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Late-Night Service Task Force 
 

This report represents the findings of the Late-Night Service Task Force formed at the request of 

MBTA General Manager Beverly Scott, Ph.D.   

 

Task force members included representatives from MBTA Automated Fare Collection, 

Communications, Information Technology, Marketing Communications, Operations, Service 

Planning, Strategic Business Initiatives and Innovation, and MassDOT Office of Transportation 

Planning and Office of Performance Management and Innovation.   
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Executive Summary 
 

• The Interim Review of the MBTA Late-Night Service Pilot Program is based on data 
collected from the first 41 weeks of service (March 28, 2014 through January 4, 2015). 
The one-year costs, revenue and ridership figures are projected through March 29, 2015. 
 

• In March 2014, the MBTA introduced a pilot late-night program, offering service on all 
subway lines and key bus routes until 3 a.m. on Friday and Saturday nights. The MBTA 
launched the pilot in response to customer requests and in view of comparable services 
being offered by peer US transit agencies.  
 

• The anticipated benefits of the service included increased economic growth, a safe and 
affordable transportation option for service and health-care workers, a boost to the city’s 
nighttime activities, and the strengthening of Boston’s recognition as a thriving, 
cosmopolitan metropolis. 
 

• In the first 41 weeks of late-night service, boardings totaled 1,105,389 from 12:30 a.m. 
until 3:00 a.m. on Friday and Saturday nights, an average of 26,961 per weekend. The 
Green Line was the most popular service mode, serving 33% of total late-night ridership, 
and Park Street has been by far the busiest late-night station, with nearly 1,700 average 
entries per weekend.  
 

• Initially estimated at an annual cost of $16 million, the budget for the pilot was revised to 
$12.9 million due to scheduling efficiencies. Total revenues cover 16.5% of the cost, with 
an average subsidy per passenger of $7.68.  

 

• Since launch, the MBTA has mounted seven marketing, advertising and PR campaigns, 
bolstered by $1.45 million of in-kind promotional support from partner sponsorships, to 
generate interest and awareness in the service. 
 

• MBTA ridership data reveals the majority of late-night customers are monthly pass 
holders (59% of late-night fare transactions). The busiest stations and bus routes appear 
to serve areas with large student populations. Limited survey data indicates most 
customers use the service to travel to and from social or entertainment destinations.  
 

• While initial costs of the pilot have been lower than projected, they have exceeded fare 
revenue, as is true of all MBTA services.  
 

• With scarce fiscal resources required to fund critical cores services, the MBTA must 
make difficult decisions among competing priorities. Several options are presented for 
consideration for late-night service: (1) elimination; (2) cost reductions through service 
adjustments; (3) fare changes; and (4) sponsorships. 
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• The MBTA will extend the pilot through June 19, 2015, conduct a public comment 
period through March 11, 2015, and make a final recommendation to the MassDOT 
board of directors on April 15, 2015. 
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Introduction 
 

On Friday, March 28, 2014, the MBTA launched a pilot late-night program for its customers, 

extending service on Friday and Saturday nights by 90 minutes—with last trains leaving 

downtown at 2:30 a.m.—on all subway lines and 15 of its busiest bus routes.  

 

The current pilot represents the MBTA’s second attempt at extending its hours of operation. In 

2001, the MBTA introduced Night Owl Service, providing substitute bus service along subway 

lines and other bus routes on Friday and Saturday nights. Night Owl service was discontinued in 

2005 due to low ridership and budget constraints. Two factors drove the re-launch in 2014 of a 

more robust and seamless late-night service.1   

 

First, the MBTA continued to receive customer requests for expanded service. This high level of 

interest was borne out by an online survey conducted by the MBTA Rider Oversight Committee 

in March 2013. The survey received nearly 26,000 responses and indicated widespread public 

support for late-night transit service (Appendix A). Second, comparable major US transit 

agencies in Chicago, Los Angeles, New York, Philadelphia, San Francisco and Washington, 

D.C. offer either 24-hour or late-night service (Appendix B).  

