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FINAL REPORT SUPPLEMENT: Introduction

Staff presented the draft Title VI Summary Report for the Clipper® fare media
transitions to the Metropolitan Transportation Commission (MTC) Operations
Committee in September 2011. The report summarized the Title VI analysis for five
transit operators: Alameda-Contra Costa Transit District (AC Transit), San Francisco
Bay Area Rapid Transit (BART), Caltrain, Golden Gate Bridge, Highway and
Transportation District (GGBHTD), and San Francisco Municipal Transportation
Agency (SFMTA). Following presentation of the draft report in September 2011,
MTC initiated a three month-long community outreach effort and public comment
period that included both focus groups and an open comment period, concluding in
late December 2011. Also since September 2011, MTC has completed Title VI
analyses for San Mateo County Transit District (SamTrans) and Santa Clara Valley
Transportation Authority (VTA). MTC has spent the three months since the
conclusion of the community outreach and public comment period for the Title VI
Summary Report considering the main issues raised by members of the public and
Clipper® transit operators as well as possible measures for mitigating identified
potential disparate impacts.

In order to preserve the changes made to the draft Title VI Summary Report in this
Final Title VI Summary Report, all of the substantive revisions or additions to this
Report are either inserted into the report as “Final Report Supplements” or attached
as appendices. The topics include:

MTC Resolution No. 3866, Revised

Clipper® youth card application process

Card Acquisition and Balance Restoration Fees

San Mateo County Transit District (SamTrans) Title VI analysis
Santa Clara Valley Transportation Authority (VTA) Title VI analysis
Summary of responses to public comments

Supplemental Clipper® Outreach/Educational Materials

. Executive Summary

In February 2010, the Metropolitan Transportation Commission (MTC), which oversees the
Clipper” smart card system, adopted MTC Resolution No. 3866, which required transit operators
to convert certain specified paper fare media to Clipper”. Shortly after the adoption of
Resolution No. 3866, Clipper” staff began work to identify the appropriate steps to ensure
Clipper™’s compliance with the regulations of Title VI of the Civil Rights Act of 1964, and
determined that an assessment of the fare media conversions to Clipper® would be the
appropriate course of action. To ensure an independent and thorough review, MTC asked its
primary Clipper® project consultant, Booz Allen Hamilton (BAH)', to procure the services of an
experienced Title VI consultant to perform this assessment. This report provides the results of
the analyses performed by that consultant, Milligan and Company (Milligan). It also provides
context for the overall fare media change to Clipper” and additional information on strategies

' Now known as CH2M Hill.
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MTC has employed to make the shift to Clipper” as smooth as possible for all of the Bay Area’s
transit riders and more specifically for persons protected by Title VI.

MTC and the transit agencies are still in the process of deploying Clipper® region-wide. While
these analyses were being performed, the program was undergoing tremendous growth and rapid
consumer adoption. Consequently, it was difficult for the individual reports for each fare media
transition to reflect the latest developments to the program. This report describes the current state
of the program’s implementation and summarizes issues that were consistently raised in the
individual reports.

Milligan analyzed the transitions of 30 fare products, and found no potential disparate impact for
24 of them. Where potential disparate impacts were found, they were related to retailer locations,
the $5 card acquisition fee, distribution of special (discount category) cards, and outreach, all of
which will be discussed in the body of this report.

Before discussing the findings of the Title VI assessments, this report explains the basics of the
Clipper” system and provides an overview of the various ways in which the Clipper” program
has strived to provide equitable access to Clipper®’s services and benefits.

FINAL REPORT SUPPLEMENT: In October 2011, MTC revised Resolution No. 3866,
updating the fare media transition requirements to reflect lessons learned since
MTC's initial adoption of Resolution No. 3866, add transition requirements for
SamTrans and VTA fare products, and revise transition dates for specific fare
products, where appropriate.

The final report now includes the results of the analyses for SamTrans and VTA fare
media transitions. The SamTrans and VTA analyses were performed by MTC staff.
MTC analyzed 10 fare media transitions at SamTrans and VTA and found no
potential disparate impacts for seven of them.

The final report also includes and describes the mitigation efforts MTC has
undertaken and will be undertaking in the future to ensure that there are no
disparate impacts on persons protected by Title VI.

. Background

A. Basics of the Clipper® System

Clipper” is a smart card system that allows transit patrons to transfer seamlessly between
participating transit systems in the Bay Area. The Clipper” card is reloadable and stores cash
value (known as “e-cash”), tickets, and passes. It provides the ability to load from five cents to
$300 to the card at any time. Unlike most magnetic stripe tickets, the card is intended for
extended use, and it can be reloaded online, by phone, or in person at retail outlets, ticket
vending and add value machines.
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The implementation of the Clipper” electronic fare payment system began in 1999 under the
brand name “TransLink”. In 2003, MTC entered into a Memorandum of Understanding with the
major transit operators of the Bay Area, calling for a phased deployment of the system. It
underwent a pilot phase, testing, and various soft (limited) launches, before starting to garner
more significant market share in 2010. Alameda-Contra Costa Transit District (AC Transit) and
Golden Gate Bridge, Highway and Transportation District (GGBHTD) launched in 2006, San
Francisco Municipal Transportation Agency (SFMTA) in 2008, Peninsula Joint Powers Board
(Caltrain) and Bay Area Rapid Transit (BART) in 2009, San Mateo County Transit District
(SamTrans) in 2010, and Santa Clara Valley Transportation Authority (VTA) in early 2011.
These seven systems account for 95% of the ridership in the region.

TransLink was re-branded as Clipper” on June 16, 2010 to support the official regional launch of
the system. In conjunction with the launch of this new brand, a coordinated customer education
campaign was initiated, which will be described in greater detail in Part III.A of this report.

The Clipper® system supports the fare structures, transit products, and transfer policies already
offered by each transit agency, rather than imposing a uniform fare structure across the region. In
total, the system supports 4,000 unique fares, 100 fare products, and 12,000 transfer
combinations. The system also supports the various payment configurations used by different
transit agencies: flat fare, distance-based, and zone-based. All operators can sell each other’s
agency’s fare products. In total, there are nearly 9,000 devices deployed across the region. For a
description of the types of Clipper” cards, see Appendix A.

B. Fare Media Transitions and MTC Resolution No. 3866

MTC is required by state statute to adopt rules and regulations to promote the coordination of
fares and schedules for all public transit systems within its jurisdiction, to require every system
to enter into a joint fare revenue sharing agreement with connecting systems, and to recommend
consolidation of transit operator functions to improve transit efficiency.” Initiating and managing
the Clipper® program is a significant part of MTC’s efforts to comply with these statutory
requirements.

MTC’s first adopted a Transit Coordination Implementation Plan (Plan) in 1998 via MTC
Resolution 3055. The first Plan was largely voluntary and did not produce significant results in
terms of fare coordination. Throughout the fall of 2009, MTC worked with its transit partner
agencies to develop the update to the Plan, with the intention of establishing the Clipper® smart
card fare collection system as the foundation for fare coordination in the Region. The result of
those efforts was a revised Transit Coordination Implementation Plan, MTC Resolution No.
3866, which was adopted in February 2010. (See http://www.mtc.ca.gov/planning/tcip/RES-
3866 approved.pdf.) Among other requirements, Resolution No. 3866 requires transit operators
participating in the Clipper® program (AC Transit, BART, Caltrain, GGBHTD, and SFMTA) to
implement, operate and promote Clipper” as their primary fare payment system. The Plan also
identified a list of fare products that would transition to be exclusively available through

? Per California Government Code Sections 66516 and 66516.5, enacted in 1989 and 1996, respectively.
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Clipper”. Per the Resolution, MTC declared that failure to eliminate these specified existing
paper fare products and transition them to Clipper” exclusively could result in sanctions,
including withholding funds.

Dubbed “fare media transitions”, the Resolution put forth a schedule, negotiated with transit
operators, of the dates the paper form of these products were to be eliminated. For the first five
operators, the fare media transitions were set to begin in March 2010 and conclude in June 2011.
The original schedule is shown in Table 1.
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Table 1: Fare Media Transition Schedule per Resolution No. 3866

Assessment | Date of Transition Transit Operator Fare Media Transition Description
Number
1 October 1, 2010 BART Acceptance ends of EZ Rider card as transit payment
2 August 1, 2010 SFMTA Acceptance ends of paper Adult Muni/BART Fast Pass
3 September 30, 2010 AC Transit Sales end of paper 31-day youth ticket
December 31, 2010 AC Transit Acceptance ends of paper 31-day youth ticket
3 September 30, 2010 AC Transit Sales end of paper 31-day adult ticket
December 31, 2010 AC Transit Acceptance ends of paper 31-day adult ticket
4 August 1, 2010 Golden Gate Transit Acceptance ends of $25.00 Transit Value Card
August 1, 2010 Golden Gate Transit Acceptance ends of $50.00 Transit Value Card
August 1, 2010 Golden Gate Transit Acceptance ends of $75.00 Transit Value Card
5 August 1, 2010 SFMTA Acceptance ends of paper BART two-way transfer
August 1, 2010 SFMTA Acceptance ends of paper BART/Daly City two-way transfer
6 September 30, 2010 AC Transit Sales end of paper 10-ride tickets (A/Y/S/D)
December 31, 2010 AC Transit Acceptance ends of paper 10-ride tickets (A/Y/S/D)
7 September 30, 2010 SFMTA Acceptance ends of paper RTC/Disabled Fast Pass
8 January 31, 2011 Caltrain Acceptance ends of paper full fare 8-ride ticket
January 31, 2011 Caltrain Acceptance ends of paper discounted 8-ride ticket
9 January 31, 2011 Caltrain Acceptance ends of paper full fare monthly pass
January 31, 2011 Caltrain Acceptance ends of paper discounted monthly pass
January 31, 2011 Caltrain Acceptance ends of paper Caltrain + Muni monthly pass
January 31, 2011 Caltrain Acceptance ends of paper Go Pass
10 February 1, 2011 SFMTA Acceptance ends of paper Senior Muni-only Fast Pass
February 1, 2011 SFMTA Acceptance ends of paper Youth Muni-only Fast Pass
11 March 1, 2011 BART Sales end of High Value Discount magnetic stripe tickets
May 1, 2011 BART Sales end of senior (green) magnetic stripe tickets
May 1, 2011 BART Sales end of youth & disabled (red) magnetic stripe tickets
12 April 1, 2011 SFMTA Acceptance ends of paper Adult Muni-only Fast Pass
13 April 1, 2011 SFMTA Sales end of Adult Single Token
14 June 30, 2011 SFMTA Acceptance ends of paper 1-day, 3-day, and 7-day
Passports
15 September 30, 2011 SFMTA Acceptance ends of paper bus, metro/subway, and ADA
transfers
16 TBD SFMTA Acceptance ends of paper Senior and Disabled Muni/BART
Fast Passes
TBD SFMTA Acceptance ends of paper Lifeline Pass
TBD SFMTA Acceptance ends of paper Class Pass
17 March 30, 2010 SFMTA Acceptance ends of paper Golden Gate Ferry Two-Way
Transfer
18 April 30, 2010 SFMTA Sales end of paper Adult Single Ride Ticket Book (10 rides)

Note that a portion of these transitions did not meet the original schedule. Some were delayed
and are underway now, or are being re-examined to determine when or if they should take place.

Resolution No. 3866 did not require all fare products offered by these five transit agencies to
transition to Clipper®-only availability. Only fare products that were mutually agreed upon after
discussions with the transit operators are listed in the Resolution. Some paper fare products were
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excluded due to a higher degree of difficulty in implementing various aspects of their fare media
transitions. Additionally, MTC has allowed for continued, limited distribution of paper fare
media to populations for whom distribution concerns exist, on a case-by-case basis.

The fare media transition process as specified in Resolution No. 3866 has been instrumental in
promoting the mass adoption of Clipper® as the primary payment system for the original five
participating operators. This shift has allowed these operators to begin to limit the expenditure
and resources necessary to support two separate fare payment systems. Largely due to the
elimination of paper fare media, the number of monthly Clipper® fare payment transactions grew
from under 2 million in June 2010 to over 12 million in June 2011.

Resolution No. 3866 did not specify the fare product transitions for SamTrans and VTA. Also,
these systems had not launched Clipper® at the time the Title VI assessment process was
initiated.” Therefore, Milligan was not asked to produce Title VI reports on the as yet to-be-
determined fare media transitions for these agencies. MTC and the transit agencies are currently
in the process of updating Resolution No. 3866, and part of that update involves specifying
which fare products SamTrans and VTA will transition to Clipper®-only availability. Therefore,
the Title VI analyses of their fare media transitions will be forthcoming.

FINAL REPORT SUPPLEMENT: MTC revised Resolution No. 3866 in October 2011.
Revisions include deletion or revision of some transition requirements, and adoption
of new transition dates. The revised resolution includes a transition date of
December 31, 2011 for SamTrans fare products and a transition date of June 30,
2012 for VTA fare products, both of which were not included in the original
resolution. Resolution No. 3866, Revised, is attached as Appendix H.

The Draft Summary Report described the role of Resolution No. 3866 in establishing
Clipper” as the primary fare payment system for the original five participating
transit operators. As of February 2012*, the percentage of weekday riders paying
with Clipper” on the original five participating transit operators is as follows: AC
Transit (26.5%), BART (48.9%), Caltrain (69.1%), Golden Gate Transit bus
(37.8%), Golden Gate Ferry (96.5%), and SFMTA (46.3%).

lll. MTC’s Initiatives to Ensure Equitable Access to Clipper®

In advance of and beyond the scope of the fare media transitions and Milligan’s assessments,
MTC and transit agency staff have undertaken a number of initiatives intended to ensure that
Title VI-protected persons have equitable access to Clipper® program benefits and services.
These activities fall into the categories of customer education, outreach, customer service, card
and value distribution, and card policy. These are each considered in detail below.

