear
their seatbelts; 2) a 5x5-inch sticker promoting seatbelt usage placed on each seat unless a
similar message promoting seatbelt use was already in place; and 3) a message at the bus
entrance, either a large 1 foot x 1 foot sticker attached to the bus door (SBA) or a 2 foot x 2 foot
sandwich board with the promotional image similar to the sticker positioned in the platform area
near the bus entrance (GHL).
Based on a comparison of the 2021 baseline and with-promotional-action seatbelt counts, it
appears that the promotional actions contribute to an increase in seatbelt usage. The overall
average seatbelt use was 47.8% when the actions were in place; on the SBA routes the average
seatbelt use was 62.1%, while on GHL routes the average seatbelt use was just 34% (see Table
10 in Appendix 1). The overall average level of seatbelt use when actions were not in place was
28.2% (Table 7 in Appendix 1). As shown in Table 10 in Appendix 1, the total number of bus
riders on all measured trips on September 7-13th and September 18th was 209 and the total
number of seatbelt users was 100.

8

As seen in Table 11 in Appendix 1, the size of the samples collected in both geographic areas
exceeds the established minimum sample size that meets the Research Team criteria. Hence, the
estimate of the average seatbelt usage in the New England area after the implementation of
selected promotional actions yielded ranges of 26.6 % to 36.6% in New England and 41.8% to
53.8% in California.

3.5 Results of the Statistical Analysis of Seatbelt
Counts and the Implementation of Promotional
Actions
The major results and findings of the statistical analysis are as follows:
•

The implementation of selected promotional actions appears to increase seatbelt use in both
the New England area and California. The estimate of the average seatbelt usage in New
England during the post-pandemic period and before implementation of any promotional
actions ranged between 0.3 % to 6.3%, while after the implementation of seatbelt
promotional actions it increased to an average of 30.3% with a range of 26.6 % to 36.6%. In
California, the estimate of the average seatbelt usage before implementation of any
promotional actions ranged between 21.2% to 35.2%, while after the implementation of
seatbelt promotional actions it increased to an average of 47.8% with a range of 41.8% to
53.8%.

•

The following promotional actions appear to increase seatbelt usage: 1) an in-vehicle
announcement made by the bus driver upon the departure from major pickup locations; 2) a
colorful graphic message attached to the back of each seat encouraging passengers to buckle
up; and 3) a message outside the vehicle either in the form of a sandwich board located in the
platform area near the vehicle entrance or sign attached on the door of the vehicle or on the
side of the vehicle next to the door.

•

Before and after the implementation of promotional actions seatbelt usage in 2021 in
California was higher than the seatbelt usage in 2021 in New England, which is consistent
with the trends during the pre-Covid period, suggesting that the California state law
mandating the use of seatbelts on motorcoaches may be an explanatory factor for these
differences.

•

While the seatbelt use in California was consistently higher than the seatbelt use in the New
England area before and after the implementation of promotional actions, the implementation
of promotional actions appears to have helped increase seatbelt use in New England more
than it did in California.
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4.0 Results of the Focus Groups
Objectives
The purpose of the focus groups was to examine motivators and barriers to wearing seatbelts on
motorcoach buses and to assess the effectiveness of various types of safety messages and actions
to encourage seatbelt use.
Methodology
Passengers were invited to participate in the focus groups via flyers distributed on board or at the
end of the trip during which seatbelt promotional messages were implemented. Approximately
170 such flyers were distributed.
Market Street Research, Inc. implemented the focus group work. Passengers were offered a $100
incentive to participate. Participants were screened to ensure they: 1) had received a flyer with a
confirmation code; 2) were a genuine rider on the bus, as ascertained using their confirmation
code as well as their reported date of travel and travel plans; and 3) were ages 18 and over.
A total of 17 flyer recipients participated in the study, about 10% of all individuals who received
the flyer. Due to the pandemic’s related logistical challenges, the seatbelt counts were performed
in early August in the New England area and in early September in California. This created a
research challenge since the time gap was deemed too long to expect New England focus group
participants to remember in detail the messages to which they were exposed. To address this
challenge, three participants from the East Coast completed one-on-one in-depth interviews via
Zoom in August 2021. Fourteen West Coast individuals participated in online discussion groups
at the end of September 2021. All in-depth interviews and focus group sessions were
administered with the use of the Discussion Guide and all results are presented under Key
Findings in Appendix 3.
Key Findings
The key findings of the focus groups are summarized below.
Barriers and motivators to seatbelt use: While the majority of passengers recognized
that wearing a seatbelt on the bus is important for safety, there were some barriers to passengers
engaging in this behavior. According to focus group participants, even though most passengers
are not opposed to wearing a seatbelt, they indicated they tend to forget or underestimate the
necessity of buckling up for several reasons: 1) people do not think about accidents involving
buses and they trust the expertise of the driver; this feeling of safety makes people less likely to
buckle up, 2) some buses do not have seatbelts or do not emphasize wearing one, so passengers
are not in the habit of buckling up automatically, and 3) in light of the pandemic, a handful of
passengers mentioned that knowing the seatbelts were sanitized would help them feel more
comfortable about wearing one.
Effectiveness of messaging and delivery: Two of the actions, a graphic message located
at the back of the seat and an announcement by the bus driver, stood out as having the greatest
message recall and impact on seatbelt use according to the focus group participants (see Figure 5