 

The anticipated positive impacts of late-night service included increased local and regional 

economic activity, a safe and affordable commuting option for service and health-care workers, 

enhanced desirability of the region to young technology professionals, a boon to the city’s 

cultural attractions and entertainment venues, and reinforcement of Boston’s identity as a world-

class city.  

 

                                                           
1 Service was extended for the following rapid transit lines and key bus routes: Red Line, Orange Line, Green Line, 
Blue Line, Mattapan Trolley, Silver Line (except SL2) and routes 1, 15, 22, 23, 28, 32, 39, 57, 66, 71, 73, 77, 111, 
and 116/117. The RIDE complementary paratransit service was also extended. 
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To help cover the estimated $16 million cost of the extended service (since revised to $12.9 

million), the MBTA pursued sponsorships with leading businesses in Greater Boston.  

 

To support late-night service, the MBTA has executed several marketing and advertising 

campaigns since March 2014 to generate interest and awareness among both customers and non-

customers alike. 

 

This report reviews late-night service to date in terms of ridership, costs, revenues, productivity, 

marketing and outreach, and market impact. 
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Ridership 
 

In the first 41 weeks of late-night service, boardings totaled 1,105,389 (807,225 automated fare 

collection transactions, 298,164 transfers) from 12:30 a.m. until 3:00 a.m. on Friday and 

Saturday nights, an average of 26,961 per weekend (22,606 subway, 4,335 bus). Late-night 

ridership on THE RIDE totaled 28 passengers. Non-late-night weekend boardings during the 

same period totaled 49,793,625. Projected boardings through the end of the pilot (March 27, 

2015) will be 1,401,956.   

Current late-night ridership has exceeded by a factor of 10.9—a 909% increase—as compared to 

the ridership of the MBTA’s previous pilot program, Night Owl service, which averaged 2,460 

boardings per weekend in 2005, its last year of operation.  

 

TOTAL WEEKEND BOARDINGS 3/28/14-1/4/15 
50,899,014 
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Late-night ridership fluctuations mirror MBTA service overall throughout the year. Ridership 

drops off during the summer, increases in the fall, and decreases again during the winter holiday 

periods. 

The following chart shows late-night ridership trends compared to MBTA service overall.  

  

AVERAGE RIDERSHIP TRENDS 

 

 

 

The chart on the following page shows the variation in ridership for the first 41 weeks of the 

pilot program. 
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Late-Night Boardings by Weekend–All Lines 
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Ridership by Service Mode 
As this chart indicates, the Green Line serves the largest share of late-night ridership with 33%, 

followed by the Red Line with 23%, and the Orange Line with 20%. 
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Ridership by Station  

Park Street has been by far the busiest late-night station, with nearly 1,700 average entries per 

weekend. State Street and Haymarket each recorded approximately 1,000 entries per weekend, 

and Harvard and Kenmore rounded out the list of top five stations with approximately 900 

entries each. Bus routes 66 and 1 were the top two bus routes based on entries after 12:30 a.m. 

See the following chart for average station entries at the busiest stations or lines per weekend for 

the first 41 weeks of service. 

 

Busiest Late-Night Stations or Surface Lines 
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Entries by Time of Day 
Entries over an average weekend night revealed that ridership declined for each 15-minute 

segment after midnight, with the exception of one time period. Entries decreased gradually 

between 12:00 a.m. and 1:30 a.m., flattened somewhat from 1:30 a.m. until 2:00 a.m., and then 

dropped steeply until service ended around 2:45 a.m. Core stations showed a slight uptick in 

entries from 1:30 a.m. until 2:00 a.m. This overall pattern is consistent with the closing of 

Boston-area establishments serving alcohol.  
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Costs, Revenue, and Passenger Subsidy 
 

Costs 
The MBTA initially estimated that late-night service would cost approximately $16 million per 

year to operate. However, based on scheduling efficiencies, the budget was revised to $12.9 

million after the first six months of service. To operate the pilot through June 19, 2015, the end 

of the MBTA's spring schedule and almost the close of FY15, will cost an additional $3.5 

million. 

The pilot’s budget includes costs for labor and benefits, operations control center, engineering 

and maintenance, fuel and traction power, police, marketing materials, THE RIDE, and other 

items. The chart below shows a breakdown of costs and Appendix C includes the detailed budget 

projection. 