* The introductory language in Milligan’s Title VI reports indicates that only five systems operated Clipper® at the
time their assessments were conducted.

* Data for Golden Gate Transit bus and Golden Gate Ferry is for January 2012.
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A. Customer Education

When the Clipper® brand launched in June 2010, MTC initiated a media and customer education
campaign to inform transit riders about how to get and use a Clipper® card. This effort included
multi-lingual advertising materials (10% translated into Chinese and 10% translated into
Spanish). It should be noted that most of the customer education messaging during this campaign
was placed in “free space” areas on the various transit operators’ systems and therefore MTC had
little control over the appropriateness of the placement of linguistically-specific signage, car
cards, etc.

Beginning in March 2011, MTC implemented a media campaign to specifically communicate
with persons with Limited English Proficiency (LEP) about how to get and use a Clipper® card.
(See Appendix B.) Spanish- and Chinese-speaking communities were identified as the core LEP
communities at a regional level, while individual operators have taken responsibility for outreach
to other LEP communities within their respective service areas.

Table 2 summarizes this initiative. Samples of advertising materials in Spanish and Chinese from
both campaigns are attached at Appendix C.

Table 2: Recent LEP Media Campaign

Type of Media Spanish Chinese

Print Mix of Y & % page color Mix of Y & % page color
insertions insertions

Number of Newspapers 3 2
Number of Insertions 19 13
Estimated Impressions 1,000,000 750,000
Television 30s spots targeting 30s spots in Cantonese &
Adults 25-54 Mandarin

Number of Channels 3 1
Number of Spots 282 60
Estimated Impressions 2,000,000 Not measured

Radio

30s spots & 15s

60s spots in Cantonese &

traffic/weather Mandarin

sponsorship
Number of Stations 3 3
Number of Spots 337 270
Estimated Impressions 3,000,000 Not measured

Outdoor

Advertising, eco-posters,
bus shelters & vinyl
clings in SF’s Mission
District

Wild posting, bus shelters & vinyl
clings in SF’s Chinatown

Estimated Impressions

800,000

75,000
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SamTrans transition:

FINAL REPORT SUPPLEMENT: MTC sponsored a second round of advertising in fall
2011 to educate transit customers about the transition of SamTrans paper monthly
passes and BART high value, red and green tickets to Clipper®-only availability.

MTC designed and purchased space for the following LEP media to support the

Type of Media Spanish Chinese
Print
Number of Newspapers 2 1
Number of Insertions 4 2
Transit
Interior bus cards 175 175
Queen exteriors 55

MTC also produced 20 Spanish-language posters and 1,600 Spanish-language
“buckslips” to promote Walgreens outreach events (a “buckslip” is a small
information flyer); these were displayed or distributed at Walgreens stores in the
SamTrans service area.

For the BART transition, MTC provided funding to BART to place advertising in
ethnic media outlets as shown below.

Type of Media

Spanish

Chinese

Korean

Punjabi Vietnamese

Print

Number of print ads

10

16

18

12 28

Broadcast

Radio (261 spots
between Spanish
and Chinese)

Transit

Bus interior ads (car
cards)

400

400

400

Light-rail King
exteriors

10

10

10

Light-rail station
posters

50

50

50

Bus King ads

10

10

10

Bus Shelter posters

15

10

10

events into Korean.

To accommodate Korean-speakers, MTC translated a flyer announcing outreach

Samples of advertising materials from the second round of advertising held in fall
2011 are attached as Appendix L.
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MTC is sponsoring a third round of advertising for spring and early summer 2012 to
educate VTA riders about the transition of VTA’s passes to Clipper®-only availability.
The following table shows the details of the advertising plan.

Type of Media Spanish Chinese Filipino Viethamese

Print
Number of 2 1 1
Newspapers
Number of 34 11 11
Insertions
Broadcast
TV 71 spots on 2

networks
Radio 150 spots on 1

network (3 radio

stations)
Transit
Bus interior ads 400 400 400
(car cards)
Light-rail King 10 10 10
exteriors
Light-rail station 50 50 50
posters
Bus King ads 10 10 10
Bus Shelter 15 10 10
posters

For the VTA fare media transition, MTC has translated all regularly used printed
Clipper® materials into Spanish, Chinese, Vietnamese and Korean. MTC will also
produce and translate a special flyer for use at outreach events and a buckslip

advertising the Walgreens outreach events.

B. Outreach

In addition to broader customer education activities described in Part III.A, MTC has and will
continue to engage in culturally appropriate Clipper® outreach 1) at a regional level and 2)
through targeted collaboration with Community Based Organizations (CBOs) that work with
low-income and minority communities.

1. General Outreach

In FY 2010 - 2011, MTC, with support from transit agencies, conducted approximately 800
outreach events to educate transit riders about the Clipper® card; while many of these events
were intended for general outreach to educate all potential Clipper® customers, MTC employed
outreach staff members who speak English, Spanish, Mandarin, Cantonese and other languages
for events in areas that might attract monolingual non-English speakers. Activities included
transit and street team events, retail support and participation in community events. MTC has
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also provided funding for targeted Clipper® outreach by transit agencies, specifically for
outreach to seniors, youth and disabled persons.

FINAL REPORT SUPPLEMENT: MTC sponsored a second round of outreach events in
late summer, fall and winter 2011/12 to support the transitions of the SamTrans
monthly passes and the BART high discount, red and green tickets to Clipper®-only
availability. In both cases, MTC worked collaboratively with BART and SamTrans to
determine geographic, demographic and ethnographic distribution of the events to
design an outreach schedule that was intended to reach as many low-income and
limited English-proficient customers as possible, with the understanding that the
transit agencies are best positioned to know their customers and their needs. Both
agencies often provided a transit agency staff person to work alongside MTC
outreach staff at the events. Transit agencies usually staffed senior outreach events
themselves. Following is a breakdown of the events included in this round of
outreach:

Type of Event BART SamTrans
Community Centers/Events 8 9
Employer Events 4 0
Senior/RTC Events 45 12

Transit Center/Station/Bus Ride-along Events 47 20

School Events 1 1

Mall Events 3 5
In-Person Customer Service Centers 10 0

MTC made every effort to staff events with at least one Spanish-speaking person
and one Chinese-speaking person. In some cases, where MTC staff estimated a
greater need for one particular language, MTC assigned two outreach staff
members who spoke the particular language. Transit agencies generally handled
promotion of the events, although MTC distributed news releases and posted
upcoming events on the Clipper® website, clippercard.com. MTC also sent a mailing
to all public and private elementary, middle and high schools in the two service
areas with a flyer listing the retail and mall events that were aimed at accepting
youth card applications and distributing senior cards.

MTC is sponsoring a third round of outreach events to support the transition of VTA
paper fare media to Clipper®-only availability. While the final schedule is not yet
complete, staff projects this effort will include at least 30 events at Walgreens
stores, including those in neighborhoods that serve largely minority, limited English
proficient, and low-income populations; 30 events at light-rail stations and transit
centers; several community events for Earth Day and Cinco de Mayo; 4-6 farmers’
markets; two flea markets; and four malls. MTC will work with VTA to send a letter
to targeted schools (with high transit ridership) to provide advance information on
events and offer to conduct a youth application event on-site. MTC will also be
contacting community-based organizations that serve largely minority, limited
English proficient, and low-income populations to offer to conduct events on-site
and to provide free Clipper® cards and customer education.
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Information will be provided in appropriate languages (English, Spanish, Chinese,
Viethamese and Korean), and all events will be staffed with multilingual outreach
staff.

Samples of outreach materials from the second round of outreach events held in
late summer, fall and winter 2011/2012 are attached as Appendix L.

Transit and Street Team Events:

MTC concentrated outreach activities on transit stations and major transfer centers.
However, outreach teams also conducted “ride-alongs” - riding on the more heavily used
bus lines to reach people while they are actually on the bus. MTC included non-English
speakers at events at these locations, shown in Appendix D.

Retail Support and Events:

MTC has leveraged several third-party distribution locations for events that

provide in-person multi-lingual outreach/education services to LEP customers. In San
Francisco’s Chinatown, MTC has deployed outreach staff to events at Best Food,
Walgreens, Photo Focus, Hop Hing Ginseng, Ho Ho Smoke Shop, and Self-Help for the
Elderly. Other retail outreach events were conducted at Sapphire Photo, TransLatina
Express, and Walgreens in the Mission District, and at T& MW Market in the Tenderloin
neighborhood, also in San Francisco.

Community Events:

MTC has also staffed a booth or table at the following events: Autumn Moon Festival,
September 2010; Chinatown Community Street Fair, February 2011; Chinatown
Community Development Center Super Sunday, March 2011; Wu Yee Children’s
Services Family Resource Fair, April 2011; Oakland Cinco de Mayo Festival, May 2011;
Santa Clara Cinco de Mayo Festival, May 2011; Berkeley Juneteenth Festival, June 2011;
Wu Yee Children’s Services Fair, August 2011.
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Senior-Specific Qutreach:

MTC has provided funding for SFMTA to conduct targeted outreach to seniors at senior
residences, senior centers, libraries and other events where seniors congregate. A list of
the locations of these events that have targeted non-English speakers (some have had
multiple events) is attached at Appendix E.

FINAL REPORT SUPPLEMENT:

Youth Specific Outreach:

For AC Transit, MTC sponsored two series of outreach events in 2010, which
included participation in community events, reaching riders at Walgreens stores,
and reaching out to riders on-board buses and at the Transbay Terminal. In 2011,
MTC publicized and conducted a third series of outreach events, all of which
targeted youths. The outreach included events at three high schools and two youth
centers, at two mall events, and at three community events. MTC also publicized
and provided outreach support at the AC Transit Customer Service Center on four
days. MTC supported these efforts financially and continues to work with AC Transit
staff to make sure all eligible youth are aware of and enrolled in the Clipper®
program. In addition to the MTC-sponsored outreach, AC Transit sponsored
outreach events to assist customers with the transition to Clipper®.

MTC supported and funded SFMTA's efforts to conduct youth outreach and provide
additional locations accepting youth applications. Under a funding agreement
executed between MTC and SFMTA, SFMTA conducted 100 youth-specific outreach
and enrollment events beginning in March 2011 and continuing throughout summer
2011. These combined efforts resulted in customers’ submitting approximately
17,000 applications for youth cards.

For the BART and SamTrans fare media transitions, MTC scheduled public events on
the weekends to facilitate the attendance of youths and their parents or guardians.
MTC publicized the events in advance to ensure that youths (or parent/guardians)
would arrive at the events prepared to show proof of eligibility required to apply for
Clipper® youth cards. Events took place in six shopping malls; three in the East
Bay and three on the Peninsula:

Stoneridge Shopping Center, Pleasanton
Bayfair, San Leandro

Hilltop Mall, Richmond

Hillsdale Shopping Center, San Mateo
Serramonte Center, Daly City

The Shops at Tanforan, San Bruno

MTC selected five of the six locations expressly because the locations serve a large
number of low-income, minority and limited English-proficient families. The Clipper
events at Walgreens stores also served as convenient opportunities for youths to
apply for cards. All events were staffed with multilingual staff.

®
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To publicize the events, MTC created a flyer listing all youth-targeted events and
distributed the flyer to all schools in the BART and SamTrans service areas and
asked for the schools’ help in publicizing the events. MTC also publicized the events
through free media and on the clippercard.com website.

2. Outreach through Community Based Organizations (CBOs)

On an agency-wide level, MTC performs numerous and ongoing equity analyses to address the
needs of populations termed “Communities of Concern” and defined as areas that are either 70%
minority or 30% low-income. Clipper® staff in turn has utilized this same definition and has used
targeted outreach to educate Communities of Concern about the Clipper® program and any
specific planned fare media transitions that may impact them. Staff first identifies CBOs who
work with the desired communities in the targeted areas. Once partnerships are established with
these CBOs, MTC staff strives to gain a better understanding of levels of awareness and
knowledge of Clipper® within the community; who buys transit products and plans the families’
use of transit; what appropriate messaging might be; what the barriers are to Clipper® adoption;
and recommended methods of removing barriers. This then translates into strategies for reaching
community members.

Examples of outreach strategies implemented in FY 2010-2011 include:

e Working through local service providers: Staff works with schools, churches, senior
living facilities, social service groups, etc., to identify meetings/events in which MTC can
participate, or works with organizations to set up special events. Outreach staff attends
meetings or events to give an overview of Clipper®, distribute cards, and take
applications for senior cards. Staff also provides extra materials for these providers to
have on hand for their clients/members.

e Conducting outreach at local gathering places: Staff identifies locations that attract the
largest number of residents of the community. This can include grocery stores that accept
food stamps, community or park and recreation centers, laundromats, libraries, etc. Staff
contacts these organizations to discuss displaying flyers or posters or possibly having
outreach staff on-site to distribute information and cards and answer questions.

e Conducting transit events: Staff holds on-street and on-vehicle outreach activities to
distribute information and cards as well as answer questions.

e Providing support at participating retailers: Staff identifies the Clipper® retailers within
the community and arranges to have outreach staff on hand, either in front of or inside the
store to answer customers’ questions, during key periods.

e Participating in community events: Staff works with the CBO partners to identify
appropriate street fairs and other community celebrations, and makes arrangements to
participate by having a booth, having street teams roaming the crowd, etc.

e Utilizing community-specific media: MTC also works with CBOs to identify
opportunities to use free media coverage through press events, interviews, etc., to
promote Clipper® in general and local events specifically.