10

in Appendix 3). Passengers who do not always wear a seatbelt were motivated by knowing that
buckling up is expected and mandated by an authority (the bus driver and a California State law).
Furthermore, knowing that the driver could check on their seatbelt usage encouraged passengers
to stay buckled.
Findings revealed that message delivery is important. Passengers/participants were more
motivated to buckle up if the announcement from the driver was engaging and included a reason
why wearing a seatbelt is important (e.g., provide a brief safety fact or statistic) and a gentle
reminder about possible dangers (e.g., saying that buses can be difficult to control in an
emergency and are more likely to tip than a car). Other actions, such as signage outside the bus
while passengers were boarding or a safety video, had a weak recall and mixed effectiveness.
The consensus was that safety actions are most compelling when delivered on the bus and that an
announcement by the driver as opposed to a video was by far more effective.
Implications
The consensus was that a combination of simple seatback sticker reminders and an
announcement by the driver asking passengers to wear a seatbelt were highly productive actions.
The expectation that wearing a seatbelt is required and is the law, being asked to wear it, and
periodic checks by the driver were methods that worked especially well among passengers who
were the least apt to buckle up. The impact of signage outside the bus and a safety video was less
effective than other methods. It is important to consider message delivery and the point of
intervention because key exposures – the right message at the right time – appear to matter more
than the sheer number of exposures or reminders.
Overall, it was found that verbal announcements by the driver asking people to buckle up
together with a graphic message on the back of the seat were the most likely to be remembered
and most effective at encouraging compliance. These messages seem to matter more than simply
the number of reminders. Findings also point to specific details that could be included in an
announcement by the driver for maximum impact. The results of the focus groups were
consistent across the geographical regions of the east and west coasts and consistent across bus
carriers. Additional details on the results of the focus groups and interviews can be found in
Appendix 3.
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5.0 Summary, Conclusions, and Recommendations
The objectives of this exploratory research were to: gather and analyze information regarding the
motorcoach seatbelt use in the New England area and California; identify and test the
effectiveness of promotional actions to increase seatbelt use among motorcoach passengers; and
create an effective national motorcoach seatbelt campaign “kit” to increase seatbelt usage on
motorcoaches.
The major results of the analysis of motorcoach seatbelt use and the effectiveness of promotional
actions to increase seatbelt use are as follows:
•

The implementation of selected promotional actions appears to increase seatbelt use on the
motorcoach services surveyed in both the New England area and California. The estimate of
the average seatbelt use on the motorcoach services surveyed in New England during the
post-pandemic period and before implementation of any promotional actions ranged between
0.3 % to 6.3%. After the implementation of seatbelt promotional actions, average seatbelt use
increased to an average of 30.3% with a range of 26.3 % to 34.3%. At the same time, the
estimate of the average seatbelt use on the motorcoach services surveyed in California before
implementation of any promotional actions ranged between 21.2% to 35.2%; after the
implementation of seatbelt promotional actions, seatbelt use increased to an average of
47.8% with a range of 41.8% to 53.8%.

•

The following promotional actions increased seatbelt usage on the motorcoach services
surveyed in New England and California: 1) an in-vehicle announcement made by the bus
driver upon the departure from major pickup locations; 2) a colorful graphic message
attached to the back of each seat encouraging passengers to buckle up; and 3) a message
outside the vehicle either in the form of a sign located in the platform area near the vehicle
entrance or attached on the door of the vehicle or on the side of the vehicle next to the door.

•

In 2021, both before and after the implementation of promotional actions, seatbelt usage on
motorcoach routes surveyed in California was higher than the seatbelt usage on the routes
surveyed in New England. This is consistent with the seatbelt use trends in the two
geographic areas during the 2018/2019 pre-pandemic period, suggesting that the California
state law mandating the use of seatbelts on motorcoaches may be a factor contributing to
these differences.

•

While seatbelt use on motorcoaches in California was consistently higher than the seatbelt
use on motorcoaches in the New England area before and after the implementation of
promotional actions, these promotional actions appear to have helped increase the seatbelt
use on services in New England more than it did on services in California.

Other promotional materials that were considered by the Research Team but were not fully tested
due to Covid-19 pandemic impacts and associated logistical challenges included a large graphic
message at the bus terminal and a message displayed to passengers while purchasing tickets.
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To maximize the impact of promotional signs and other displays, it is recommended that at least
three different messages should be provided to the passengers. In addition, it is recommended
that all promotional signs and displays be designed multilingually to increase exposure and
effectiveness in geographic areas where languages other than English may be common. Some
other relevant observations include the following: passengers tend to use their seatbelts when
asleep; seatbelt usage may diminish when there is heavy traffic and the bus travels at lower
speeds; and, when seatbelt users leave their seat temporarily, some do not buckle up again when
they return to their seat. Periodic in-vehicle announcements and audible signals and digital
displays above seats (similar to those in commercial airplanes) may encourage riders to use their
seatbelts more at low speeds and to continue to use their seatbelt when they return to their seats.
Finally, it needs to be stressed that the research in this study was exploratory, employing small
samples in just two regional areas in the U.S. involving only a limited number of motorcoach
carriers and routes. Further research should be conducted to expand the geographic coverage and
sample size and to explore the effectiveness of alternative promotional items.
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7.0 Appendices
Appendices include the following supplemental items:
Appendix 1: A Seatbelt Count Form and a Summary of Ridership and Seatbelt Use Data
Appendix 2: Seatbelt Promotional Actions
Appendix 3: Focus Group Guide
Appendix 4: A Seatbelt Promotional Campaign Kit for Nationwide Distribution to Motorcoach
Operators
Appendix 5: Additional Seatbelt-Related Observations and Field Images
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Appendix 1: A Seatbelt Count Form and a
Summary of Ridership and Seatbelt Use Data

Date______ Recorder Name_______ No. of riders____ wearing seatbelts 30____ 60___
Departure Location: _________________________________________ Time:_____________
Arrival Location: ___________________________________________ Time:_____________
What did bus driver do to promote seatbelt usage? Check all items that apply.
Made an announcement: ______ Showed video: ______
Did the driver’s announcement or video use word “seatbelt”? yes___ no___
DRIVER

AISLE

1 MF
30

YME
60

2 MF
30

YME
60

3 MF
30

YME
60

4 MF
30

YME
60

5 MF
30

YME
60

6 MF
30

YME
60

7 MF
30

YME
60

8 MF
30

YME
60

9 MF
30

YME
60

10 M F
30

YME
60

11 M F
30

YME
60

12 M F Y M E
30
60

13 M F
30

YME
60

14 M F
30

YME
60

15 M F
30

YME
60

16 M F Y M E
30
60

17 M F
30

YME
60

18 M F
30

YME
60

19 M F
30

YME
60

20 M F Y M E
30
60

21 M F
30

YME
60

22 M F
30

YME
60

23 M F
30

YME
60

24 M F
30

YME
60

25 M F
30

YME
60

26 M F
30

YME
60

27 M F
30

YME
60

28 M F
30

YME
60

29 M F
30

YME
60

30 M F
30

YME
60

31 M F
30

YME
60

32 M F
30

YME
60

33 M F
30

YME
60

34 M F
30

YME
60

35 M F
30

YME
60

36 M F
30

YME
60

37 M F
30

YME
60

38 M F
30

YME
60

39 M F
30

YME
60

40 M F
30

YME
60

41 M F
30

YME
60

42 M F
30

YME
60

43 M F
30

YME
60

44 M F
30

YME
60

45 M F
30

YME
60

46 M F
30

YME
60

47 M F
30

YME
60

48 M F
30

YME
60

49 M F
30

YME
60

50 M F
30

YME
60

51 M F
30

YME
60

52 M F
30

YME
60

53 M F
30

YME
60

54 M F
30

YME
60

Toilet

Denote with hash mark: male (M), female (F); young <30 (Y), middle age 30 to 65 (M), elderly > 65 (E);
30 and 60 minute time intervals to observe seat belt usage. Seat number is denoted in upper left corner.