 

Projected Late-Night One-Year Budget: $12.9 million 
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Fare Revenue 
The MBTA realized $1,591,193 in ticket and pass fare revenues for late-night service during the 

first 41 weekends of service between March 28, 2014, and January 4, 2015. It is estimated fare 

revenues will reach $2,018,099 ($989,295 cash/stored value, $1,028,804 pass) during the pilot 

year. With an additional $105,000 in direct financial contributions received from sponsorships 

(see Sponsorship Support section, p. 18, for details), the projected total revenues from the late-

night program will be $2,123,099. Extension of the pilot through June 19, 2015 will add an 

additional $500,000 in projected revenues. The following chart shows projected total one-year 

pilot revenues.  

Projected Late-Night One-Year Revenues: $2.1 million 
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Subsidy per Passenger 
Projected total revenues will cover 16.5% of the cost of running late-night service, with an 

average subsidy per passenger of $7.68. The MBTA did not set fare recovery or productivity 

goals for late-night service. However, the MBTA did not expect high customer volume because 

of the service’s off-peak operating hours.  

For comparison with other services, the MBTA's average net cost per passenger for its subway 

service is $0.84 and for bus service $2.74. Figures in the chart below are based on costs, 

revenues and boardings. 

Average Net Subsidy per Passenger 
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Marketing and Outreach 
 

The MBTA has been committed to generating interest and awareness about late-night service 

among both customers and non-customers alike. Since launch, the MBTA has conducted seven 

marketing, advertising and PR campaigns to help increase late-night ridership: 

1. Extensive outreach campaign to generate service sponsorships 

2. Robust launch press event on March 13, 2014 

3. Ongoing advertising campaign introducing late-night service (since March 2014) 

4. Partnership campaign with Wayfair.com (June 2014) 

5. Partnership with the Boston Idea Week Group (June 2014) 

6. Awareness campaign focusing on college students (September 2014) 

7. “Late-Night Arts & Eats” film and food truck festival (September/October 2014) 

 See Appendix D for details of each campaign. 

Approximately $80,000 has been spent to date on marketing efforts. Tactics included: 

• Promotions on the MBTA website with links to schedules for late-night service 

• In-station announcements 

• Car cards on subway cars and buses 

• Advertising (newspaper and digital) 

• Social media messages on Facebook and Twitter 

• Email blasts to local colleges, hospitals, and transportation management associations 
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Sponsorship Support 
The MBTA received sponsorship support for late-night service from the following partners: 

Dunkin’ Donuts, The Boston Globe, The Boston Red Sox, Suffolk Construction, the 

Massachusetts Restaurant Association, the Future Boston Alliance and Karmaloop. These 

sponsors contributed $105,000 to offset the costs of late-night service. In addition, sponsors 

committed $1,450,000 of in-kind marketing and advertising dollars over two years, contingent 

on the pilot's continuation through March 2016, for a total of $1,555,000 million in sponsorship 

support. See Appendix E for details. 

 

Sponsorship Support 
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Market Impact 
 

At the launch of late-night service, several groups were identified as likely beneficiaries of the 

service. These included late-night shift workers in the health-care and hospitality industries, 

patrons of cultural attractions and entertainment venues, and college and university students. The 

MBTA has not undertaken any formal market research of its late-night riders to date, but can 

draw certain inferences from its ridership data. Additionally, two nonprofit transportation 

organizations informally surveyed subscribers to their email lists about their use of late-night 

service. 

 

Market Segments 
• Monthly pass holders: Fifty-nine percent of late-night riders paid their fares with a 

monthly T-Pass. This compares with 69% through the week overall and 75% during 

weekday peak periods. 

• College and university students: The most active late-night stations are located in areas 

with large student populations, as Table F-1 in Appendix F indicates. In addition, the B 

branch of the Green Line and bus route 66, both of which record high late-night volume, 

service two Boston-area neighborhoods with large student populations.  

• Health-care and hospitality workers: No formal research has been conducted to date to 

determine usage of late-night service by these important market segments.  