Communities that ranked high in MTC equity analyses in terms of low-income and minority
populations included the Chinese community in San Francisco and the African-American and
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Latino communities in western Contra Costa County. MTC has formed extremely productive
partnerships with CBOs and local agencies in these communities:

San Francisco Chinese Community:

MTC established partnerships with the Chinatown Community Development Center,
Self-Help for the Elderly, and Wu Yee Family Services to identify and implement
appropriate strategies for conducting outreach to monolingual Chinese speakers in San
Francisco. These organizations have provided assistance with scheduling events at their
locations, shared advice about larger community events in which Clipper® should
participate, identified retailers that need additional support, provided translation
assistance to ensure materials are culturally competent, provided guidance regarding
media buys for the foreign-language ad campaign in spring 2011, and set up opportunities
for media interviews. In the case of Self-Help for the Elderly, this organization has taken
an additional step of becoming a Clipper® retailer at their payment center in San
Francisco Chinatown and is currently planning to provide mobile services at senior
centers serving non-English speakers throughout San Francisco.

West Contra Costa County African-American and Latino Communities:

Working with the West Contra Costa Transportation Advisory Committee and the West
Contra Costa Unified School District, MTC has implemented a series of events designed
to help low-income, minority and monolingual Spanish youths to obtain Clipper® cards
that can be used for AC Transit’s significantly discounted youth pass.’

Going forward, MTC, in partnership with participating transit agencies, will continue
providing Clipper® information in multiple languages to the public, including
minority, low-income and LEP populations. In addition to providing information at
participating retailers and through the transit agencies, MTC plans to provide
Clipper® information materials at MTC-sponsored public meetings, and to engage in
partnership arrangements with community based organizations (CBOs), under
which the CBOs will provide Clipper® information to their constituents. MTC plans
to directly engage CBOs and/or build on existing relationships between transit
agencies and CBOs.

As of May 2012, this initiative is in the early planning phase; MTC has yet to
determine details such as the quantity of cards that will be available, the number of
locations that MTC will engage (directly or through transit agency partners), the
expectations for the CBOs for limiting the availability of free cards to participants in
the CBO’s programs vs. making the cards available to the general public, and any
compensation for the CBOs. MTC is working to determine these details through
planning discussions with CBOs with which MTC has worked in the past. MTC
expects to finalize details of the initiative by Fall 2012, which coincides with the
expected reinstatement date for the Clipper® adult card acquisition fee.

Regarding materials in languages other than English, the CBOs will at minimum
provide information on how to use a Clipper® card, the Clipper® vendor network,

> As of May 2011

Page 17 of 49




and how to obtain an Adult Clipper® card and/or a Clipper® Youth/Senior/Disabled
Clipper® Card.

FINAL REPORT SUPPLEMENT:
3. Public Engagement

Following presentation of the Draft Title VI Summary Report to the MTC Operations
Committee in September 2011, MTC initiated a three month community outreach
effort and public comment period. As part of the community outreach effort, MTC
staff presented the Draft Title VI Summary Report on the Clipper® fare media
transitions to the Policy Advisory Council in October 2011 to get input on the
report’s findings and the proposed approaches for public participation. Following
that meeting, MTC conducted 12 focus groups in seven Bay Area cities with
significant populations of Title VI-protected individuals from November to December
2011. The cities selected reflect diversity across the region in terms of the counties
represented, geographic distribution, and type of environment (e.g., urban vs.
suburban).

MTC held these meetings to get feedback from low-income communities,
communities of color, and persons with limited English proficiency on the proposed
mitigation strategies for the Clipper® program and MTC’s general outreach strategy.
The following summarizes the locations and hosts of the focus groups, as well as
the populations targeted and served:

Location: Oakland (Fruitvale), Alameda County

Type of Environment: Urban

Target Population: Latino/Hispanic

Community-Based Organization: Spanish Speaking Citizens' Foundation

Location: Oakland (Chinatown), Alameda County

Type of Environment: Urban

Target Population: Asian

Community-Based Organization: East Bay Asian Local Development Corporation
(EBALDC)

Location: East Oakland, Alameda County

Type of Environment: Urban

Target Population: African American, Latino/Hispanic

Community-Based Organization: East Bay Asian Local Development Corporation
(EBALDC)

Location: Monument Corridor, Concord, Contra Costa County
Type of Environment: Suburban

Target Population: Spanish Speakers

Community-Based Organization: Monument Community Partnership

Location: West Richmond, Contra Costa County

Page 18 of 49




Type of Environment: Urban
Target Population: African American, Latino/Hispanic
Community-Based Organization: Building Blocks for Kids (BBK)

Location: Canal District, San Rafael, Marin County
Type of Environment: Suburban

Latino/Hispanic

Community-Based Organization: Canal Alliance

Location: Bayview / Hunters Point, San Francisco County
Type of Environment: Urban

Target Population: African American

People Organized to Win Employment Rights (POWER)

Location: San Francisco Mission District, San Francisco County

Type of Environment: Urban

Target Population: Latino/Hispanic

Community-Based Organization: People Organized to Win Employment Rights
(POWER)

Location: San Francisco / Chinatown, San Francisco County
Type of Environment: Urban

Target Population: Asian

Community-Based Organization: YMCA

Location: East Palo Alto, San Mateo County

Type of Environment: Suburban

Target Population: African American

Community-Based Organization: East Palo Alto Community Alliance Neighborhood
Development Organization (EPA CAN DO)

Location: South Eastern San Jose, Santa Clara County

Type of Environment: Urban

Target Population: Asian

Community-Based Organization: Vietnamese Voluntary Association (VIVO)

Location: Eastern San Jose, Santa Clara County
Type of Environment: Urban

Target Population: Latino/Hispanic

Somos Mayfair

MTC also posted the draft Summary Report on the MTC website for public comment
on October 24, 2011. The deadline for written comments was December 22, 2011.

MTC’s Draft SamTrans Fare Media Transitions to Clipper® - Title VI Analysis and
Draft VTA Fare Media Transitions to Clipper® - Title VI Analysis, which summarize
MTC’s assessments of any potential adverse impacts on Title VI-protected and low-
income SamTrans and VTA riders, respectively, were posted on the MTC website on
April 2, 2012 for public review. The deadline for written comments for the draft
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SamTrans and VTA reports was May 2, 2012. MTC staff also presented the Draft
Final Title VI Summary Report on the Clipper® fare media transitions to the Policy
Advisory Council in May 2012 to get its input on the final report.

A summary of responses to public comments is attached to this report as Appendix
K.

C. Customer Service

Outside of these media campaigns and outreach activities, patrons interact with the Clipper®
system on a recurring basis in a number of ways. Clipper®’s primary contractor, Cubic
Transportation Systems, Inc. (Cubic), operates the Clipper® Service Bureau (CSB), which
delivers the majority of Clipper®’s customer service functions. In addition, MTC manages
several other contractors who oversee and provide customer support services. In total, patrons
are able to access Clipper® services through the Clipper® call center, website, two in-person
customer service centers®, an extensive third-party vendor network, and transit agency ticket
offices.

MTC has instructed its contractors to take steps to ensure meaningful access for LEP persons
through these various customer interfaces. The call center is staffed with Cantonese, Mandarin
and Spanish speaking customer service representatives, and utilizes the AT&T Language Line
service, which provides interpreter service for approximately 150 languages. The Clipper®
website, clippercard.com, has key pages and critical forms translated into Spanish and Chinese.
The two in-person customer service centers are staffed with Spanish, Cantonese and Mandarin
speaking customer service representatives, and are stocked with Clipper® brochures in Spanish
and Chinese. Cubic distributes multi-lingual brochures to third-party vendors, and has conducted
special recruitments and training of merchants in San Francisco’s Chinatown. The transit agency
ticket offices are also able to stock brochures in Spanish and Chinese. Some transit agencies are
translating the brochures into additional languages based on their ridership needs (Russian for
SFMTA and Vietnamese for VTA).

FINAL REPORT SUPPLEMENT: MTC opened an in-person customer service center in
downtown Oakland in April 2012.

MTC is also producing Clipper® brochures in Korean for VTA.

D. Card and Value Distribution

All of the customer interfaces described above allow for a patron to obtain an adult Clipper®
card. More specifically, patrons can obtain an adult Clipper® card:

e By placing an order online, by phone, or by fax with the CSB

% Two are located in downtown San Francisco; a third originally scheduled to open in downtown Oakland in winter
2011, is now scheduled to open in spring 2012.
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e By accessing a Clipper® Ticket Vending Machine, located in nine Muni metro stations
and three Golden Gate Ferry terminals

e By going to a Clipper® in-person customer service center

e By going to transit agency ticket offices and sales kiosks

e By going to a participating Clipper® retailer

Additionally, once a patron has a card but needs to add value to the card, there are Clipper®-
enabled ticket vending machines in all 44 BART stations, as well as Clipper® Add Value
Machines that dispense products and value (but not cards) in select locations.

Several of Milligan’s Title VI assessments indicated a potentially disparate impact regarding
access to Clipper® retailers in predominately minority and low-income areas. These assessments
related to AC Transit’s 31-Day ticket, and SFMTA’s disabled monthly sticker, youth pass, and
bus transfers. While specific mitigation activities regarding these fare products will be discussed
in Part V.A, MTC’s overall approach to building the Clipper® retailer network is presented in
greater detail here.

1. Clipper® Retailer Network

Bay Area transit agencies have sold transit fare media through retailers for many years on a
commission basis, and the Clipper® third-party distribution network preserves that option for
transit riders. While Clipper® introduces other new purchasing options, such as Autoload, which
is available through clippercard.com, MTC has long recognized that the third-party distribution
network provides not only a continuation of a purchasing option that pre-dates Clipper®, but also
a purchasing option for transit riders who either cannot or choose not to use the other purchasing
options. Reasons that a transit rider may not be able to use Autoload or other online purchasing
options include a transit rider’s not having a bank account (being “unbanked”) and/or not having
sufficient funds to establish a recurring automatic purchase. The locations participating in the
Clipper third-party distribution network all accept cash for purchases.

MTC’s contract with Cubic requires Cubic to provide 400 third-party Clipper® distribution
locations (e.g., Clipper® vendors or retailers) at which patrons can purchase Clipper® cards and
load Clipper® value. The contract specifies a county-by-county distribution of the locations
throughout the Bay Area with the largest number of locations required in the counties with the
largest numbers of transit riders, i.e. San Francisco and Alameda. The program had
approximately 125 locations by November 2006, when Clipper®’ service began on AC Transit
and Golden Gate Transit and Ferry, and approximately 225 locations by June 2010. As of July
2011, Cubic is providing third-party distribution services through a network of over 330 retailers.

MTC’s contract with Cubic requires deployment of retailer locations that provide unbanked
segments of the population with convenient third-party locations for purchasing Clipper® cards
and adding Clipper® value. In general, Cubic initiates its efforts to recruit Clipper® distribution
locations by approaching retailers that previously sold paper transit fare media. Where a transit
agency has more paper ticket sales locations than the MTC-Cubic contract requires for Clipper®
distributors, transit agencies provide direction to Cubic concerning the optimal locations to

" Was actually launched under the previous name TransLink
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establish Clipper® distributors. Additionally, transit agency staff often direct Cubic to retailers
located in low-income and minority communities as a matter of course. In conjunction with these
efforts, MTC has taken additional steps to deploy third-party distribution locations in these
communities:

e In 2007, MTC executed a change order to the Cubic contract to provide incentives for vendor
recruitment in targeted communities. The change order provides an incentive (additional
compensation to Cubic) for recruitment of specific distribution locations and/or locations in
specific geographic areas. As described above, MTC works with the transit agencies to
identify high priority retailers. Many of these are in low-income and minority communities.
As detailed in Part V.A, MTC is utilizing this “incentive” change order to address findings of
potential disparate impact in the Title VI reviews related to insufficient vendor distribution in
certain communities.

e MTC has participated in discussions with transit agency staff and CBOs concerning the
establishment of retail locations in key areas they jointly identified. This resulted in the
successful recruitment of several distribution locations: Self Help for the Elderly, Foodvale
Market in Oakland’s Fruitvale neighborhood, and Pal Market in East Palo Alto.

It is important to note that irrespective of whether MTC offers an additional financial incentive
for specific locations, the ultimate decision concerning whether or not the retailer will participate
in the Clipper® program is up to the retailer; a retailer cannot be mandated to vend Clipper®.

The Clipper® vendor network is continually expanding; the most recent maps of the network are
available at clippercard.com.

FINAL REPORT SUPPLEMENT: As of March 30, 2012, the Clipper® program has 350
vendors selling or reloading fare products and cash value in Alameda, Contra Costa,
Marin, San Francisco, San Mateo, Santa Clara, Solano and Sonoma Counties. MTC
continues to work with Cubic on the recruitment of additional vendors based on
customer demand and feedback provided by transit operator staff.

In general, MTC actively monitors the overall retailer network to ensure
comprehensive geographic coverage, particularly in minority and low-income
communities. MTC's review includes monitoring sales volume at existing vendor
locations, receiving transit agency staff input on the network, taking note of
customer input concerning the comprehensiveness of the locations, and soliciting
feedback from customers through surveys. Where sales volume is high, MTC
assumes that the location is sufficiently convenient to meet customers’ needs; even
where sales volume is low at some locations, MTC is committed to maintaining
locations in geographic areas identified as having concentrations of customers who
are minority, limited-English proficient and/or low-income.

Regarding past surveys, MTC conducted a statistically valid survey of registered
Clipper® cardholders in November 2011, and the survey included a question about
the sufficiency of the vendor network. According to the survey, 56% of customers
think there are enough vendors, 10% think there are not enough vendors, 24% do
not know/does not matter, and 9% gave no answer. At the time MTC conducted
the survey, 44% of the active Clipper® cards were registered to customers, which
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means that the above survey results reflect the input of slightly less than half of all
customers. In the future, MTC plans to conduct surveys that engage both
registered and unregistered customers. As mentioned above, input gathered
through surveys is just one of several ways in which MTC will continue to assess the
comprehensiveness of the retailer network.

In addition to the ongoing review of the network, in any instances where retailers
have voluntarily dropped out of the program, MTC and Cubic work collaboratively to
identify suitable replacements in order to continue ensuring meaningful access for
Title VI protected populations.