Figure 1. A Ridership and Seatbelt Count Form
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Table 1. Pre-Pandemic Ridership and Seatbelt Use: New England/New York Region

Date

Route

Number of
Seatbelt
Users/Riders

Seatbelt
Usage
Level %

Driver Announcement

30 Nov 2018

UMass/ Boston

0/19

0.0

Yes

30 Nov 2018

Springfield
MA/Hartford CT

1/5

20.0

No

30 Nov 2018

Springfield MA/
Hartford CT

0/14

0.0

No

30 Dec 2018

UMass/ Boston

0/17

0.0

No

11 Oct 2019

UMass/ Boston

6/51

11.8

No

11 Oct 2019

UMass/ Boston

2/46

4.3

Yes

13 Oct 2019

Boston/UMass

2/30

6.7

Yes

13 Oct 2019

Boston/UMass

1/48

2.1

Yes (Video)

22 Nov 2019

NYC/Springfield MA

1/31

3.2

No

26 Nov 2019

UMass/Boston

2/27

7.4

No

30 Nov2019

Boston/UMass

2/37

5.4

No

04 Dec 2019

UMass/Springfield

1/9

11.1

No

04 Dec 2019

Springfield/Boston

5/32

15.6

No

04 Dec 2019

Boston/ Concord NH

2/45

4.4

No

05 Dec 2019

Concord NH /Boston

2/31

6.4

No

05 Dec 2019

Boston/Concord NH

4/18

22.2

No

05 Dec 2019

Concord NH/Boston

3/10

30

No

05 Dec 2019

Boston/Springfield

0/19

0

Yes (Video)

05 Dec 2019

Springfield/UMass

0/18

0

No

Total 34/507

18

6.7

Table 2. Pre-Pandemic Ridership and Seatbelt Use: California

Date

Route

12 Oct 2019

Santa Barbara/LAX

Number of
Seatbelt
Users/Riders
13/14

Seatbelt
Usage
Level %
92.9

Driver
Announcement

13 Oct 2019

LAX/Santa Barbara

6/9

66.7

Yes

13 Oct 2019

LAX/Santa Barbara

12/15

80.0

Yes

13 Oct 2019

Santa Barbara/LAX

10/18

55.6

Yes

14 Oct 2019

LA/Long Beach

1/26

3.8

No

14 Oct 2019

LA/San Diego

10/45

22.2

Yes (Audio)

10 Nov2019

Sacramento/San Francisco

12/43

27.9

Yes

10 Nov 2019

San Francisco/Sacramento

11/23

47.8

Yes

10 Nov 2019

San Francisco/San Jose

9/22

40.9

No

10 Nov 2019

San Jose/ San Francisco

2/13

15.4

No

24 Nov 2019

Sacramento/San Francisco

4/12

33.3

Yes

24 Nov 2019

San Francisco/Oakland

11/18

61.1

Yes

24 Nov 2019

Oakland/ San Francisco

1/12

8.3

Yes

24 Nov 2019

San Francisco/ Sacramento

6/16

37.5

Yes

Total 108/286

37.8

Yes

Table 3. Comparison of Seatbelt Use in California with and without Driver's Announcement

Date

Route

Seatbelt
Usage
Level %
92.9

Driver
Announcement

Santa Barbara/LAX

Number of
Seatbelt
Users/Riders
13/14

12 Oct2019
13 Oct2019

LAX/Santa Barbara

6/9

66.7

Yes

19

Yes

Date

Route

Number of
Seatbelt
Users/Riders

Seatbelt
Usage
Level %

Driver
Announcement

13 Oct 2019

LAX/Santa Barbara

12/15

80.0

Yes

13 Oct 2019

Santa Barbara/LAX

10/18Pandemic

55.6

Yes

14 Oct 2019

LA/San Diego

10/45

22.2

Yes (Audio)

10 Nov 2019 Sacramento/San Francisco

12/43

27.9

Yes

10 Nov 2019 San Francisco/Sacramento

11/23

47.8

Yes

24 Nov 2019 Sacramento/San Francisco

4/12

33.3

Yes

24 Nov 2019 San Francisco/Oakland

11/18

61.1

Yes

24 Nov 2019 Oakland/ San Francisco

1/12

8.3

Yes

24 Nov 2019 San Francisco/ Sacramento

6/16

37.5

Yes

Total 96/225

42.6

Date

Route

Number of
Seatbelt
Users/Riders

Seatbelt
Usage
Level %

Driver
Announcement

14 Oct 2019

LA/Long Beach

1/26

3.8

No

10 Nov2019

San Francisco/San Jose

9/22

40.9

No

10 Nov 2019 San Jose/ San Francisco

2/13

15.4

No

Total

20

12/61

19.7

Table 4. Sample Size Estimation for New England /New York and California

Region

Confidence
Level (CL)

New
England/New
York

90%

1.645

0.07

0.93

±3%

196

California

90%

1.645

0.38

0.62

±6%

178

•
•
•
•

Z Value p Value q Value Precision
Level (e)

Min. Required
Sample Size

𝐧𝟎 is the required sample size
e is the desired level of precision
p is the estimated proportion of the population
q is 1-p

Table 5. Precision Level Estimation for Pre-Pandemic California Samples

California

Confidence Z Value p Value q Value
Level (CL)

Sample Size

Precision Level
(e)

With
Announcements

90%

1.645

0.43

0.57

225

±5.42%

Without
Announcements

90%

1.645

0.20

0.80

61

±8.42%

21

Table 6. 2021 Baseline Ridership and Seatbelt Counts in New England
Date
April 4
April 16
April 17
May 13