Outside Surveys 
• MassCommute: MassCommute, a coalition of 12 transportation management 

associations from Eastern Massachusetts, conducted a brief (five-question) online survey 

in October 2014 to help understand why individuals use late-night service and to learn 

more about their travel characteristics. The survey was distributed to about 3,500 people 

on MassCommute’s email list and publicized via Twitter. A total of 415 individuals 

completed the survey. Respondents were also asked to comment, and representative 

examples are included in Appendix G. Since respondents were self-selected, the results 

are subject to sampling bias. Below is a summary of the survey’s key findings: 
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 83% of respondents used late-night service and 4% said they did not use the 

service but knew someone who did. 

 76% used the Red Line and 54% used the Green Line. (Multiple responses were 

allowed.) 

 92% reported “entertainment” as the primary reason for using late-night service; 

42% “dining”; 21% “work”; and 5% were traveling to or from Logan Airport. 

(Multiple responses were allowed.) 

 Among those making work trips, the most commonly reported occupations were 

student (15) and researcher (12). Other reported industries included technology 

(7), food services (6), hospitality (4), and health care (4).  

• A Better City Transportation Management Association (TMA): A Better City TMA 

included several questions about late-night travel in a survey of  participants in their 

Guaranteed Ride Home program, which was distributed in October 2014. The survey was 

distributed via email to approximately 3,500 people; participants included employees and 

tenants of member organizations. More than 500 people responded. Since respondents 

were self-selected, the results are subject to sampling bias. Below is a summary of 

findings: 

 16% of respondents reported using MBTA late-night service. Respondents were 

not asked whether they used the MBTA outside of late-night service hours.   

 67% reported social/entertainment as the purpose of their late-night MBTA trip; 

37% home; 20% work; and 19% sporting event. (Multiples responses were 

allowed.)   

 Of those who did not use the service, 79% indicated they did not travel during 

late-night hours and had no need for late night service; 13% did not know about 

the service; 9% used another transportation option; and 6% did not feel safe using 

the T during late-night hours. 
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Other Transportation Services 
The number of options for traveling throughout greater Boston continues to grow. New mobility 

services, such as Uber and Lyft (smartphone based ride services) and Hubway (bike sharing 

system), are providing alternatives to traditional transportation modes such as licensed taxis and 

the MBTA. The MBTA does not have data on the impact, if any, late-night service has had on 

either licensed taxis or these alternative services. 
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Options 
 
With scarce fiscal resources required to fund critical core services, the MBTA must make 

difficult decisions among competing priorities. The following options are presented for 

consideration: 

• Elimination of pilot program  
 

• Cost reductions to the late-night network through frequency changes, targeted 
schedule adjustments, and/or elimination or restructuring of lowest ridership routes  
 

• Fare changes: 
 Restructure fares to include a 2-4% price increase for LinkPass products 

to correspond to the longer service windows available each week  
 

 Eliminate pass acceptance or institute a special late-night fare. 
Research indicates that few peer agencies offering late-night service have 
implemented a special late-night fare. Washington Metro Area Transit 
Authority’s (WMATA) PeakSmarTrip® Fare is in effect weekdays from 
5:00 a.m. to 9:30 a.m. and 3:00 p.m. to 7:00 p.m. and Friday and Saturday 
nights from 12:00 a.m. to 3:00 a.m. These fares range from $2.15 to $5.90 
(plus $1 surcharge for paper card). WMATA also charges higher fares for 
longer trips. WMATA customers do not use its fare passes as extensively 
as MBTA customers. 
 
In the March 2013 MBTA Rider Oversight Committee online ` 
After Hours Survey, respondents were asked the maximum amount they 
would be willing to pay for a public transit ride, with choices ranging 
incrementally from standard fare to more than $14. About 8,000 
responded they would be willing to pay standard fare to $3.99 for a 
subway ride, and about 6,000 would pay standard fare to $3.99 for a bus 
ride. At the next cost level, $4.00-$5.99, the numbers dropped by about 
50%.  
 