2. CVS Participation in Clipper® Retailer Network

When Milligan was originally contracted to perform MTC’s Title VI analysis, the CVS
pharmacy chain was under contract with Cubic to initiate distribution of Clipper® products, and
Milligan included CVS locations in its vendor mapping. Subsequent to Milligan’s completion of
much of this work, Cubic’s negotiations with CVS stalled and the implementation of CVS
locations did not proceed as originally planned. To ensure that Milligan’s analysis would remain
intact, staff performed an analysis to determine where the absence of CVS vendors would
significantly impact areas that Milligan had identified as predominately minority and low-
income. This analysis revealed that generally speaking, CVS stores were not located within these
areas.

However, staff identified five sites region-wide where there was an absence of a CVS vendor in
a predominately minority and low-income area, and no Clipper® vendors within three-quarters of
a mile of that CVS store: two in Oakland, one in Richmond, and two in Santa Rosa. To rectify
these gaps, MTC has offered Cubic the same incentives as described above to recruit vendors in
these areas.

3. Distribution of Youth and Senior Clipper® Cards

Discount category cards — youth, senior, and RTC — have eligibility requirements, and different
card acquisition processes and fees than adult cards. These are discussed in detail in Appendix
A.

Discount fare categories, specifically senior and youth, are intended to offer significant discounts
for eligible patrons. However, the potential for fraudulent use is high with paper fare media, as
the burden of enforcement falls to private retailers and bus or train operators. With Clipper, ®
however, eligibility for these heavily discounted fares is centralized at the ticket offices of the
participating transit agencies or at Clipper” in-person customer service centers, and therefore
retailers and frontline operator staff do not have to play as substantive a role in enforcement of
the legitimate use of these products.

Two of Milligan’s assessments of youth fare products indicate that the Clipper” in-person
application process adds a potentially burdensome step to obtaining these products: AC Transit’s
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31-Day youth ticket and SFMTA’s youth pass.8 However, this additional step is an intentional
part of the system meant to curtail abuse of discount fare categories and its implementation was
requested by the transit operators. Irrespective, the benefits of expanded add-value channels for
discount category patrons after the initial card acquisition process outweigh the potential burden
of the application requirement. In addition, this practice serves both the program and the public
interest.

FINAL REPORT SUPPLEMENT: Based on the findings of the Milligan assessments,
subsequent MTC staff assessments, and public comments MTC has determined that
the most effective and immediate mitigation for Clipper® youth and senior card
access is to begin accepting mail-in and email applications for Clipper® youth and
senior cards. MTC will work with Cubic to ensure that the Clipper® customer service
center will accept and promptly process Clipper® youth and senior card applications.
Also, MTC will begin to accept those school IDs that show a student’s birth date as
a form of identification that proves eligibility for a youth Clipper® card, and explore
accepting additional forms of documentation that indicate a youth’s age, or other
methods by which youths can prove their eligibility for a youth Clipper® card.

E. Card Policy

1. Card Acquisition Fee

Beginning in November 2006, when Clipper” (then called TransLink) began operating on all AC
Transit and Golden Gate Transit and Ferry routes, the program required customers to pay a $5
fee when acquiring a TransLink Card. MTC and the participating transit operators adopted this
fee as part of the Operating Rules that dictate certain program policies. The fee was adopted both
to offset expenses associated with ongoing procurement of the cards and to prevent customers
from abusing the card’s negative balance feature. (The negative balance feature allows customers
to complete a single trip even if the remaining cash balance on a card is insufficient to pay the
fare required for the trip; this is a convenience feature designed to assist customers who may be
in a hurry. Following a trip where the card’s cash balance is negative, the customer must add
value to the card before using it again.) In 2006, the system design allowed for customers to have
a maximum negative balance of $5; the corresponding $5 card acquisition fee effectively
prevented customers from cheating the system by disposing of cards with negative balances
rather than adding enough value to continue using the card.

In addition to establishing the $5 card acquisition fee, the Operating Rules specify that the card
acquisition fee does not apply to customers who set up the Autoload feature or participate in an
Institutional Program, e.g. employer transit benefit programs. The Operating Rules also specify
that the program will set aside about 225,000 cards for distribution to customers at no charge as
part of transit operator-managed promotions.

In April 2010, MTC and the participating transit operators approved both a three month
suspension of the card acquisition fee for adult cards in order to encourage transit customers to
adopt the card and permanent elimination of the card acquisition fee for youth and senior cards.

¥ Mitigation activities related to these fare products will be addressed in Part V.A.
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In August 2010, MTC decided to extend suspension of the card acquisition fee through June 30,
2011 to ensure cards would remain free through the end of the major fare media transitions.

While MTC had planned to reinstate the card acquisition fee on July 1, 2011, as described in Part
V.A, several of Milligan’s Title VI reviews indicated that reinstatement of the $5 card
acquisition fee could present a barrier to acquiring Clipper” cards for persons protected by Title
VI, and the reviews recommended eliminating the fee permanently. While the reviews indicated
the possibility that reinstatement of the card acquisition fee could present a barrier for certain
customers, distribution of free cards to all customers since June 2010 has engendered a number
of operational issues, which are described in Part I11.E.2.

Taking into account both the findings of the Title VI reviews and the operational issues
associated with the wide-scale distribution of free cards, MTC approached the matter of
reinstatement of the $5 card acquisition fee carefully with the goal of identifying an approach
that addresses the following objectives:

Cover cost of the cards;

Discourage fraudulent abuse of the negative balance feature;
Discourage the casual disposing or loss of cards;

Discourage hoarding of cards;

Minimize potential barriers to adoption of Clipper®; and

Continue to support/encourage customer adoption of the Clipper® card.

MTC considered the following points as part of its deliberation about whether to reinstate the
card acquisition fee:

e The fundamental premise of the Clipper” card is that it is a reloadable extended use card, and
the life of a card is typically 3 years or longer; a regular transit rider would likely use the card
a minimum of 100 times thereby rendering the card acquisition fee a de minimis fee.
e Additionally, there are several legitimate business reasons for the card acquisition fee:
1. It helps offset the cost of procuring the cards;
2. It encourages customers to retain their cards and not treat them as disposable; and
3. It de-incentivizes abuse of the negative balance feature.

Title VI guidance in FTA Circular 4702.1A, Chapter V .4, indicates that offsetting benefits can be
taken into account when assessing any adverse effects of proposed fare changes. Use of the
Clipper” system meets a substantial need that is in the public interest and offers numerous
benefits that improve the transit experience for all riders, regardless of race or income:

e The ability to transfer through multiple transit systems without changing fare instrument;

e The ability to load any amount onto the card (with certain restrictions), and to store cash
value, thereby eliminating the need for exact change;

e Balance restoration if a registered card is lost or stolen - a feature not available with paper
fare media;

e The negative balance feature described above; and

e The automatic calculation of transfers, which in the case of paid transfers eliminates the need
for a customer to decide to purchase a transfer upon boarding a first vehicle that may or may
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not be valid upon boarding a second vehicle depending on when the patron completes his or
her journey.

2. Operational Issues and Minimum Load Requirement

Operational Issues
Since the suspension of the card fee began, the Clipper” program has encountered a number of
operational issues related to distributing free cards.

Fraudulent use of the cards

As described above, the Clipper” system has a negative balance feature that allows customers to
complete a single trip even if the remaining cash balance on a card is insufficient to pay the fare
required for the trip; this is a convenience feature designed to assist customers who may be in a
hurry. Following a trip where the card’s cash balance is negative, the customer must add value to
the card before using it again. The $5 card acquisition fee discouraged customers from abusing
this feature by disposing of cards with negative balances rather than adding enough value to
continue using the card because the customers would need to pay $5 for replacement cards. Once
the program suspended the card acquisition fee, some customers began abusing the negative
balance feature in the manner described above; this meant that a substantial number of customers
were not paying the full fare for their trips. Media coverage of the fraud in 2010 exacerbated the
problem.

Disposing and hoarding of the cards

Separate from the fraudulent use of the system, there are some patrons who dispose of or lose
track of their cards but the cards may or may not have negative balances. In these instances, the
customers simply acquire replacement cards at no cost to the customer, but the program bears the
capital and operating expenses of providing multiple cards to a single customer. It is also
possible that, due to the free card promotion, some customers are hoarding cards to be sold when
the program reinstates the card acquisition fee. These types of behaviors have a negative impact
on card inventory and promote inefficient use of the cards.

Financial costs and losses associated with not charging a fee for the card

Based on the program’s last two card procurements, the cost of one card is $2.22. The minimum
fee to the program of distributing the card is $1.31, which brings the total cost per distributed
card to $3.53. This is a significant expense to the Clipper” program if the program continues to
waive the card acquisition fee. The program’s long-term budget does not include a substantial
amount of funding for card procurement because the program assumed a revenue stream from
card acquisition fees.

Minimum Load Requirement

After the suspension of the $5 card fee, Clipper®’s primary third-party distributor - Walgreens -
indicated to MTC that it was losing staff time to transactions when patrons requested free
Clipper” cards but did not add value on the cards. In order to address this issue, in September
2010 the Clipper” program instituted a $2 minimum load requirement for customers acquiring
new Clipper” cards. In other words, when a patron obtained a new card, he or she had to
purchase either a pass product or load $2 of cash value.
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In November 2010, numerous media outlets published stories essentially instructing customers
how to abuse the negative balance feature. Subsequently and not surprisingly, there was a
dramatic increase in the number of cards with new negative balances. In December 2010, MTC
and the transit operators began a process of considering a number of options for minimizing
abuse of the negative balance feature. Rather than eliminate the negative balance feature,
reinstate the card acquisition fee earlier than the planned reinstatement on July 1, 2011, or deploy
other more complex solutions, MTC decided to increase the minimum load requirement from $2
to $5. MTC believed that this approach best balanced MTC’s interests in facilitating access to
Clipper”, preserving the benefit of the negative balance feature, and deploying a solution quickly
and inexpensively.

The change to increase the minimum load to $5 went into effect on March 1, 2011. Following
the implementation of a $5 minimum load, MTC staff continued monitoring the level of negative
balance abuse. Per June 2011 data, the increase in the required minimum load for new cards
generally appears to be having the intended effect of reducing abuse of the negative balance
feature. However, there continue to be approximately 8,000 additional cards with new negative
balances each month, and the aggregate negative balance amount increases at a rate of roughly
$30,000 per month.

Reduce Card Acquisition Fee to 83, with 82 Minimum Load Requirement

MTC believes that as long as the Clipper® card is free patrons will have little incentive to treat
the card as something of value, and they will continue both to prematurely dispose of and to
hoard cards. Since the suspension of the card fee in June 2010, the Clipper® program has
distributed over 1.1 million free cards. The sometimes wasteful manner in which these cards are
being used has generated a rate of card inventory depletion that is not sustainable.

MTC now proposes reducing the card acquisition fee to $3 and the minimum load requirement to
$2 on January 1, 2012— still a $5 initial outlay — as a step to mitigate any potential impact on
Title VI-protected individuals while balancing the operational needs of the Clipper”® program as a
whole. MTC plans to perform targeted outreach to Title VI populations prior to the change, and
MTC will only reinstate the card fee after receiving their feedback. In addition, MTC will
develop a customer education initiative to coincide with reinstatement of a card acquisition fee,
and MTC will work collaboratively with transit agency staff to ensure impacted customers are
aware of the fee.

FINAL REPORT SUPPLEMENT: Based on the Milligan assessments, and public
comments and input received during the three-month community outreach and
public comment period, MTC has decided to mitigate the adverse impacts to low-
income and minority populations by lowering the $5 card acquisition fee to $3,
effective September 1, 2012. The $3 fee will encourage customers to retain and
reload their cards, i.e. it will serve as a deterrent to customers’ unnecessarily
acquiring and disposing of cards, and it will also deter the abuse of the negative
balance feature and consequent fare evasion. This fee will apply to customers
acquiring adult cards. It will not apply to customers acquiring senior or youth
cards, and it will not apply to customers who activate the Autoload feature when
acquiring a new card. (MTC does not set the price for RTC Clipper® cards, which the
transit agencies issue to qualifying persons with disabilities.)
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To the extent that this approach does not wholly mitigate adverse impacts to
protected populations, MTC has determined that there is a substantial legitimate
interest in maintaining a card fee, in order to prevent fare evasion; to discourage
patrons from viewing cards as disposable or hoarding cards; and to partially defray
the cost of cards. Also, since the use of the Clipper® card offers numerous benefits
(discussed above in Section E.1) not available through other fare payment
mechanisms, the program itself meets a substantial need that is in the public
interest. Finally, MTC has determined that a nominal card fee is the least-
discriminatory alternative available, since the long range cost to the Clipper®
program of continued fare evasion and unbudgeted card replacement deprives the
Bay Area of funds that could otherwise be spent to support transit.

Also on September 1, 2012, MTC will eliminate the minimum load requirement for
customers’ acquiring new cards. Based on input received through focus groups
with Clipper” customers conducted in fall 2011, MTC determined that the $3 card
fee together with $2 required in minimum value would be confusing to customers.
Accordingly, MTC plans to simplify the requirements for customers acquiring new
cards by having a single $3 fee.

These revisions to the card fee policy will be included in amendments to MTC
Resolution No. 3983, Revised, Clipper® Operating Rules. Once adopted, MTC will
initiate efforts, including community outreach, to educate customers about the
change.