May 14

May 14
May 17
May 14
June 11
June 12

Route
Boston-Hartford
Hartford-Amherst
Amherst-Hartford
Hartford-Boston
Boston-Hartford
Hartford-Amherst
Amherst-Hartford
Hartford-Boston
Boston-Concord NH
Concord NH-Boston
Boston-Hartford
Hartford-Amherst
Amherst-Hartford
Hartford-Boston
Boston-Hartford
Hartford-Amherst
Amherst-Hartford
Hartford-Boston
Boston-Concord NH
Concord NH-Boston
Boston-Concord NH
Concord NH-Boston
Total all counts

Number of Seatbelt
Users/Riders (Max)
0/11
0/11
0/21
0/17
0/44
0/20
0/13
0/11
1/21
8/38
0/11
0/9
0/26
0/38
0/31
0/14
0/23
0/12
2/18
1/22
2/27
1/23
15/461

Seatbelt
Usage Level
%
0
0
0
0
0
0
0
0
4.8
21.0
0
0
0
0
0
0
0
0
11.1
4.5
7.4
4.3
3.3

Driver
Announcement
YES
YES
YES
YES
YES
YES
YES
YES
YES

Table 7. 2021 Baseline Ridership and Seatbelt Counts in California
Date
June 27
July 3
July 5
July 11

Route
LAX-Carpenteria
Carpenteria-LAX
LA- San Diego
San Diego- LA
LAX-Carpenteria
Carpenteria-LAX
LAX-Carpenteria
Carpenteria-LAX
Total all counts

Number of Seatbelt
Users/Riders (Max)
0/8
0/10
16/27
11/34
3/17
1/15
3/9
3/11
37/131

22

Seatbelt
Usage Level
%
0.0
0.0
59.3
32.4
17.6
6.7
33.3
27.3
28.2

Driver
Announcement
YES
YES
YES
YES

Table 8. Sample Size Estimation for 2021 Baseline Counts

Region

Confidence
Level (CL)

Z Value p Value q Value Precision
Level (e)

Min. Required
Sample Size

New England

90%

1.645

0.033

0.967

±3%

96

California

90%

1.645

0.282

0.718

±7%

112

Notes: The sample size was estimated for a confidence level equal to 90% and precision levels of
±3% for New England and ±7% for California, using the formula shown below. Note that the
selected precision level for California reflects the fact that the Research Team had much less
manpower due to the pandemic to conduct a sufficient number of trips and collect a sample size
comparable to one collected in the New England area.

where
•
•
•
•

𝐧𝟎 is the required sample size
e is the desired level of precision
p is the estimated proportion of the population
q is 1-p
Table 9. Ridership and Seatbelt Use on Motorcoaches in New England Region after the
Implementation of Promotional Actions
Date

August 5

August 7

August 9

Route

Springfield-Hartford
Hartford-Boston
Boston-Hartford
Springfield-Hartford
Hartford-Boston
Boston-Hartford
Hartford-Springfield
Springfield-Hartford

Hartford-Boston
Boston-Hartford
Hartford-Springfield
November 4 Concord NH-Boston
Boston-Concord NH
November 5 Concord NH-Boston
Boston-Concord NH
Concord NH-Boston
Boston-Concord NH
Total all counts

Number of
Seatbelt
Users/Riders
1/11
8/39
17/36
5/25
7/22
10/25
3/9
9/25

Seatbelt
Usage
Level %
9.1
20.5
47.2
20.0
31.8
40.0
33.3
36.0

15/50
13/21
2/15
6/28
7/34
8/18
3/15
16/37
5/36
135/446

30.0
61.9
13.3
21.4
20.6
44.4
20.0
43.2
13.9
30.3

23

Notes

The driver fails to deliver the
announcement; however, the PPBL
safety video was implemented.

Table 10. Ridership and Seatbelt Use on Motorcoaches in California after the Implementation of
Promotional Actions
Date

Route

September 9

LAX-Goleta
Goleta-LAX
September 10
LAX-Goleta
Goleta-LAX
September 11
LAX-Goleta
Goleta-LAX
LA- San Diego
San Diego- LA
September 12 LA - San Diego
San Diego- LA
September 13
LAX-Goleta
Goleta-LAX
September 18
LAX-Goleta
Goleta-LAX
Total all counts

Number of
Seatbelt
Users/Riders
4/8
5/8
10/13
4/9
8/11
2/3
8/29
10/30
12/15
6/32
15/17
5/8
4/13
7/13
100/209

Seatbelt
Usage
Level %
50.0
62.5
76.9
44.4
72.7
66.7
27.6
33.3
80.0
18.8
88.2
62.5
30.8
53.8
47.8

Notes

Most passengers do not speak English
Most passengers do not speak English
Most passengers do not speak English
Most passengers do not speak English

Table 11. Sample Size Estimation after the Implementation of Promotional Actions

Region

Confidence
Level (CL)

Z Value p Value q Value Precision
Level (e)

New England

90%

1.645

0.316

0.684

±5%

234

California

90%

1.645

0.478

0.522

±6%

188
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Min. Required
Sample Size

Appendix 2: Seatbelt Promotional Actions
The Research Team identified three promotional actions which collectively increased seatbelt
use on the motorcoach services included in the research. These actions include: 1) a live message
from the bus driver during the departure from the gate; 2) a colorful graphic message attached to
the back of the seat; and 3) a message at the bus entrance, either in the form of the sandwich
board on the platform, or a large colorful sign on or near the bus door.
1. To facilitate consistency of verbal messages among motorcoach operators, the Research Team
developed a short script to be integrated into the driver’s current announcement:
Your safety is always our first priority.
That’s the reason why our motorcoaches are equipped with seatbelts.
Please help us to ensure your safety and keep your seatbelt buckled up while the bus is in
motion.
2. A colorful graphic message placed on the back of each seat approximately at eye level of a
seated passenger in a form of a 5x5 inch sticker:

Figure 2. Motorcoach Interior with Message on Back of the Seat
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3. A message at the bus entrance, either in form of the sandwich board on the platform, or a
colorful 12x12 inch sign on or near the bus door.