A detailed analysis of the potential impacts of the implementation of 
special late-night fare can be found in Appendix H. It should be noted that 
because of technology limitations implementation of a special late-night 
fare would not be feasible for approximately a year.  
 

• Sponsorships from late-night service beneficiaries  
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Next Steps 
 
The MBTA will undertake the following next steps: 

 
• Extend the late-night service pilot through June 19, 2015 

 
• Solicit customer and stakeholder input during a public comment period ending  

March 11, 2015, including: 
o Public meetings (see Appendix I for complete schedule) 
o Field intercept surveys of our late-night customers and daytime customers 
o Twitter town hall on March 2, 2015 

 
• Include a final recommendation in the FY16 budget presented at the April 15, 2015 

MassDOT board meeting 
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Appendices 

Appendix A 
 

MBTA Rider Oversight Committee After-Hours Survey  
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Appendix B 

Peer Review - Late-night Service in Other Cities 
Several major US transit agencies provide 24-hour or late-night service. To better understand the 
urban market for late-night transit, the MBTA conducted a peer review of service in the 
following metropolitan areas: 

• Chicago – Chicago Transit Authority (CTA) 
• Los Angeles – Los Angeles County Metropolitan Transportation Authority (Metro) 
• New York – Metropolitan Transportation Authority (MTA) 
• New York/New Jersey – Port Authority of New York and New Jersey (PANYNJ) 
• Philadelphia – Southeastern Pennsylvania Transportation Authority (SEPTA) 
• San Francisco – AC Transit, Muni, San Mateo County Transit District (SamTrans), 

and Bay Area Rapid Transit (BART) 
• Washington, D.C. – Washington Metropolitan Area Transit Authority (WMATA) 

 
Each of these transit operators has introduced extended hours of operation to provide mobility to 
early-morning workers, late-night travelers and the general public, and to promote late-night 
local business activity along transit routes. Although ridership was reviewed for those peer 
systems with available data, comparisons of systems provide limited insight since services vary 
widely.  
 
Each city’s late-night service description follows: 

• Chicago: CTA offers 24-hour rail and bus service seven days a week within its core 
network. 

• Los Angeles: Metro provides bus service 24 hours a day, seven days a week. 
• New York: MTA offers 24-hour rail and bus service seven days a week within its core 

network. 
• NewYork/New Jersey: PANYNJ operates two PATH rail lines 24 hours a day, seven 

days a week. Due to rider opposition, it recently withdrew a proposal to eliminate service 
between 1 a.m. and 5 a.m., a step that would have saved PANYNJ an estimated $10 
million a year. According to news reports, officials estimated about 1,500 riders per day 
would have been affected. 

• Philadelphia: SEPTA offers 24-hour bus service weekdays and recently extended a pilot 
program replacing its weekend and holiday overnight bus service with train service on its 
two core subway lines. SEPTA recorded approximately 15,000 subway boardings 
between midnight and 5 a.m. per weekend, a 50% increase over its previous weekend 
baseline bus ridership. 

• San Francisco: Although no overnight rail service is provided in the Bay Area, the major 
operators have teamed up to provide regional bus service when trains are not running. AC 
Transit, Muni and SamTrans offer "All Nighter" service from approximately 1 a.m. to 5 
a.m. on weekday and weekend nights, and schedules are coordinated to allow timed 
transfers between routes. In addition, BART recently partnered with AC Transit to test 
additional late-night regional buses on weekend nights to augment the existing All 
Nighter services. 
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• Washington, D.C.: WMATA operates Metrorail service until 3:00 a.m. on Friday and 
Saturday nights. For weekday special events requiring additional service, WMATA will 
extend hours of operation if the promoter or sponsor agrees to pay $29,500 per operating 
hour. 

