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Transit price incentives can be considered one of the travel demand management
strategies that has been proven as an efficient tool to cope with the increase’inﬁ personal car
use in other countries. The objective of this study is to investigate the effect of price
incentive on travel beﬁavior and attitude. In this study, the samples consist of Chulalongkorn
University students who are able to commute either by car or by mass transit systems
(BTS/MRT). Three groups are considered in the systematic experimental design: a control
group, an experimental group given a half-price transit fare, and another experimental group
given a free transit ride. Results from statistical analysis show that the implementation of
transit price incentives affect daily car in shifting their travel mode to mass transit during
both experimental period and follow-up period. It is found that changing levels of transit
price incentives, including half-price transit fare and free transit rides, do not make any
statistical difference in the increase in transit ride frequencies. Moreover, during the follow-
up period, A samples who shift their mode from car use to transit possess better attitude
towards transit station accessibility. The relationship between travel behavior and attitude
through Structural Equation Modeling indicates that indirect factors affecting the intention
of transit use are perceived behavioral control, social norm and price incentive levels.
Results in this studying will be beneficial in formulating policies in order to reduce car usage

and increase BTS/MRT ridership.