3. ABoard
Sandwich
Board
on theatPlatform
at the Bus
Loading Area
Figure 3. AFigure
Sandwich
on the
Platform
the Bus Loading
Area
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Figure 4. Sign Attached to the Door
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Appendix 3: Online Focus Group Discussion
Guide and Results
The purpose of the focus groups was to understand barriers and motivators to wear a seatbelt on
motorcoach buses and to assess the effectiveness of various types of safety messages and actions
to encourage seatbelt use.
The specific objectives of the focus groups were to assess bus passengers’:
• Awareness of safety messaging on or around the bus during the day they traveled.
• Perception of the importance of wearing a seatbelt when riding a bus.
• Frequency of wearing a seatbelt when available, and reasons for or against using a
seatbelt on a bus.
• Likelihood of using a seatbelt given different criteria or messaging about seatbelt use.
• Perception of when safety messaging would have the most impact on seatbelt use.
• Reactions to specific safety messaging currently in use, including signage and
announcements.
In-depth interviews and focus group sessions were administered with the use of the Discussion
Guide presented below.
3.1 Online Focus Group Discussion Guide
Market Street Research, Inc. was engaged to implement the focus group work.
Focus groups were conducted over two days for about 20-30 minutes.
Participants were screened to ensure they:
1) had received a flyer with a confirmation code;
2) were a bona fide rider on the bus, as ascertained using their confirmation code as
well as their reported date of travel and travel plans; and
3) were ages 18 and over.
Each respondent’s profile includes the following information:
•
•
•

Gender
Age (younger than 30, 30-65, older than 65)
Whether rider was wearing a seat belt the day they received the flyer

Day 1 Objectives
•
•
•
•
•
•

Intro & setup
Assess unaided recall of safety messages. What did passengers notice?
Assess attitudes, beliefs, and behavior habits related to wearing seatbelts on motorcoach
buses
Identify barriers to seatbelt use
Identify drivers of seatbelt use and factors that would increase the likelihood of wearing a
seatbelt
Gather input on messaging strategies & channels that would encourage seatbelt use
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1. Intro & Instructions
Hello! Welcome to Market Street Research’s Focus Group. My name is Jana. We are looking
forward to hearing your opinions today! Here’s the information you need to know:
•
•
•
•
•
•
•
•

The questions will take about 20-30 minutes of your time each day and will last for a
total of two days.
To receive your full $100 payment for participating, you must answer all questions,
carefully and fully.
I’ll be reading your answers all day and may have follow-up questions! You may get
an email asking to clarify something.
There are no right or wrong answers here.
Everything is confidential here! Your name will never be linked to anything you say.
Don’t worry about spelling or grammar.
Some questions have a list of options to choose from, in addition to describing your
thoughts and experiences in your own words.
Please be sure to read each question carefully and answer it fully! Some of my
questions will have multiple parts.

Our goal is to understand safety when riding buses. This is not a sales talk, and the only
purpose is to gather your thoughts.
2. [UNAIDED RECALL] Let’s get started! First, on the day you were given the flyer asking
you to take part in this study, do you remember seeing any signs, or hearing anything about
safety when riding the bus?
•
•
•

Yes
No
Don’t remember

3. [MESSAGE CONTENT & PLACEMENT] What do you remember seeing or hearing about
safety on the bus? Where exactly did you see or hear something and what was it? Please be
as specific as you can! (If you didn’t see or hear anything about bus safety that day, just tell
me that in the space below).
4. [IMPORTANCE OF WEARING SEATBELT ON BUS] Now we’ll be talking about seatbelt
safety. When riding a bus, how important do you feel it is to wear a seatbelt, assuming there
is one available? In the space below, tell me why you feel it is or isn’t important to wear a
seatbelt on the bus.
[display options]
•
•
•
•

Very important
Somewhat important
Somewhat unimportant
Very unimportant
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5. [SEATBELT HABITS] When you ride a bus and a seatbelt is available, how often do you
usually put on the seatbelt? In the space below, please tell me if there is anything in particular
that makes you more or less likely to wear a seatbelt when riding the bus.
Again, there are no right or wrong answers. We are just trying to understand people’s
habits about using a seatbelt on buses.
[display options]
•
•
•
•

Always or almost always
Most of the time
Some of the time
Never or rarely

6. [SEATBELT] When you were riding the bus at the time you received the flyer asking you to
take part in this study, do you recall if you were wearing a seatbelt?
•
•
•

Yes, was wearing a seatbelt
No, was not wearing a seatbelt
Don’t remember

7. [REASONS FOR NOT WEARING A SEATBELT] What are some reasons why you
WOULDN’T wear a seatbelt on a bus? Select any that apply. In the space provided, let me
know which reason is the strongest reason for NOT using a seatbelt and why. Even if you
wear a seatbelt most of the time, I’m interested in knowing if there is anything that might
make you less likely to wear a seatbelt.
[display list of reasons, allow multiple selections]
•
•
•
•
•
•
•
•

Wearing a seatbelt doesn’t seem that important because riding a bus feels safe
Seatbelts are inconvenient
Seatbelts are uncomfortable
I just forget/I’m not in the habit
Most people on the bus don’t wear a seatbelt
I don’t feel comfortable touching the seatbelt because of COVID
Other reason (please specify in the space provided!)
None of these: I always wear a seatbelt when riding a bus that has seatbelts

8. [REASONS FOR SEATBELT USE] What are the reasons why you WOULD wear a seatbelt
on a bus? Select any that apply, and in the space provided please tell me which reason would
make you MOST likely to wear a seatbelt. Also, let me know if there are any other reasons
that aren’t already on the list that would make you more likely to wear a seatbelt.
[display list of reasons, allow multiple selections]
•
•
•
•
•

I think wearing a seatbelt is important for safety
I’m in the habit of wearing a seatbelt
Other people around me are wearing their seatbelts, so I should too
To set a good example for children/other people around me
Other reason (please specify in the space provided!)
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9.

[MOTIVATORS] Which of the following, if any, would make you more likely to wear a
seatbelt on the bus? In the space provided please tell me which would make you MOST
likely to wear a seatbelt, if any, and why.
Is there anything else that would make you more likely to wear a seatbelt on the bus? If so,
please let me know in the comments.
[display list of reasons, allow multiple selections]
•
•
•
•
•
•
•
•

If I was reminded about wearing a seatbelt
If I was asked to wear a seatbelt
If it was a rule or law to wear a seatbelt
Being reminded about the ways wearing seatbelts can make me safer
Being reminded about the possible dangers & what can happen if I DON’T wear a
seatbelt
If most bus riders were wearing a seatbelt/if it was more common for people to wear
seatbelts on buses
If I knew the seatbelt had been sanitized since last used
Other reason (please specify in the comments!)