In addition to the recommendation concerning the card fee, MTC plans to combine
the separate $5 balance restoration fee and $5 card replacement fee into a single
$5 card balance restoration/card replacement fee that applies for all customers at
all locations. For most customers, this will mean a $5 cost reduction for the two
services (customers with Autoload already received both services for $5 so there
will be no change for Autoload customers). MTC is making the change in
response to customer complaints received on September 28, October 2, and
October 9, 2011; on those dates, a Clipper® customer filed a complaint with MTC
related to the $5 balance restoration fee imposed by Clipper® to restore the balance
of a registered card that has been lost, damaged or stolen. The Title VI element of
the complaint challenged the imposition of the fee prior to the finalization of the
Title VI report, which did not include an analysis of the impact of the fee. Per MTC’s
Title VI complaint procedure, a staff review officer evaluated the complaint and
found that the balance restoration fee of $5 was applied inconsistently: the fee was
charged when customers submitted card replacement and balance restoration
requests through the Clipper® customer service center or website, but waived for
Autoload customers, and not charged when a customer requested a card
replacement and balance restoration at either of the two in-person customer
service centers in downtown San Francisco. While the review officer found both
that the $5 balance restoration fee is an administrative cost associated with an
optional customer service that provides balance recovery benefits and that no Title
VI analysis was required prior to its imposition, the findings noted that the locations
of the two in-person CSCs, at which registered cardholders would not have to pay
the $5 balance restoration fee, are convenient only to those who live or work in
downtown San Francisco. The review officer’s report concluded that prior to
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finalizing the Clipper® Title VI Summary Report MTC should consider bringing the
fees into alignment or determine whether these inconsistencies create potential for
disparate impacts on minority or low-income Clipper® customers.

Additionally, one of the themes of the input from the public and focus groups also
stressed that the card fees are confusing and that the fee is not applied
consistently. MTC now plans to charge all customers (including Autoload customers
and in-person customer service center patrons) a $5 card balance restoration fee,
effective September 1, 2012.

IV. Process of Conducting the Title VI Reviews

As previously mentioned, in order to conduct the Title VI reviews, MTC asked its primary
consultant, BAH, to procure the services of a consultant with expertise in the area of Title VL.
They selected Milligan to perform these analyses.

On March 18, 2010, MTC notified the general managers of each transit agency of its plan for
completing these analyses of the fare media transitions, and requested their cooperation in both
sharing any demographic and other relevant data with Milligan, and reviewing the documents for
completeness and accuracy. (See sample letter at Appendix F.) In conjunction with this letter,
MTC convened a meeting on March 23, 2010 with the Title VI compliance staff and Clipper®
staff from each agency to define the assessment process.

MTC staff coordinated meetings with each operator individually to further explain the process of
the assessment and obtain demographic data specific to each agency. Milligan then drafted
reports for each agency and fare product. Each operator was given the opportunity to review the
drafts of the Title VI assessments related to their agency and provide comments to MTC. In
general, operator comments centered on the $5 card fee and card acquisition challenges posed by
the change in process for discount category patrons. MTC staff reviewed all comments and
determined which would be included in the final assessment; all operator comments were not
incorporated into the final versions of these reports. The drafts were returned to Milligan for their
final review of recommended changes and completion.

Data Collection

As described above, Milligan worked with each of the five transit operators to collect any and all
demographic and ridership information in their possession, which consisted mostly of passenger
surveys. Milligan also relied on MTC-collected data, which was drawn primarily from the
Transit Passenger Demographic Survey, an on-board passenger survey conducted region-wide in
2006. In many cases this survey was the only available data source linking demographic
information to fare media usage. For general demographic information, Milligan used U.S.
Census and American Community Survey data.

Methodology

The basic framework for analyzing the impacts of each fare media transition involves examining
the “pre-Clipper” only” scenario, and then comparing it to the post-Clipper” only scenario. The
analysis includes a description of the features and benefits associated with the paper version of
the product, and then proceeds to describe the fare payment options available to patrons once the
fare product under examination converts to Clipper“-only availability.
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Although the Title VI circular defines low-income as meeting the federal poverty threshold,
MTC instructed Milligan to define low-income as 200% of this threshold to reflect the high cost
of living in the Bay Area, consistent with how MTC defines low-income in conducting equity
analyses for other agency reports and projects. MTC also instructed Milligan to conform to the
service area definitions used by each transit operator.

The methodology that Milligan used for its analysis of each fare product follows the same
general structure, outlined below:

e Use of operator’s fare media overall: Percentages of patrons using each product/cash
e Assessment of disproportionate impact: Use of fare instrument by income and race
e Assessment of adverse impact

o Fare policy change: Change in value, card fee, etc.

o Fare media change: Accessibility of vendor locations

= Identification of census tracts within service area that are predominantly
both low-income and minority
e Comparison of proximity of access to paper fare media in those
areas to proximity of access to Clipper®

Milligan organized the review according to the fare products listed in MTC Resolution No. 3866,
resulting in 17 reports. This was done to consolidate the analysis where possible, while still
maintaining the level of detail needed to assess impacts of the fare media transitions on the end
user of each fare product.

FINAL REPORT SUPPLEMENT: MTC staff performed the Title VI analysis of the five
fare media transitions at SamTrans and the five fare media transitions at VTA. For
the sake of consistency and with the exception of a few modifications based on FTA
feedback, MTC followed the same methodology for the SamTrans and VTA analyses
that Milligan developed for the other five transit operators. The analysis of
SamTrans and VTA does not include the card acquisition fee because the card fee is
a regional policy not associated with any one particular operator.

V. Findings of the Title VI Reviews

As noted earlier, out of 30 fare media transitions, Milligan found that 24 of them would not
generate a potential disparate impact. These findings are presented in Table 3.

FINAL REPORT SUPPLEMENT: MTC's Title VI analysis of the 10 fare media
transitions at SamTrans and VTA found no potential disparate impacts for seven
transitions. The SamTrans and VTA Title VI analyses, which detail associated
findings, are attached as Appendix I and Appendix J, respectively.
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Table 3: Fare Media Transitions, Title VI Assessment Findings, and MTC Mitigations

Date of Transition

Fare Media No Longer
Issued/Accepted

Potential Disparate Impact?

Recommended Mitigation

MTC Action [| FINAL REPORT
SUPPLEMENT:

Revised MTC
Action

AC Transit
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Date of Transition

Fare Media No Longer
Issued/Accepted

Potential Disparate Impact?

Recommended Mitigation

7/31/2010

31-day paper youth ticket

Yes — Insufficient youth outreach
& enrollment locations

More targeted outreach &
additional locations accepting
youth applications

MTC Action FINAL REPORT
SUPPLEMENT:

Revised MTC

Action
Supporting and Accept mail-in
funding and email

extensive AC applications for
Transit youth Clipper® youth

outreach and card; explore
enrollment expanding the
activities list of forms of

identification
that Clipper®
program
accepts as
showing a
youth’s date of

birth or
adopting other
methods by
which youths
can establish
eligibility;
continue to
educate the
public on ways
to access the
Clipper® youth
card, and
incorporate
information into
ongoing
community
outreach
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Date of Transition Fare Media No Longer Potential Disparate Impact? Recommended Mitigation MTC Action J FINAL REPORT
Issued/Accepted SUPPLEMENT:
Revised MTC
Action
12/31/2010 31-day paper adult ticket Yes — Vendor deficiency in 1 1 additional Clipper® vendor; Added 2 Added 2
location and $5 card fee elimination of $5 card fee Clipper® Clipper® vendors
vendors and in impac_t_ed
reduce card fee communities
to $3, with a $2 || @and reduce card
minimum load fee to $3
12/31/2010 10-ride paper ticket (Adult) No N/A N/A
12/31/2010 10-ride paper ticket (Y/S/D) No N/A N/A
BART
12/15/2010 EZ Rider smart card as transit No N/A N/A
payment
12/31/2011 High Value Discount magnetic No N/A N/A

stripe tickets
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Date of Transition Fare Media No Longer Potential Disparate Impact? Recommended Mitigation MTC Action J FINAL REPORT

Issued/Accepted SUPPLEMENT:
Revised MTC
Action
12/31/2011 Senior (green) magnetic stripe No N/A N/A MTC agreed to
ticket allow BART to

continue sales
of paper green
(senior) tickets
at retail
locations and
deferred to
BART the
decision
concerning the
number and
location of
retailers that
will sell the
green tickets.
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Date of Transition

Fare Media No Longer
Issued/Accepted

Potential Disparate Impact?

Recommended Mitigation

MTC Action

FINAL REPORT
SUPPLEMENT:
Revised MTC
Action

12/31/2011 Youth & disabled (red) magnetic No N/A N/A MTC agreed to
stripe ticket allow BART to
continue sales
of paper red
(youth/disabled)
tickets at retail
locations and
deferred to
BART the
decision
concerning the
number and
location of
retailers that
will sell the red
tickets.
Caltrain
1/31/2011 Full fare 8-ride paper ticket No N/A N/A
1/31/2011 Discounted 8-ride paper ticket No N/A N/A
3/1/2011 Full fare paper monthly pass No N/A N/A
3/1/2011 Discounted paper monthly pass No N/A N/A
3/1/2011 Caltrain + Muni paper monthly No N/A N/A
pass
TBD Paper Go Pass No N/A N/A
GGBHTD
8/1/2010 $25 Transit Value Card No N/A N/A
8/1/2010 S50 Transit Value Card No N/A N/A
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Date of Transition Fare Media No Longer Potential Disparate Impact? Recommended Mitigation MTC Action
Issued/Accepted
8/1/2010 $75 Transit Value Card No N/A N/A
SFMTA
4/15/2010 Golden Gate Ferry paper two- No N/A N/A
way transfer
4/30/2010 Adult Single Ride paper Ticket No N/A N/A
Book (10 rides)
10/4/2010 BART to Muni paper two-way No N/A N/A
transfer
11/1/2010 Adult Muni/BART paper Fast Pass No N/A N/A
2/1/2011 Disabled Monthly Sticker Yes — Vendor deficiency in 2 2 additional CIipper® vendors Offered
locations incentive to
Contractor to
add 2 vendors
in impacted
communities
4/1/2011 Adult Muni-only paper Fast Pass No N/A N/A
6/1/2011 Paper Senior Pass No N/A N/A
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SUPPLEMENT:
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Added 2
additional
vendors in
impacted

communities




Date of Transition

Fare Media No Longer
Issued/Accepted

Potential Disparate Impact?

Recommended Mitigation

MTC Action

8/1/2011

Paper Youth Pass

Yes — Insufficient enrollment
locations and vendor deficiency
in 2 locations

Additional locations accepting
youth applications; 2 additional
Clipper® vendors

Support and
funding for
SFMTA-led
outreach and
enrollment
activities;
Offered
incentive to
Contractor to
add 2 vendors
in impacted
communities
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FINAL REPORT
SUPPLEMENT:
Revised MTC
Action

Accept mail-in
and email
application for
Clipper® youth
card; explore
expanding the
list of forms of
identification
that Clipper®
program
accepts as
showing a
youth’s date of
birth or
adopting other
methods by
which youths
can establish
eligibility;
continue to
educate the
public on ways
to access the
Clipper® youth
card and
incorporate
information into
ongoing
community
outreach; added
2 vendors in
impacted
communities




Date of Transition Fare Media No Longer Potential Disparate Impact? Recommended Mitigation MTC Action
Issued/Accepted
TBD BART/Daly City paper two-way Yes - S5 card fee Elimination of $5 card fee or Transition has
transfer retention of transfer machines not occurred -
in discussions
with SFMTA
and reduce
card fee to $3,
with a $2
minimum load
TBD Adult Single Ride Token No N/A N/A
TBD 1-day, 3-day, and 7-day paper No N/A N/A
Passports
TBD Paper bus transfers Yes — Vendor deficiency, low Retention of paper transfer; Transition has
accessibility to fare media and S5 | elimination of card fee; addition not occurred -
card fee of Clipper® vendors in several in discussions
areas; expanded distribution of with SFMTA
limited use tickets
TBD Paper ADA transfers No N/A N/A
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SUPPLEMENT:
Revised MTC
Action

MTC waived
requirement for
transition of the
paper version of

this transfer,
SFMTA chose to
eliminate these
paper transfers
effective May 1,

2012; reduce

card fee to $3

Established
transition date
of June 30,
2013, in
Revised
Resolution No.
3866; Added 2
additional
vendors in
impacted
communities;
reduce card fee
to $3




The following is a description of the operators whose fare media transitions are listed in Table 2,
as well as those with future fare media transitions, organized into three categories: operators with
potential disparate impact findings, operators without potential disparate impact findings, and
operators with upcoming transitions. Only those fare media transitions with potential disparate
impact findings are discussed in detail.

A.
1.

Operators with Potential Disparate Impact Findings

Alameda-Contra Costa Transit District (AC Transit)

AC Transit defines its service area as 331 census tracts in Alameda and Contra Costa counties.
Overall, the roughly 1.5 million residents of this area are 56% minority, 26% low-income, and
19% LEP.

AC Transit’s 10-ride adult ticket and 10-ride youth/senior/disabled ticket both transitioned in

December 2010. Milligan’s assessments of these products did not find their transition to cause a
potential disparate impact. The assessments of the 31-Day youth and adult tickets, however, did
indicate a finding of potential disparate impact, as described in Table 4.

Table 4: AC Transit Fare Media Transitions with Potential Disparate Impact Findings

Fare Date of Actual Potential Recommended MTC Action
Product | Transition Date of Disparate Mitigation
in Res. 3866 | Transition Impact?
31-Day | 12/31/2010 7/31/2010 | Yes— More targeted Supporting and
youth Insufficient outreach & funding extensive
ticket youth outreach | additional AC Transit youth
& enrollment locations outreach and
locations accepting youth enrollment activities
applications
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FINAL
REPORT
SUPPLEMENT:
Revised MTC
Action

Accept mail-in
and email
application for
Clipper® youth
card; explore
expanding the
list of forms of
identification
that Clipper®
program
accepts as
showing a
youth’s date of
birth or
adopting other
methods by
which youths
can establish
eligibility;
continue to
educate the
public on ways
to access the




Clipper” youth
card, and
incorporate
information into
ongoing
community
outreach

31-Day | 12/31/2010 12/31/2010 | Yes — Vendor 1 additional 2 additional Clipper® Added 2

adult deficiency and | Clipper” vendor; | vendors; MTC additional

ticket $5 card fee elimination of $5 | currently plans to Clippel’®

card fee reduce card fee to $3 | vendors in
impacted
communities;
reduce card fee
to $3

a. Mitigation Actions in Response to Findings

i 31-Day Youth Ticket

As described in detail in Part II1.D.3, the Clipper® system centralizes eligibility verification for
discount category patrons by requiring senior and youth patrons to apply for the appropriate
Clipper” card in order to receive their discounted fares. Due to this change in process and the fact
that a disproportionate amount of low-income and minority youth use the 31-Day youth ticket,
this assessment recommends more targeted outreach and enrollment locations for AC Transit’s
youth patrons. However, because Milligan could not continually update its reports with real-time
outreach activity, this assessment was written without the benefit of complete information
regarding the outreach and enrollment activities that AC Transit conducted prior, during, and
after this fare media transition. Between March 2010 and January 2011, AC Transit issued more
than 15,500 youth Clipper” cards. Also, during an initial outreach phase that ended October 1,
2010, AC Transit held over 70 outreach events in Alameda and West Contra Costa counties.
During this time period, the AC Transit Ticket Office, normally open Monday through Friday
only, opened on one to two Saturdays per month to accommodate student and parent schedules.