 
All of the peer agencies listed above offer some level of late night service, but only the operators 
in New York City and Chicago provide both bus and rail service on a 24/7 basis. SEPTA and 
WMATA both provide late-night rail service on weekend nights, although SEPTA's late-night 
rail service is limited to two lines. In Los Angeles and San Francisco, late-night service is limited 
to bus routes. 
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Appendix C 
 

Late-night Service Pilot FY2015 Annual Budget Projection (Revised) 
 

Table 1 - Late Night Service Pilot FY 2015 Annual Projection (Revised) 

 

Classification   FY15 Revised Annual Projection 
Bus Operations     
 Operators   $1,231,632 
 PT Operator   $0 
 Inspector   $839,904 
 Fuelers   $129,528 
 Machinist-1   $466,542 
 Foreperson   $154,960 
 Labor Cost Sub-Total   $2,822,566 
 Diesel/CNG @ 3.436mpg   $155,036 
 Materials/Services   $84,375 
 Total Bus Opr.   $3,061,977 
Light and Heavy Rail      
 FT Motorperson   $500,920 
 PT Motorperson   $0 
 Streetcar Motorperson   $415,728 
 CSA's-FT   $865,929 
 RTL-Inspector   $679,320 
 Chief Inspector   $473,960 
 Light Rail – Inspector   $452,880 
 Repair Foreperson   $155,750 
 Rail Repairers   $431,214 
 Labor Cost Sub-Total   $3,975,702 
 Traction Power    $119,334 
 Vehicle Cleaning   $125,328 
 Materials/Services   $81,300 
 Total Subway Opr.   $4,301,663 
OCC & Training     
 Instructor – Bus   $382,720 
 Instructor – Motorperson   $0 
 Instructor - Streetcar Motorperson   $0 
 Bus Operator   $0 
 Streetcar Motorperson   $0 
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 Motorperson   $0 
 Dispatchers   $0 
 Total OCC & Training   $382,720 
Engineering & Maintenance     
 Green Line Maintainers – Signals   $187,492 
 Red Line Maintainers – Signals   $187,492 
 Orange Line Maintainers – Signals   $187,492 
 Blue Line Maintainers – Signals   $187,492 
 TFM - Station Cleaning   $521,040  
 PSM - Elevator/Escalator Service   $120,000 
 Total E&M   $1,391,008 
Police Department     
 Lieutenant   $52,289 
 Sergeant   $25,422 
 Police Officers   $239,698 
 Total Police   $317,409 
Other Costs     
 OHS Clinic & EAP   $24,000 
 Workers Comp claims   $223,275 
 Human Resources   $25,000 
 Schedule Cards   $5,000 
 Marketing   $80,000 
 THE RIDE   $10,000 
 Total Other Costs   $367,275 

   Grand Total no fringes:    9,822,053 

  Pensions    1,298,752 

  FICA    680,039 

  Healthcare (109 Employees)    1,090,000 

Total with Fringes:   12,890,844 
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Appendix D 

Marketing, Advertising and PR Campaigns 
1. Outreach campaign to generate sponsorships 

To launch a successful late-night service pilot program, the 
MBTA sought support from prominent Boston businesses. 
The package offered scaled sponsorship levels to businesses 
who were interested in partnering with the MBTA to provide 
greater Boston with a safe and affordable option in late-night 
transportation. Seven businesses responded and agreed to 
participate in the sponsorship of late-night service, including 
The Boston Red Sox, The Boston Globe, Massachusetts 
Restaurant Association, Suffolk Construction, Dunkin’ 
Donuts, Karmaloop and Future Boston Alliance.  
 

2. Launch press event, March 13, 2014 
The MBTA launched late-night service with a press 
event at the Kendall/MIT station. In attendance were all 
seven sponsorship partners, along with Governor Deval 
L. Patrick, Boston Mayor Martin J. Walsh, Secretary of 
Transportation Richard A. Davey, and MBTA General 
Manager Beverly Scott, PhD. Also participating were 
mascots Charlie of the MBTA, Cuppy of Dunkin’ 
Donuts and Wally the Green Monster.   
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3. Marketing and advertising 
campaign launched March 2014 – 
ongoing  
In March, the MBTA began an 
ongoing marketing and advertising 
campaign to increase awareness of 
late-night service and grow ridership. 
Marketing tactics include in-station announcements, ads on mbta.com and boston.com, 
print ads in The Boston Globe and Metro, as well as print advertising in MBTA stations 
and on vehicles. MBTA also spread the word about late-night service through Twitter. 
Partnerships with community organizations have also been utilized to raise awareness 
among students, hospital staff and restaurant employees who could benefit from late-
night service. 