10. [WHAT WOULD GET YOU TO BUCKLE UP?] Imagine you were in charge of getting
more people to wear their seatbelts when riding the bus.
•

What types of messages would you use to encourage people to buckle up? What ideas
would you want to get across? How and where would you put those messages to be
more effective? I’m interested in as many details as possible!

11. [MESSAGE DELIVERY] When would be the best time(s) to remind people to wear their
seatbelt when riding the bus? Please select from the list below. Do you think that different
types of suggestions to wear a seatbelt would be effective in different situations or places?
(For example, a message from the bus driver versus a sign or written message versus a
video?) Tell me about that in the comments.
[select any that apply]
•
•
•
•

At the bus stop/waiting area
While riders are boarding the bus
Once riders are seated on the bus
Other time (specify in comments)

12. Conclusion of Day 1 [make response optional]
That’s the end of Day 1!
Thanks for hanging in there!
I look forward to “seeing” you tomorrow!
New questions will be available at 6 AM ET.
No response is required to this screen.
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Day 2
Day 2 Objectives
•
•
•
•

Assess recall of the specific seatbelt safety messages
Assess reactions to the messages
Assess the impact of the message on seatbelt use and reasons for the impact or lack
thereof
Understand which messages and channels are the most effective at increasing seatbelt
use

1. Introduction to Day Two [make response optional]
Welcome to Day 2 of our discussion. Thanks for all your help so far!
On the day you received the flyer asking you to help with this study, there were some signs
and maybe even an announcement about wearing a seatbelt when riding the bus. Today’s
questions are about what you may have seen or heard about wearing a seatbelt. Again, the
questions will require 20-30 minutes of your time. No response is required to this screen.
2. [OVERALL REACTIONS TO LOGO-TAGLINE] Below is an image that was shown in
different places on the day you were asked to be part of this study. Later, I have questions
about where you might have seen this image. But first, I’d like to know your thoughts about
the image below. Is it something you would or do remember? What do you like or not like
about it? And most importantly, does it make you more or less likely to wear a seatbelt on the
bus? Why or why not?
[Show image SIT CLICK RIDE BC PROOF 01]
3. [BUS WAITING AREA] When you ride the bus, how often do you GENERALLY go into
the bus terminal waiting area? Please tell me why in the space provided, and whether your
behavior is different now than it was prior to the COVID pandemic.
•
•
•
•

Most or all of the time
Some of the time
Rarely or never
Not sure

4. [MESSAGE 1, SANDWICH BOARD/SIGN ON SIDE OF BUS] There was a sign near the
bus entrance while passengers were getting on (see image below). Do you remember seeing
this specific sign?
• Yes
• No
• Not sure
[SHOW IMAGE USED NEAR ENTRANCE TO BUS]
5. [REACTIONS, MESSAGE 1 SANDWICH BOARD/ SIGN ON SIDE OF BUS] Whether or
not you saw this sign, what are your thoughts about it? Did it (or would it) make you more
likely to wear a seatbelt on the bus? Why or why not?
[select one]
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•
•
•

Would strongly increase my likelihood of wearing my seatbelt
Would somewhat increase my likelihood of wearing my seatbelt
Would not increase my likelihood of wearing my seatbelt

6. [MESSAGE 2a, SPOKEN ANNOUNCEMENT] On some buses, the driver made an
announcement asking riders to please buckle up. Do you remember hearing the driver make
this announcement?
• Yes
• No
• Not sure
7. [REACTIONS TO DRIVER ANNOUNCEMENT] If the bus driver made an announcement
reminding riders to buckle up, did it (or would it) make you more likely to wear your seatbelt
on the bus? Tell me why in the comments. I’m interested in your thoughts even if you didn’t
hear an announcement from the driver on your bus ride.
[select one]
•
•
•

Would strongly increase my likelihood of wearing my seatbelt
Would somewhat increase my likelihood of wearing my seatbelt
Would not increase my likelihood of wearing my seatbelt

8. [MESSAGE 2b, VIDEO] On some buses, there was a short video that played to remind
riders to please buckle up. Do you remember hearing or seeing a video like this?
• Yes
• No
• Not sure
9. [REACTIONS TO VIDEO] If there was a short video reminding you to buckle up, did it (or
would it) make you more likely to wear your seatbelt on the bus? Tell me why in the
comments. Again, even if you didn’t see or hear a video on your ride, I’m interested in your
thoughts.
[select one]
•
•
•

Would strongly increase my likelihood of wearing my seatbelt
Would somewhat increase my likelihood of wearing my seatbelt
Would not increase my likelihood of wearing my seatbelt

10. [MESSAGE 3, BACK OF SEAT] Finally, there were stickers on the back of some seats on
the bus (see image below). Do you recall seeing these stickers?
• Yes
• No
• Not sure
[SHOW MESSAGE 5, BACK OF SEAT STICKER]
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11. [REACTIONS TO MESSAGE 3, STICKERS] What do you think about the stickers? Did
seeing it (or would seeing it) makes you more likely to wear your seatbelt on the bus? Why
or why not?
[select one]
•
•
•

Would strongly increase my likelihood of wearing my seatbelt
Would somewhat increase my likelihood of wearing my seatbelt
Would not increase my likelihood of wearing my seatbelt

12. [MOST EFFECTIVE] Now that we’ve discussed the different messages about wearing a
seatbelt and where they were used, which one(s) do you feel is (or would be) the most
effective at getting people to wear their seatbelt on the bus? In the space below, please tell
me the reasons for your choice. Is there anything, in particular, you liked about any of the
messages?
[select all that apply]
•
•
•
•

Sign while boarding the bus
The announcement by the bus driver
Short video
Sticker on back of the seat

13. [LEAST EFFECTIVE] Were there any messages that you felt would not be very effective in
getting you to buckle up? Is there anything you didn’t like about them? Tell me about that in
the space provided.
[select all that apply, make 1st option exclusive]
• None: all messages are effective/I did not dislike any of the messages
• Sign while boarding the bus
• The announcement by the bus driver
• Short video
• Sticker on back of the seat