A more recent initiative was launched in mid-May 2011, wherein seven youth outreach and
enrollment events were conducted in Richmond. MTC has supported these efforts financially and
continues to work with AC Transit staff to make sure all eligible youth are aware of and enrolled
in the Clipper” program. However, since AC Transit has elected to require photographs on their
youth cards (a unique implementation), they ultimately bear the responsibility to ensure that they
have sufficient outreach and enrollment events. In addition, AC Transit has continued limited
distribution of paper youth tickets in cases where Clipper® distribution concerns remain.

FINAL REPORT SUPPLEMENT: Based on this Title VI analysis and public input, MTC
has decided to accept mail-in and email applications for Clipper® youth cards,
continue educating the public on ways to access Clipper” youth cards, and
incorporate information about youth cards into ongoing community outreach.
However, these activities will not fully mitigate the potential disparate impact
related to the AC Transit youth monthly pass fare media transition because AC
Transit requires youth customers purchasing the youth monthly pass to have a
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Clipper® youth card personalized with the bearer’s photograph (a unique
requirement), and such cards are only available in-person at AC Transit’s customer
service center or through occasional outreach events. Therefore, for the AC Transit
youth monthly pass, AC Transit will have the ongoing responsibility of ensuring that
youths wanting to purchase the youth monthly pass have sufficient opportunities to
apply for and receive the required Clipper® youth card personalized with the
bearer’s photograph.

ii. 31-Day Adult Ticket

This assessment revealed that the 31-Day adult ticket is also used predominately by low-income
and minority patrons, and changes associated with its transition to Clipper” could affect these
patrons disproportionately. One of these potentially adverse impacts is the change in retail
availability of the product. This assessment therefore examined the vendor network to ensure
sufficient distribution in predominately low-income and minority areas and recommends that an
additional Clipper® vendor be added in Union City. However, neither MTC nor AC Transit staff
considered Union City to be a core part of AC Transit’s service area due to the fact that Union
City operates a separate transit system and only one AC Transit route runs through the city.
Instead, AC Transit staff conducted a different vendor needs analysis, on a zip code basis, and
they determined that additional Clipper® vendors were needed in the 94603 zip code (East
Oakland). (See GM memo attached at Appendix G.) In consultation with AC Transit staff, MTC
staff directed Cubic to contact the three AC Transit vendors in the area and solicit their
participation in Clipper®’s retail network. Two of the three merchants joined the network. See
Part II1.D.1 for previous discussion regarding strategies and challenges concerning vendor
recruitment.

This assessment also recommends that MTC consider eliminating the $5 card fee as a potential
barrier for persons protected by Title VI. As noted in Part III.E, the card fee was suspended on
June 16, 2010; the current proposal is to implement a $3 fee along with a $2 minimum load
requirement. The $5 fee was suspended throughout all of AC Transit’s fare media transitions.

b. Special Considerations

A major capital improvement project that was completed during Milligan’s performance of these
reviews and therefore was not reflected in them was the integration of Clipper® add-value
capabilities into BART’s existing ticket vending machines. This development favorably impacts
AC Transit riders, as there are at least 15 BART stations within AC Transit’s service area that
now provide AC Transit e-cash riders with in-person access to Clipper” value.

2. San Francisco Municipal Transportation Agency (SFMTA)

SFMTA'’s service area is defined as the city and county of San Francisco, which includes 176
census tracts and about 775,000 residents. Overall, this area is roughly 50% minority, 24% low-
income, and 24% LEP.

The assessments of SFMTA’s Golden Gate Ferry two-way transfer, adult single ride ticket book,

BART to Muni two-way transfer, adult Muni/BART Fast Pass, adult Muni-only Fast Pass, senior
pass, adult single ride token, 1, 3, and 7-day passports, and ADA transfers indicated their
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transitions would not yield a potential disparate impact. The assessments of the remaining fare
media transitions did yield a potential disparate impact finding, as described in Table 5.

Table 5: SFMTA Fare Media Transitions with Potential Disparate Impact Findings

Fare Date of Actual Potential Recommended MTC Action
Product | Transition Date of Disparate Mitigation
in Res. 3866 | Transition Impact?
BART 8/1/2010 TBD Yes — $5 Elimination of In discussions
Daly card fee card fee or with SFMTA;
City retention of MTC currently
Transfer transfer plans to reduce
machines card fee to $3
Disabled | 2/1/2011 2/1/2011 Yes — Vendor | 2 additional Offered
Monthly deficiency Clipper® incentive to
Sticker vendors Contractor to
add 2 vendors
in impacted
communities
Youth 2/1/2011 8/1/2011 Yes — Additional Support and
Pass Insufficient locations funding for
enrollment accepting youth | SFMTA-led
locations and | applications; 2 outreach and
vendor additional enrollment
deficiency Clipper® activities;
vendors Offered
incentive to
Contractor to
add 2 vendors
in impacted
communities
Bus 9/30/2011 TBD Yes — Vendor | Retention of In discussions
Transfers deficiency/low | paper transfer; with SFMTA;
accessibility elimination of MTC currently
to fare media | card fee; plans to reduce
and $5 card addition of card fee to $3
fee Clipper®
vendors in
several areas;
expanded

Page 42 of 49

FINAL REPORT
SUPPLEMENT:
Revised MTC Action

MTC waived
requirement for
phase out of these
transfers; reduce
card fee to $3

Added 2 vendors in
impacted
communities

Accept mail-in and
email application for
Clipper® youth card;
explore expanding
the list of forms of
identification that
Clipper® program

accepts as showing a
youth’s date of birth
or adopting other
methods by which
youths can establish
eligibility; continue to
educate the public on
ways to access the
Clipper® youth card,
and incorporate
information into
ongoing community
outreach; added 2
vendors in impacted
communities

Established transition
date of June 30,
2013, in Revised
Resolution No. 3866;
reduce card fee to $3




distribution of
limited use
tickets

a. MTC’s Actions in Response to Findings

i BART Daly City Transfer

The BART Daly City transfer is a paper transfer that is accessible to BART patrons exiting the
Daly City BART station. It entitles the holder to a free round-trip on two SFMTA bus routes that
service the station. In its paper form, it is dispensed by machines located in the BART station.

The assessment revealed that the majority of these transfer users are minority, but not low-
income. This assessment recommends the elimination of the card acquisition fee or the retention
of the transfer machines in this BART station based on a study indicating that minority patrons
are less likely to have banking services, and therefore would be less likely to enroll in Autoload
and thus would more likely be subject to the $5 card fee. The assessment indicates that the
potential loss of savings, $4 on a round-trip Muni ride, is significant, and if the card fee is
reinstated, it recommends retention of the transfer machines so as not to require these patrons to
acquire a Clipper® card to receive the transfer discount. Although MTC does not agree with the
basis of this argument (given the fact that a majority of the affected patrons are higher income)
and similarly does not agree with the retention of transfer machines as a viable mitigation
strategy, these machines have not been removed. MTC will discuss further with SFMTA to
determine the appropriate course of action.

FINAL REPORT SUPPLEMENT: In early 2012, MTC and SFMTA jointly assessed the
potential adverse impacts from the transition of this transfer to Clipper®-only
availability and the positive impacts, in terms of additional Clipper® customers
gained and operational efficiencies resulting from transition of the transfers to
Clipper®-only availability. At the conclusion of the discussions between MTC and
SFMTA, MTC notified SFMTA that the phase out of the paper version of the BART-
Daly City transfer would not be required.

ii. Disabled Monthly Sticker

The disabled monthly sticker, a sticker that is affixed to the Regional Transit Connection (RTC)
card (see Appendix A for more details), is used predominately by low-income and minority
patrons. Based on the vendor network analysis, this assessment recommends the addition of
Clipper® vendors in two areas of San Francisco: Bernal Heights and the Richmond District. As
described in Part III.D.1, MTC has informed the contractor that these areas are high priority and
has offered to pay an incentive if the Contractor is able to secure two additional vendors in the
impacted communities.

iii. Youth Pass

SFMTA'’s youth pass is a monthly pass and is also used predominately by low-income and
minority patrons. Similar to the AC Transit 31-Day youth ticket, this assessment recommends
outreach to youth and additional locations accepting youth Clipper”® card applications. MTC is
supporting and funding SFMTA’s efforts to conduct youth outreach and provide additional
locations accepting youth applications, which are not reflected in Milligan’s report. Per a funding
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agreement executed between MTC and SFMTA, SFMTA conducted youth outreach and
enrollment events throughout summer 2011, culminating in the elimination of the paper youth
pass at the beginning of the 2011-12 school year.

As with the disabled monthly sticker, this assessment also recommends adding additional
vendors in Bernal Heights and the Richmond District. As noted above, MTC is working with
Cubic to add Clipper” vendors in these locations.

FINAL REPORT SUPPLEMENT: To mitigate any potential disparate impacts related to
the SFMTA Youth Pass, MTC has added two additional vendors in the impacted
communities, and MTC will be accepting mail-in applications for Clipper® youth
cards, continuing to educate the public on ways to access the Clipper® youth card,
and incorporating information about Clipper® youth cards into ongoing outreach.

iv. Bus Transfers

Bus transfers in their paper form are issued to patrons when they pay cash fare upon boarding a
Muni bus. Although demographic data regarding the patrons who uses these transfers is not
available, cash-paying customers are predominately low-income and minority. Due to the
ubiquitous distribution of the paper bus transfer, this assessment has multiple mitigation
recommendations: retention of the paper transfer; elimination of the card fee; addition of vendors
in Bayview, Visitacion Valley/Crocker Amazon, Bernal Heights, and the Richmond District; and
addition of limited use ticket vending machine locations. At this time, this transition is not
scheduled and MTC will discuss these issues further with SFMTA to determine the appropriate
course of action.

B. Operators without Potential Disparate Impact Findings

1. San Francisco Bay Area Rapid Transit District (BART)

BART defines its service area as the entire four-county area in which its stations are located:
Alameda, Contra Costa, San Francisco, and San Mateo. There are 820 census tracts and roughly
3.9 million people included in this area. Overall, residents of the service area are 53% minority,
21% low-income, and 17% LEP.

BART transitioned its EZ Rider smart card as transit payment in December 2010. The High
Value Discount, senior, and youth and disabled tickets are currently scheduled to transition in

December 2011.

Special Considerations:

As noted above, a major capital improvement project that was completed during Milligan’s
performance of these reviews was the integration of Clipper” add-value capabilities into BART’s
existing ticket vending machines. This development dramatically changed the issue of
accessibility to Clipper” for BART’s ridership, being that the ability to add value to one’s
Clipper” card at the point-of-use (any BART station) is the most accessible way to add value.
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FINAL REPORT SUPPLEMENT: On December 22, 2011, MTC received comments
from BART on the Draft Title VI Summary Report. One of BART's comments was
that "BART'’s Senior/Youth/Disabled Fare Customers are Disproportionately Minority
and/or Low-Income.” Revised Resolution No. 3866 requires a transition date for
both the senior magnetic stripe ticket (green) and youth and disabled magnetic
stripe ticket (red) of December 31. 2011. However, the revised resolution also
allows BART to continue sales of red and green tickets after December 31, 2011, at
a limited number of existing sales locations subject to the mutual agreement of
MTC and BART. Per Resolution No. 3866, this provision has no time limitation, i.e.
BART may continue sales of red and green BART tickets at a limited number of
locations in perpetuity. BART initially identified approximately 30 locations that are
continuing to sell red and/or green tickets; MTC has notified BART that it will defer
to BART with respect to defining the comprehensiveness of the ongoing number of
locations that will continue to sell these tickets.

2. Peninsula Corridor Joint Powers Board (Caltrain)

Caltrain defines its service area as 672 census tracts located in San Francisco, San Mateo, and
Santa Clara counties. This area includes about 3.1 million residents. The residents of this area are
46% minority, 18% low-income, and 21% LEP.

Although no potential disparate impact was found, MTC has determined that the addition of one
Clipper” vendor within a % mile of the Redwood City station would be desirable to fill the gap
caused by the loss of CVS as a potential Clipper” vendor. MTC is working with Cubic to
determine the feasibility of making this addition.

Caltrain transitioned its full fare and discounted 8-ride tickets in January 2011. It transitioned its

monthly passes in March 2011. Its Go Pass has not transitioned yet, as there are technical aspects
of the product requiring additional implementation on Clipper®.

3. Golden Gate Bridge, Highway and Transportation District (GGBHTD)

GGBHTD defines its service area as 90 census tracts located in Sonoma and Marin counties.
There are 467,031 residents in this area. This population is 19% minority, 18% low-income, and
10% LEP.

GGBHTD transitioned its $25, $50, and $75 transit value cards in August 2010.