 

4. Partnership with Wayfair.com in June 2014 
In an effort to increase awareness of late-night service, 
the MBTA participated in Boston Idea Week. The goal 
was to encourage riders and the general public to think of 
transportation in a fun, new and modern way. Wayfair 
partnered with the MBTA to enhance the rider 
experience. Wayfair completely renovated an MBTA bus 
to resemble a modern furnished living room – including 
sofas, coffee tables and flat screen televisions. The bus 
was positioned on the South Station Plaza for a weekend 
during late-night service, inviting the public to come 
aboard and experience transportation in a whole new 
light.  

 

5. Partnership with Boston 
Idea Group in June 2014 
In addition to partnering with 
Wayfair for Boston Idea Week, 
the MBTA joined forces with 
Boston Idea Group to 
encourage riders to share their 
thoughts, feelings and 
experiences regarding public 
transportation and especially 
late-night service. Throughout 
the system “Idea Boards” were 
placed in stations inviting 
riders to jot down their feelings 
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about late-night service and public transportation in general. The boards were then 
displayed at the late-night Boston Idea Week symposium held at Courthouse Station, 
where a group of transportation enthusiasts discussed the future of public transportation. 
  

6. College/University campaign to generate awareness about late-night service 
Since roughly 25% of the Boston area’s 200,000 student population—a large 
constituency of late-night service—changes from year to year, a public relations 
awareness campaign to educate college students, in particular first-year students, about 
the MBTA’s hours of operation was conducted in September 2014. MBTA General 
Manager Beverly Scott, Ph.D. provided interviews to radio, TV and newspapers at 
Boston College, Emerson College, UMass Boston, Simmons College, Tufts University 
and Boston University. 
 

 
7. “Late-Night Arts & Eats” film 

and food festival- 
September/October 2014 
To continue the theme of 
envisioning public 
transportation in a whole new 
light, the MBTA introduced a 
two-weekend festival titled 
“Late-Night Arts & Eats.” The first weekend, September 26-27, consisted of a late-night 
film festival. Theaters in the greater Boston area held special showings of movie classics 
during late-night service hours. 

 
For the festival’s second weekend, a host of food trucks 
gathered in Dewey Square at South Station to create an 
alternative experience to late-night entertainment and 
dining. With hundreds of people in attendance throughout 
the night, the MBTA concluded a successful double 
weekend festival that provided a late-night experience for 
customers and encouraged them to use late-night service to 
get there. 
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Appendix E 

Late-night Service Sponsorship Agreement Details 
 Sponsor Cash In Kind Services 

Term 1 
 
3/28/2014 
through 
3/27/2015 
 

In Kind Services 
Term 2 
 
3/28/2015 
Through 
3/28/2016 

1.  Dunkin Donuts $50,000 $300,000 
 

Includes 
commitment to 
buy $300,00 in 

advertising space 
from the MBTA 

 

$300,000 
 

Includes 
commitment to 
buy $300,00 in 

advertising space 
from the MBTA 

2.  The Boston Globe 0 $250,000 
 

Includes $150,000 
Boston Globe ad 

space provided to 
the MBTA 

And 
$100,000 

commitment to 
buy ad space from 

MBTA 
 

$250,000 
 

Includes $150,000 
Boston Globe ad 

space provided to 
the MBTA 

And 
$100,000 

commitment to 
buy ad space from 

MBTA 

3.  Boston Red Sox 0 $250,000 
 

Includes 
commercial on 
NESN, program 

booklet ads, 2 pre-
game mentions 

$100,000 
 

TBD 

4.  Mass Restaurant 
Association 

$25,000 0 0 

5.  Suffolk 
Construction 

$25,000 0 0 

6.  Future Boston 
Alliance/Karmaloop 

$5,000 0 0 

Total Value 
$1,555,000 

 
 
 

Cash 
$105,000 

In Kind Term 1 
$800,000 

In Kind Term 2 
$650,000 
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Appendix F 

Boston-Area Student Population 
 

Table F-1 - College and university student population in the Boston area 

 and closest MBTA service 

    