14. [OTHER IMPRESSIONS/ADVICE] Here is my last question for the day. What other ideas
do you have for ways we can get bus riders to buckle up, including the message and where or
how it is used? Please share your feedback in the space below.
15. Conclusion of Day 2 [make response optional]
That concludes Day 2!
Thanks for hanging in there!
As a thank you for participating, you will receive a check in the mail within the next 1-2 weeks.
We’ll mail the check to the address you gave us when you agreed to be part of this research.
If you would like us to use a different address, please provide it in the box below.
[SET THIS FIELD TO BE PRIVATE, SO NO OTHER RESPONDENTS SEE RESPONSE.]
Feel free to contact me if you have questions at jrosewarne@marketstreetresearch.com
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3.2 The Results of the Focus Group Discussions
The results of the focus groups showed that while all promotional actions had some positive
impact on the likelihood of wearing a seatbelt, the verbal message from the driver and the sign
on the back of the seat were the MOST effective, with all respondents confirming that these two
methods would increase compliance. Most respondents also indicated that the message from the
driver would strongly increase seatbelt use. Because the message is delivered “in person”,
passengers are more likely to pay attention and comply with the request. As shown in Figure 5,
two of the actions, a graphic message located at the back of the seat and an announcement by the
bus driver, stood out as having the greatest message recall and impact on seatbelt use. Passengers
who do not always wear a seatbelt were motivated by knowing that buckling up is expected and
mandated by an authority (the bus driver and a California State law). Furthermore, knowing that
the driver could check on their seatbelt usage encouraged passengers to stay buckled.

Figure 5. Impact of Different Message Delivery Methods on Likelihood of Wearing Seatbelt

Findings revealed that message delivery matters. Passengers/participants were more motivated to
buckle up if the announcement from the driver is engaging and includes a reason why wearing a
seatbelt is important (e.g., provide a brief safety fact or statistic) and a gentle reminder about
possible dangers (e.g., saying that buses can be difficult to control in an emergency and are more
likely to tip than a car). Other actions, such as signage outside the bus while passengers are
boarding or a safety video, had a weak recall and mixed effectiveness. The consensus was that
safety actions are most compelling when delivered on the bus and that a live announcement by
the driver was by far more effective as opposed to a pre-recorded video.
The large majority of passengers felt that reminders to wear a seatbelt should happen once riders
are seated on the bus. No respondents felt the reminder should happen at the bus stop/waiting
area, and very few thought it would be best to remind riders while boarding. Findings indicate
that safety messages are most compelling when delivered on the bus. Collectively, this research
suggests that key exposures – the right message at the right time – matter more than the sheer
number of exposures or reminders. According to the majority of responders, the best place and
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time to provide a seatbelt message is when all passengers have boarded the bus, are seated, and
are ready for departure (see Figure 6).

Figure 6. The Ideal Place and Time to Administer Seatbelt Messages

Findings suggest that the best strategy involves a graphic sign on the back of the seat plus a
verbal announcement from the driver. These key exposures were most effective for message
recall and compliance. According to the focus group participants (see Figure 7), an effective
strategy to increase seatbelt use on motorcoaches consists of three components: awareness (via
the signs located on the back of each seat); asking (verbal driver’s announcement); and
accountability (checking for seatbelt compliance).

Figure 7. Strategy to Increase Seatbelt Use
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While most passengers recognize the importance of wearing a seatbelt on the bus, seatbelts often
remain unused for several reasons. The main reason is that wearing a seatbelt on buses is not
commonly promoted. In addition, some riders underestimate the necessity of wearing a seatbelt
because riding a bus feels safe (see Figure 8); they simply never thought or heard about accidents
on buses and trusted the bus driver’s training and expertise. On the other hand, motivators for
wearing a seatbelt largely can come down to habit and personal safety. Specifically, thinking
about the danger of the bus tipping/rolling over was motivating to buckle up.

Figure 8. Perception of the Importance of Wearing a Seatbelt on Motorcoaches

Passengers are generally not opposed to wearing a seatbelt on buses, but some intervention is
required to ensure that they do so. The passengers who were less likely to wear a seatbelt said
that being asked, checked, and made aware that it is required – either by the driver or the law –
would make them more likely to wear the seatbelt. While having a seatbelt law could provide
additional motivation, findings showed that this was similarly effective as being asked by the
driver. Together, findings indicate that a personal request or a requirement is needed to motivate
passengers who are less likely to wear a seatbelt, as they may often choose not to use it for safety
reasons only. The passengers who do tend to wear a seatbelt on the bus often just a simple
reminder would ensure their compliance.
Respondents mentioned that the message from the driver should be engaging and even
incorporate some humor to earn their attention. Another effective messaging element is to
remind passengers that while the bus driver is an experienced professional, some other drivers on
the road may not be as experienced and safe. A statement like this provides a reason to buckle up
and gently challenges the mindset that “buses are safe”, which was a barrier to seatbelt
compliance. Finally, a knowledge that wearing a seatbelt is the law (or required per the driver)
was especially effective among those individuals who were least likely to buckle up. Passengers
said that the awareness that they can be seen, would help enforce this requirement and make
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them more likely to remain buckled. Most of the passengers said they were wearing a seatbelt on
the bus at the time of being recruited into the study (see Figure 9). Four out of the fourteen said
they were not buckled up. One passenger noted that prior to this study, he was unaware of
seatbelts on buses, but that the sign on the back of the seat was effective by alerting him that a
seatbelt was available and should be worn

Figure 9. Passenger Recall on Seatbelt Use During the Ride when the Study Took Place

The study tested the passengers' recall and perception of effectiveness toward various
promotional actions implemented during the study with the goal to increase seatbelt use. The
announcement by the driver (92%) and the sign at the back of the seat (85%) were rated as the
most effective. In addition, verbal message recall was highest for these actions, with nearly all
respondents remembering the driver’s announcement and most respondents remembering the
graphic message on the back of the seat. On the other hand, the video announcement and the
sandwich board sign outside the bus had relatively weak recall and fewer respondents felt that
these actions could be effective.
The focus groups revealed two additional suggestions to motivate seatbelt use. While knowing
that seatbelts were sanitized was not a key motivator, some passengers said it could help increase
awareness that seatbelts are available and make them feel more comfortable about wearing one.
Another suggestion was to provide passengers with a brief safety fact or statistic about the extent
to which wearing seatbelts on motorcoaches reduces the likelihood of injury or fatality.
Overall, the results of the focus groups support the key findings and conclusions from the
seatbelt data collection and analysis and the evaluation of promotional actions.
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Appendix 4: A Seatbelt Promotional Campaign
Kit for Nationwide Distribution to Motorcoach
Operators.
The seatbelt promotional campaign kit for nationwide distribution to motorcoach operators
includes a script of the message to be injected into the traditional driver’s announcement and a
set of graphics to be presented to the motorcoach passengers inside of the bus, at the bus loading
and waiting areas, as well as during the process of providing passengers with printed and/or
electronic tickets and designed around the logo of the campaign. The campaign logo, depicting a
motorcoach (in our case, an artistic representation of a motorcoach with a seatbelt “hugging”
around, and a slogan “BE SAFE – SiT->CLiCK->RiDE – Please Buckle Up!”, is presented in
Figure 10.