C. Operators with Upcoming Fare Media Transitions

1. Santa Clara Valley Transportation Authority (VTA)

VTA began accepting Clipper” on February 16, 2011. MTC and VTA are now in the process of
determining which paper fare products will be transitioning to Clipper®-only availability.
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Therefore, Milligan was not asked to produce a Title VI analysis report on the elimination of
VTA’s fare media. Instead, MTC will work on this analysis in the coming months. The analysis
will be appended to this report.

FINAL REPORT SUPPLEMENT: The VTA Title VI analysis is attached as Appendix J.
The VTA analysis found a potential disparate impact related to the VTA Youth Pass.
To mitigate any potential disparate impacts related to the VTA Youth Pass, MTC will
be accepting mail-in and email applications for Clipper® youth cards, continuing to
educate the public on ways to access the Clipper® youth card, and incorporating
information about Clipper” youth cards into ongoing outreach.

2. San Mateo County Transit District (SamTrans)

SamTrans began accepting Clipper” on December 16, 2010, and will be completing its fare
media transition process as of December 31, 2011. Milligan was not asked to produce a Title VI
analysis report on the elimination of SamTrans’s fare media, as the specifics of the transitions
were not determined during the time of Milligan’s engagement. MTC is currently working on
this analysis. The analysis will be appended to this report.

FINAL REPORT SUPPLEMENT: The SamTrans Title VI analysis is attached as
Appendix I. The SamTrans analysis found potential disparate impacts related to
Youth and Senior Passes. To mitigate any potential disparate impacts related to the
SamTrans Youth and Senior Passes, MTC will be accepting mail-in and email
applications for Clipper” youth cards, continuing to educate the public on ways to
access the Clipper® youth card, and incorporating information about Clipper® youth
cards into ongoing outreach.

The analysis also found a potential disparate impact related to geographic
distribution of retailers. At MTC's request,Cubic has added two additional vendors in
the impacted community (South San Francisco) to mitigate any potential disparate
impact.

VI. Conclusion and Next Steps

MTC and the transit operators have taken a number of steps to ensure that Clipper” is accessible
to all Bay Area transit patrons, from the general (all of the initiatives outlined in Part III) to the
specific (mitigation activities ). MTC is committed to continuing both of these fronts, by
proactively doing the following:

e Continuing outreach and customer education, with a multi-lingual, multi-cultural
emphasis

e Ongoing analysis and discussions with the Clipper” Contractor to adjust locations of
future Clipper® vendors and other distributors

e Title VI impact analysis of the fare media transitions for SamTrans and VTA
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The Clipper® system is dynamic and requires ongoing maintenance, planning, and fine-tuning.
Going forward, impacts of these processes on persons protected by Title VI will be given
continued full consideration.

FINAL REPORT SUPPLEMENT: MTC is moving forward with the following mitigation
strategies:

o Establishing a process that enables youths (or their parents/guardians) and
seniors to apply for Clipper® youth and senior cards by mail and email;

. Reduce the card fee from $5 to $3; and

o Establishing a single consistent $5 card replacement and balance restoration
fee that applies to all customers at all locations.

As noted in this report, MTC is committed to working with transit operators to
ensure the administration of the Clipper® program results in the least
discriminatory impact. MTC will provide continuous customer education with a
multi-lingual and multi-cultural emphasis, and will provide ongoing analysis and
direction to the Clipper® Contractor to adjust locations of future Clipper® vendors
and other distributors as necessary.

The SamTrans and VTA Title VI analysis have been finalized and are attached to
this report as Appendix I, and Appendix ], respectively.

S:\Project\Clipper\Fare Media Transition Plans\Title VI\Final Clipper Title VI Report\Draft - Final Clipper Title VI Analysis Summary Report
5.24.12.doc
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VII. Appendices

Appendix A

Types of Clipper® Cards

Adult

This is the standard full fare category applicable to the majority of riders. Prior to the launch of
the Clipper” brand on June 16, 2010, the fee for this type of card was $5; the fee was suspended
in conjunction with the launch. MTC is proposing to reinstate a reduced card acquisition fee of
$3 on January 1, 2012, along with a $2 minimum load requirement. To date, the Clipper®
program has distributed over 1.1 million free adult cards.

The $5 fee is not charged when a patron registers his or her card for Autoload. Autoload allows a
patron to link his or her Clipper® card account to a credit card or bank account so that it is
automatically replenished with value every time it reaches a minimum threshold: in the case of e-
cash, this minimum is $10, and in the case of monthly passes and tickets, value replenishment
occurs when the pass or ticket expires or exhausts its value.

FINAL REPORT SUPPLEMENT: As indicated in Section III.E.2, MTC has decided to
modify the reinstated card acquisition fee from $3 plus a $2 minimum load
requirement to $3 with no minimum load requirement. This will take effect
September 1, 2012.

Youth

This card provides significantly discounted fares for youth; the eligible age range varies by
transit operator. To obtain a youth card, a youth or his or her guardian must apply for the card in
person at select locations in each transit operator’s service area. Upon submitting the application,
most youth will receive the card after several weeks; however, at several of the locations, instant
issuance of the youth card is available. Also, there are specific provisions for use by AC Transit
patrons.

FINAL REPORT SUPPLEMENT: MTC will accept mail-in and email applications for
Clipper® youth cards, and MTC is working with Cubic to ensure that the Clipper®
customer service center will accept and process Clipper® youth card applications.

MTC will explore expanding the list of forms of identification that the Clipper®
program accepts as showing a youth’s date of birth, or adopting other methods by
which a youth can indicate their age.

Senior

This card provides significantly discounted fares for patrons aged 65 and up. To obtain a senior
card, a patron must apply for the card in person at select locations in each transit operator’s
service area. Like the youth card, the card is generally mailed to the patron several weeks after
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submission of his or her application, but at several locations, instant issuance is possible. Eligible
age range varies by operator.

FINAL REPORT SUPPLEMENT: MTC will accept mail-in and email applications for
Clipper® senior cards, and MTC will work with Cubic to ensure that Clipper®
customer service center will accept and process Clipper® senior card applications.

RTC (Senior and Disabled)

The Regional Transit Connection program is a Bay Area wide program that provides disabled
and senior transit patrons with discounted fares. BART manages a contract with a private entity,
Cordoba Corporation, which handles the administration of the program by processing eligibility
verification and issuing the fare payment instrument. The RTC card expires every three years
and must be renewed. (When DMV documentation is provided to demonstrate eligibility, the
card expires after two years.)

Before Clipper”, Cordoba issued the RTC Discount ID card, which patrons affixed a discount
sticker to and used as a flash pass. The card also functioned as proof of eligibility for discounted
cash fares, enforced at the point-of-use. Upon initiation of the RTC Clipper” card program, when
patrons renewed their RTC eligibility, they received an RTC Clipper® card as the replacement
fare instrument. This initiative began in 2007; by summer 2010, 100% of the approximately
90,000 participants in the program had been converted to the Clipper” form of the RTC card.

The RTC Clipper® card costs patrons $3. However, this is not a change from the RTC Discount
ID program. Also, when existing RTC Discount ID holders renew their eligibility and receive an
RTC Clipper® card, the fee is waived. The fee helps offset Cordoba’s administrative costs.

In addition, the application process for the RTC Clipper® card has not changed from the process
to obtain the RTC Discount ID card. Patrons must apply in person at any of 16 participating
transit ticket offices in the region, and their photo must be taken. The card is then sent to the
patron within 3 weeks of submission of the application.

Limited Use Tickets

Clipper” limited use tickets are low-value, temporary fare media that utilize smart card
technology. They are intended to be used by the occasional rider and tourist. They expire after 90
days and can be reloaded, but only with the fare product that they were initially loaded with.
Currently, only two transit operators issue limited use tickets — SFMTA and Golden Gate Ferry.
The only products supported by the limited use tickets are one way and round trip fares on
SFMTA and Golden Gate Ferry. They are available at ticket vending machines located in the 9
Muni metro stations, and at the Golden Gate Ferry terminal locations.
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Spanish and Chinese Media Plan



MTC-Clipper"
Communities of Concern

Media Recommendation
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Plan Recommendation: Spanish



. Spanish Newspaper

* El Mensajero

A community paper providing useful and entertaining information to the Spamsh speaking market. Around
the Bay Area section (En la bahia) is a synergistic environment for Clipper M.

Circulation: 104,000
Published/Format: Sunday/Tabloid

* El Reportero

Is a true bi-lingual newspaper committed to sports, culture, entertainment and events that help shape
Hispanic Americans within the San Francisco Bay Area.

Circulation: 20,000
Published:/Format: Wednesday/Tabloid

* El Observador

Prides itself on educating Latin Americans who are innovative, creative and capable of becoming leaders in
the community.

Circulation: 40,000
Published/Format: Friday/Tabloid

* Buy Details:

Mix of V4 & 2 page color insertions
Run-of-paper & premium sections
Distributed: San Francisco, South San Francisco, East Bay, South Bay & Peninsula

+ Est. # of Insertions: 19

-
* Est. # of Impressions: 1,001,402 ElHensa|ero

FraY,
-0,

EiMensajero IFYIT'| 1% | TN
= Medo HIF1 Reportero
@ s wrsr R LI 3

EL OBSERVADOR

* Spend: $28,851



" Spanish Television

* KDTV- channel 14 (Univision)

Ranked #1 Spanish language in all demographics across all day-parts
* KFSF- channel 66 (Telefutura)

Ranked #2 Spanish language with A25-54 in some day- parts
* KSTS- channel 49 (Telemundo)

Ranked #2 Spanish language with A25-54 in some day- parts

* Buy Details:

Mix of day-parts (early morning, early news, prime, late news & weekend)
Purchase specific programs with higher viewership (e.g. News , Sports & Novellas)
Adults 25-54 primary target

:30s spots

* Est. # of Spots & GRPs: 282 spots/325 GRPs
* Est. # of Impressions: 2,031,250
* Flight Length: 5 weeks

« Spend: $52,833 == 14 &66

“NWISI“N TELEFUTURA
Vallejo .~ San Francisco «~ KFSF




' Spanish Radio

* KSOL- 98.9 FM (Univision)

Mexican Regional format
Ranked #1 Adults 25-54, M-F 6a-7p

* KBRG- 100.3 FM (Univision)

Recuerdo Spanish Adult Classic Hits format
Ranked #2 Adults 25-54, M-F 6a-7p

* KRZZ- 93.3 FM (Spanish Broadcasting System)

La Raza Mexican Regional format
Ranked #3 Adults 25-54, M-F 6a-7p

* Buy Details:

Mix of day-parts (AM drive, mid-day, PM drive, evening & weekend)
Targeted shows & radio personalities

Adults 25-54 primary target

Combined coverage reaches broader San Francisco Bay Area

:30s spots & :15s news/weather/traffic sponsorships

* Est. # of Spots & GRPs: 337 spots/450 GRPs
* Est. # of Impressions: 2,986,650
* Flight Length: 6 weeks

* Spend: $52,833




' Spanish Outdoor

# Harrison s/o 17t St, North-facing wall unit

12,650 Daily Estimated Circulation
24°x 24

* Eco Posters

Targeted to the Mission district
4 locations
Exposed to car and foot traffic

% Bus Shelters

Targeted to the Mission district
5 units

*  Vinyl Clings

11” x 17” posters displayed in storefronts of
community retailers including, but not limited to
grocery stores, restaurants and cafes, laundry mats,
bars, community centers, and any additional
locations that have heavy traffic from the targeted
community

Exact locations TBD

* Est. # of Impressions: 779,300 (not including vinyl
clings- format not measured)

# Flight Length: 13 weeks

* Spend: $26,541
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Plan Recommendation: Chinese



' Chinese Newspaper

* World Journal / Chinese Daily SF

International paper that focuses on international & local San Francisco information including consumer,
finance, entertainment and home/living/health that affects Chinese Americans here and abroad.

Circulation: 65-75,000 (dependant on day of week)
Published/Format: M-Su/Tabloid

* Sing Tao Daily

Hong Kong’s second largest Chinese newspaper provides readers with local, national and international
news. Editorial ranges from entertainment & sports to business & finance.

Circulation: 40-45,000 (dependant on day of week)
Published/Format: M-Su/Broadsheet

* Buy Details:

Mix of V4 & 2 page color insertions
Run-of-paper & premium sections
Distribution: San Francisco, South San Francisco, East Bay, South Bay & Peninsula

#+ Est. # of Insertions: 13

* Est. # of Impressions: 750,000

« Spend: $18,498 EE Eﬁ

sl0E T8 REILY

@SWIRL|9



- Chinese Television

* KTSF- Channel 26/Cable 8 (Independent Station)

Known as “The Face of The Bay” is the largest Asian-language broadcast station in the US

* Buy Details:

Mix of day-parts (early morning, early news, prime, late news & weekend)
Purchase specific programs with higher viewership

Cantonese & Mandarin

:30s spots

* Est. # of Spots: 60 spots
* Est. # of Impressions: N/A (not measured)
* Flight Length: 5 weeks

* Spend: $27,517



' Chinese Radio

* KVTO- 1400 AM (Inner City Broadcasting)

“The Voice of the Orient”
World Ethnic /Talk format

* KEST- 1450 AM (Multicultural Broadcasting)

“Personal Growth Radio”
World Ethnic /Talk format

* KSQQ- 96.1 FM (Coyote Communications)

“Ethnic Voice”
World Ethnic /Talk format

* Buy Details:

Day-parts based on programming language

Cantonese & Mandarin

Combined coverage reaches broader San Francisco Bay Area
:60s spots

* Est. # of Spots: 270
* Est. # of Impression: N/A stations not measured

* Flight Length: 6 weeks

* Spend: $23,865




' Chinese Outdoor

* Wild Posting

At the corner of Grant St. & Pine St.
6.83’h x 28.5’w

+ Bus Shelters

In Chinatown
5 units

* Vinyl Clings

11” x1 7” posters in the front windows of
laundry mats, stores, restaurants, etc. in
the Mission

Exact locations TBD

* Est. # of Impressions: 72,800 (not
including wild posting or vinyl clings)

* Flight Length: 10 weeks

* Spend: $29,447




Outdoor (cont.)
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Appendix C

Samples of Clipper Advertising in Chinese and Spanish

. Car Card — Chinese

. Car Card — Spanish

. Ad in World Journal — Chinese

. Ad in El Mensajero — Spanish

. Bus Shelter Ad — Chinese

. Bus Shelter Ad — Spanish
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TODOS SUS MEDIOS DE
TRANSPORTE EN UNA

SOLA TARJETA.