Institution Undergraduate Graduate Station/Route 
Boston University 18,306 14,297 Kenmore 
Northeastern University 16,640 11,054 Ruggles 
Bunker Hill Community College 13,504 0 Bunker Hill 
UMass Boston 12,124 3,750 JFK UMass 
Harvard University 10,564 17,583 Harvard 
Boston College 9,837 4,768 Boston College 
Suffolk University 5,770 3,248 Park Street 
Tufts University 5,255 5,582 Davis Square 
Massachusetts Institute of Technology 4,503 6,686 Kendall Square 
Wentworth Institute of Technology 4,000 152 Museum of Fine Arts 
MCPHS University 3,627 2,383 Longwood Medical 
Emmanuel College 2,199 290 Fenway 
MassART 2,179 147 Longwood Medical 
Lesley University 1,984 3,960 Harvard 
Simmons College 1,792 3,038 Museum of Fine Arts 
Wheelock College 903 421 Fenway or Longwood 
Total Students     190,546 113,187 77,359  

 

Note: Table shows undergraduate and graduate students living within 0.5 mile of rapid transit or 0.25 
miles of bus service.   
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Appendix G 

Feedback from MassCommute Survey 
 

Positive feedback included the following: 

“So far it's excellent! An essential step in making sure that Boston remains the vibrant, 
modern city it needs to be. Keep up the good work!” 
 
“I feel that it is an important step toward reducing drunk driving. Offering a way to get 
home after the bar or club closes is important for public health ultimately.” 
 
“Thank goodness it was available. Elsewise I would have had to walk 3 miles barefoot at 
2 a.m.! I only had my CharlieCard and a dead smartphone. Thanks MBTA!” 

 
“It was a far cheaper option than taking a cab. I had expected the train to be rowdy, but it 
was actually relatively tame.” 
 
“I always have to make plans around the T schedule and it can be very limiting. Later 
hours would keep Boston bustling for longer, which would be great for everyone!” 
 
“It's a great option that places Boston with other great late-night cities like NYC.” 

 
Negative feedback received included the following: 

“Train stood by at Downtown Crossing for close to 30 minutes. Drunk adolescents were 
throwing up on the train. Overall was a less than pleasant experience.” 
 
 “Very pleased. I’d rather have train service start at 5 a.m. though. A lot of work or other 
things start at 6:30 a.m., and the T can't get you there for that time.” 

 
“Rarely, if ever, use it. I would like money to be spent elsewhere like reliability of 
commuter rail infrastructure. Late-night would put additional stress on the longevity of 
equipment too.” 
 
“Very useful & safer than being on the roads late at night, but last train waits a very long 
time to leave. I think they could fit in a run in between the time!” 
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Appendix H 

Special Late-night Fare Analysis 
 

Currently, 41% of late night fares are paid by stored-value card or cash. Introducing a special late-night 
fare for riders using cash or stored-value cards would raise revenues, while also discouraging some 
current riders from using the service. 

The following table looks at the potential impacts of charging a special late-night fare of $4.00—an 
increase of 90%--for cash and stored-value cards only (excluding pass users). 

The table assumes a fare price elasticity of -.33. This means that every 3% increase in fares results in a 
1% reduction in ridership; while this figure is often used throughout the transit industry, off-peak 
ridership is assumed to be even more sensitive to fare changes.   

 
Current Fare Structure Special late-night Fare 

Structure 
Change 

Transaction 
Type 

Trips-
Annualized 

Revenue-
Annualized 

 

Trips-
Annualized 

Revenue-
Annualized 

Trips-
Annualized 

Revenue-
Annualized 

Monthly pass 921,205 $1,323,518 921,205 $1,323,518 - - 

Stored 
value/Cash 

474,561 $681,813 332,872 $910,939 (141,690) $229,126 

Total 1,395,766 $2,005,076 1,254,076 $2,234,457 (141,690) $229,126 

 

As the table suggests, a special late-night fare will raise only a limited amount of new revenue and will 

result in an overall decrease in late-night ridership.   
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Appendix I 
 

Late-night Service Public Comment Schedule 
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