Figure 10. A Logo of the Seatbelt Promotional Campaign
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To meet a wide variety of motorcoach carriers' needs and interests, the kit is designed with a
high level of customization possibilities to allow multiple options for modification, production,
and distribution.
For example, carriers will be able to customize the graphics (say, to modify the image of the bus
to provide a closer representation of their motorcoaches, or to edit size and/or color palette to
achieve better coordination with the bus company environment.) Also, carriers will have the
flexibility to receive all or some portions of the kit either from the American Bus Association
(ABA) and/or the United Motorcoach Association (UMA). These two organizations are
anticipated to be the major promoters and distributors of this campaign. Bus operators will
receive the kit in the form of electronic files, either by mailed flash media or via direct
download. Downloaded electronic files can be further modified and printed either locally or via
online printing services or placed on the carrier’s website and added to mobile apps.
The kit includes the following core products which have been tested during this study and shown
to be effective and efficient means to deliver the message encouraging the passengers to use their
seatbelts:
1. A short script to be injected into the driver’s onboard announcement immediately prior
to departure. The Research Team found that the script injected at the end of the typical
driver’s announcements has the biggest impact on seatbelt use. It is recommended that all
motorcoach operators emphasize the importance of proper announcements to their drivers
during the regular training sessions. The driver’s involvement and attitude have been
found to be the key to the success of the announcement. While the message itself can be
customized to achieve the carrier’s needs, it is recommended to consider the following
script as a starting point:
Your safety is always our first priority.
That’s the reason why our motorcoaches are equipped with seatbelts.
Please help us to ensure your safety and keep your seatbelt buckled up while the bus
is in motion.
2. A colorful graphic message on the back of the seat. During the study, 5x5 inch vinyl
stickers with graphics depicted in Figure 10 were placed on the back of each seat,
approximately at the eye level of the passenger. This message demonstrated the secondhighest effectiveness to promote seatbelt use. However, implementation of such stickers
for permanent use may not be found practical, as such stickers will not last. Instead, it is
recommended that similarly sized messages be either seamlessly embedded on the back
of each seat either during the acquisition of new motorcoaches or retrofitting of older
vehicles with new seats. On the existing fleet of vehicles with seatbelts available, such
messages can be printed on either soft plastic or rubberized plates (a slightly smaller 4x4
inch graphic can be also acceptable to reduce costs) and attached to the back of each seat
either with special non-damaging adhesive plates, such as 3M “Command”, or by Velcro
straps. The latter will increase the cost but provide an opportunity to customize the
message to achieve local carrier needs.
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3. A graphic message outside the vehicle either in the form of a sign located in the
platform area near the vehicle entrance or attached to the door of the vehicle or on the
side of the vehicle next to the door. These types of seatbelt promotional actions help
further support promotional actions aboard the vehicle and provide a so-called “third
exposure”. In marketing, it is generally considered that at least three exposures are
needed to gain attention and comprehension (13). More message exposures can only help
passengers further internalize the importance of wearing seatbelts. A large sticker (with a
recommended size between 12-by-12 inches and 18-by-18-inches, depending on space
available on the size of the bus) with the graphics presented in Figure 10 and should be
printed on laminated waterproof foundation, such as vinyl, to withstand frequent washes
and road elements. This type of sign is most appropriate on motorcoaches serving
locations where the terminal area is not owned by the bus operator, and/or where no or
little room is available on the platform to place a sandwich board, such as at the airports.
When the space on the platform is not an issue, the use of a large sandwich board that can
accommodate larger size graphics is recommended (See Figure 11).

Figure 11. A Mock-up of the Sandwich Board with 18-by-24-Inch Graphics Used in this Study
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The advantages of the sandwich board over the sticker on the side of the bus include the ability
to deliver a message of larger size as well as lack of potential concerns from the motorcoach
operator regarding the bus appearance and the potential damage of expensive custom paint job.
As discussed earlier in this report, other action items were considered to promote seatbelt use
with the potential to increase seatbelt use on motorcoaches. One such item that was developed
but was not tested because of the pandemic, was a large 3x3 foot poster sign intended for indoor
use. An image of the sign which had been posted at Springfield Union Station before the
pandemic outbreak is presented in Figure 12.

Figure 12. A Large Poster Sign Set Up at Springfield Union Station Bus Terminal

Signs located at bus terminals and messages displayed on bus tickets (either electronic or paper)
provide additional possibilities to encourage passengers to use seatbelts and are recommended
for further evaluation after the pandemic and its impacts on industry and passenger behavior will
be in the past.
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Appendix 5: Seatbelt Promotional Actions
Already in Place
During the study, the Research Team found a great variety of seatbelt promotional actions
already implemented by the motorcoach operators. However, some of them appear to be much
more attractive and effective than others. Below are several examples in Figures 13, 14, and 15
of different messages displayed at the back of the seat.

Figure 13. A Well-Designed and Placed Seatbelt Sign

43

Figure 14. An Example of a Poorly Designed and Placed Seatbelt Sign
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Figure 15. An Example of a Tri-Lingual Seatbelt Message on the Back of the Headrest

Other examples of existing seatbelt signs inside of motorcoaches include: signs in the front of the
vehicle near the driver seat; messages on the side windows; and some backlit signs above the
seat next to the control panel for individual light and ventilation, similar to ones found on
airplanes. All of the above are often poorly placed and have little potential to attract passengers’
attention.
Overall, the implementation of promotional actions initiated by motorcoach carriers before the
conduct of this study was rather random and sporadic, with a mix of well-designed messages and
placement tactics as well as poorly designed messages and locations. It is expected that the eyecatching design of the graphics developed by the Research Team together with the careful and
consistent placement of the message will more likely attract the attention of the passengers from
a wide variety of motorcoach carriers in multiple markets. This should help to generate a higher
level of awareness among the passengers and ultimately increase seatbelt use on motorcoach
services in the U.S.
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