’ ’ Clipper es la tarjeta de medios de transporte completa y recargable que administra
sus pases, sus tarifas y sus transbordos para que usted no tenga que hacerlo. Para
obtener mas informacién, llame al 877.878.8883 o visite clippercard.com.

CLIPPER.



CLIPPER ES LA NUEVA
MANERA DE VIAJAR EN

’} Clipper es una tarjeta de trdnsito “todo-en-una” que guarda la cuenta
de todos sus pases, boletos de descuento o valor en efectivo.

Paso #1: CoOmprela Paso #3: Usela
Tarjetas Clipper se pueden Toque su tarjeta al lector
comprar en Walgreens, Clipper localizados en Muni,
distribuidores autorizados, o BART, AC Transit, VTA, SamTrans,
visite www.clippercard.com Golden Gate Transit and Ferry
y Caltrain. Espere el “BIP”
Paso #2: Agregue Saldo y la “LUZ VERDE," y reftire la
_ i tarjeta. jYa estal!
Anada valor en efeCfIVO, Atencién personqs A A
compre pases y libros de . 2 4 y N
boletos para el transporte Eso es todo. La mayores y jovenes: A A
publico en cualquier tarjeta Clipper es su Para ordenar su tarjeta Clipper
Walgreens, distribuidores y obtener su descuento, deben vA

autorizados y en comprobante de pago llenar una solicitud y mostrar
www.clippercard.com durante el vigje. comprobante de edad. v

CLIPPER.
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Clipper* es una tarjeta “todo-en-
una” que te permitird viajar en
Muni, BART y otras agencias de
transporte publico.

Compra Clipper hoy en Walgreens,
distribuidores autorizados y en
www.clippercard.com

Liaoma al 1.877.878.8883 para
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Appendix B

Spanish and Chinese Media Plan
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Media Recommendation
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Plan Recommendation: Spanish



. Spanish Newspaper

* El Mensajero

A community paper providing useful and entertaining information to the Spamsh speaking market. Around
the Bay Area section (En la bahia) is a synergistic environment for Clipper M.

Circulation: 104,000
Published/Format: Sunday/Tabloid

* El Reportero

Is a true bi-lingual newspaper committed to sports, culture, entertainment and events that help shape
Hispanic Americans within the San Francisco Bay Area.

Circulation: 20,000
Published:/Format: Wednesday/Tabloid

* El Observador

Prides itself on educating Latin Americans who are innovative, creative and capable of becoming leaders in
the community.

Circulation: 40,000
Published/Format: Friday/Tabloid

* Buy Details:

Mix of V4 & 2 page color insertions
Run-of-paper & premium sections
Distributed: San Francisco, South San Francisco, East Bay, South Bay & Peninsula

+ Est. # of Insertions: 19

-
* Est. # of Impressions: 1,001,402 ElHensa|ero

FraY,
-0,

EiMensajero IFYIT'| 1% | TN
= Medo HIF1 Reportero
@ s wrsr R LI 3

EL OBSERVADOR

* Spend: $28,851



" Spanish Television

* KDTV- channel 14 (Univision)

Ranked #1 Spanish language in all demographics across all day-parts
* KFSF- channel 66 (Telefutura)

Ranked #2 Spanish language with A25-54 in some day- parts
* KSTS- channel 49 (Telemundo)

Ranked #2 Spanish language with A25-54 in some day- parts

* Buy Details:

Mix of day-parts (early morning, early news, prime, late news & weekend)
Purchase specific programs with higher viewership (e.g. News , Sports & Novellas)
Adults 25-54 primary target

:30s spots

* Est. # of Spots & GRPs: 282 spots/325 GRPs
* Est. # of Impressions: 2,031,250
* Flight Length: 5 weeks

« Spend: $52,833 == 14 &66

“NWISI“N TELEFUTURA
Vallejo .~ San Francisco «~ KFSF




' Spanish Radio

* KSOL- 98.9 FM (Univision)

Mexican Regional format
Ranked #1 Adults 25-54, M-F 6a-7p

* KBRG- 100.3 FM (Univision)

Recuerdo Spanish Adult Classic Hits format
Ranked #2 Adults 25-54, M-F 6a-7p

* KRZZ- 93.3 FM (Spanish Broadcasting System)

La Raza Mexican Regional format
Ranked #3 Adults 25-54, M-F 6a-7p

* Buy Details:

Mix of day-parts (AM drive, mid-day, PM drive, evening & weekend)
Targeted shows & radio personalities

Adults 25-54 primary target

Combined coverage reaches broader San Francisco Bay Area

:30s spots & :15s news/weather/traffic sponsorships

* Est. # of Spots & GRPs: 337 spots/450 GRPs
* Est. # of Impressions: 2,986,650
* Flight Length: 6 weeks

* Spend: $52,833




' Spanish Outdoor

# Harrison s/o 17t St, North-facing wall unit

12,650 Daily Estimated Circulation
24°x 24

* Eco Posters

Targeted to the Mission district
4 locations
Exposed to car and foot traffic

% Bus Shelters

Targeted to the Mission district
5 units

*  Vinyl Clings

11” x 17” posters displayed in storefronts of
community retailers including, but not limited to
grocery stores, restaurants and cafes, laundry mats,
bars, community centers, and any additional
locations that have heavy traffic from the targeted
community

Exact locations TBD

* Est. # of Impressions: 779,300 (not including vinyl
clings- format not measured)

# Flight Length: 13 weeks

* Spend: $26,541
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Plan Recommendation: Chinese



' Chinese Newspaper

* World Journal / Chinese Daily SF

International paper that focuses on international & local San Francisco information including consumer,
finance, entertainment and home/living/health that affects Chinese Americans here and abroad.

Circulation: 65-75,000 (dependant on day of week)
Published/Format: M-Su/Tabloid

* Sing Tao Daily

Hong Kong’s second largest Chinese newspaper provides readers with local, national and international
news. Editorial ranges from entertainment & sports to business & finance.

Circulation: 40-45,000 (dependant on day of week)
Published/Format: M-Su/Broadsheet

* Buy Details:

Mix of V4 & 2 page color insertions
Run-of-paper & premium sections
Distribution: San Francisco, South San Francisco, East Bay, South Bay & Peninsula

#+ Est. # of Insertions: 13

* Est. # of Impressions: 750,000

« Spend: $18,498 EE Eﬁ

sl0E T8 REILY
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- Chinese Television

* KTSF- Channel 26/Cable 8 (Independent Station)

Known as “The Face of The Bay” is the largest Asian-language broadcast station in the US

* Buy Details:

Mix of day-parts (early morning, early news, prime, late news & weekend)
Purchase specific programs with higher viewership

Cantonese & Mandarin

:30s spots

* Est. # of Spots: 60 spots
* Est. # of Impressions: N/A (not measured)
* Flight Length: 5 weeks

* Spend: $27,517



' Chinese Radio

* KVTO- 1400 AM (Inner City Broadcasting)

“The Voice of the Orient”
World Ethnic /Talk format

* KEST- 1450 AM (Multicultural Broadcasting)

“Personal Growth Radio”
World Ethnic /Talk format

* KSQQ- 96.1 FM (Coyote Communications)

“Ethnic Voice”
World Ethnic /Talk format

* Buy Details:

Day-parts based on programming language

Cantonese & Mandarin

Combined coverage reaches broader San Francisco Bay Area
:60s spots

* Est. # of Spots: 270
* Est. # of Impression: N/A stations not measured

* Flight Length: 6 weeks

* Spend: $23,865




' Chinese Outdoor

* Wild Posting

At the corner of Grant St. & Pine St.
6.83’h x 28.5’w

+ Bus Shelters

In Chinatown
5 units

* Vinyl Clings

11” x1 7” posters in the front windows of
laundry mats, stores, restaurants, etc. in
the Mission

Exact locations TBD

* Est. # of Impressions: 72,800 (not
including wild posting or vinyl clings)

* Flight Length: 10 weeks

* Spend: $29,447
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Appendix C

Samples of Clipper Advertising in Chinese and Spanish

. Car Card — Chinese

. Car Card — Spanish

. Ad in World Journal — Chinese

. Ad in El Mensajero — Spanish

. Bus Shelter Ad — Chinese

. Bus Shelter Ad — Spanish
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’ ’ Clipper I—B{tAFNTEEREF EELANEE HERERE S ESMNES-
MRS N E 877.878.8883 HAIE clippercard.com e

CLIPPER.




TODOS SUS MEDIOS DE
TRANSPORTE EN UNA

SOLA TARJETA.

’ ’ Clipper es la tarjeta de medios de transporte completa y recargable que administra
sus pases, sus tarifas y sus transbordos para que usted no tenga que hacerlo. Para
obtener mas informacién, llame al 877.878.8883 o visite clippercard.com.

CLIPPER.



CLIPPER ES LA NUEVA
MANERA DE VIAJAR EN

’} Clipper es una tarjeta de trdnsito “todo-en-una” que guarda la cuenta
de todos sus pases, boletos de descuento o valor en efectivo.

Paso #1: CoOmprela Paso #3: Usela
Tarjetas Clipper se pueden Toque su tarjeta al lector
comprar en Walgreens, Clipper localizados en Muni,
distribuidores autorizados, o BART, AC Transit, VTA, SamTrans,
visite www.clippercard.com Golden Gate Transit and Ferry
y Caltrain. Espere el “BIP”
Paso #2: Agregue Saldo y la “LUZ VERDE," y reftire la
_ i tarjeta. jYa estal!
Anada valor en efeCfIVO, Atencién personqs A A
compre pases y libros de . 2 4 y N
boletos para el transporte Eso es todo. La mayores y jovenes: A A
publico en cualquier tarjeta Clipper es su Para ordenar su tarjeta Clipper
Walgreens, distribuidores y obtener su descuento, deben vA

autorizados y en comprobante de pago llenar una solicitud y mostrar
www.clippercard.com durante el vigje. comprobante de edad. v

CLIPPER.
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) ’ ’ Clipper~ (¥ #%#8) 2 A3k Muni
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4 A% Walgreens » RS A A
£, M www.clippercard.com AA
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TODO TU
TRANP

TE

PUBLIC@EN

UNA TARJETA

d

Clipper* es una tarjeta “todo-en-
una” que te permitird viajar en
Muni, BART y otras agencias de
transporte publico.

Compra Clipper hoy en Walgreens,
distribuidores autorizados y en
www.clippercard.com

Liaoma al 1.877.878.8883 para
servicio en espanol.

ia
A
VA

A4

CLIPPER.




Appendix D
Street Team Event Locations

24" St. BART

16" St. BART

Fruitvale BART

Hayward BART

Fremont BART

Embarcadero BART
Montgomery BART

Powell BART

Civic Center BART

Concord BART

Daly City BART

Muni Rt. 5 Fulton

Muni Rt. 8X/8AX Bayshore
Muni Rt. 9 San Bruno

Muni Rt. 14 Mission

Muni Rt. 19 Polk

Muni Rt. 21 Hayes

Muni Rt. 22 Fillmore

Muni Rt. 24 Divisadero

Muni Rt. 28 19th Avenue

Muni Rt. 29 Sunset

Muni Rt. 30 Stockton

Muni Rt. 31 Balboa

Muni Rt. 38 AB X

Muni Rt. 47 Van Ness

Muni Rt. 49 Van Ness — Mission
Muni Rt. 54 Felton

Muni T-Third

Muni N-Judah

Muni F-Balboa

San Rafael Transit Center

AC Transit Route 1

AC Transit Route 51A/B

AC Transit Route 72/72M

AC Transit stops at 14th and Broadway, Oakland
19th St/Holloway Street Team
3rd and Stevenson Street Team
Mission and Geneva Street Team
Stockton and Columbus Street Team
City College Street Team



Appendix E

Senior Outreach Locations

30th Street Senior Center

Alexis Apartments

Catholic Charities/OMI Senior Center
Ceatrice Polite

Central Latino Senior Center

China Town Library

Chinatown Community Tenants Association
Clementina Towers

Cumberland Presbyterian Chinese Church
Curran House

Curry Senior Center

DAC/Latino Partnership with ADRC-Mini Connect
Dorothy Day SC (Mercy)

Eastern Park Apts

Eugene Coleman Center

Excelsior Senior Center

Francis of Assisi Community

Geen Mun Senior Center

Jackie Chan Senior Center

Kimochi

Lady Shaw Senior Center

Lassen Apartments

Manilatown Senior Center

Maria Manor

Mei Lun Yuen

Mendelssohn House Residence
Mendelssohn House Senior Center
Menorah Park

Mercy Terrace

Mission Creek Senior Residence

Mission Creek/Senior University (SAN)
NCPHS Community Services

Park Sunset Apartments

Parkview Terraces

Planning for Elders/Bayanihan Center/SAN
Presentation Senior Community

Rosa Parks Apartment/NCPHS

Salvation Army

Senior Action Network



SF Senior Center

Silvercrest. Residence

Soma Family Apartments

South Sunset Senior Center

St. Mary's Medical Center
SWISH

Visitacion Valley Senior Center
Western Park Apt

Woolf House Apartment Building
Woolf House Senior Center
YWCA Apartments



Appendix F

Sample Letter to General Managers re: Title VI Assessment Project



Secott Haggerty, Chair
Alameda County
Adrienne . Tissier, Vice Chair

San Mateo County

Azembrado

Dean . Chu

Cities of Santa Clara County

Dave Cortese
Association of Bay Area Giwvernments

Chris Daly

City and County of San Francisco

Bill Dodd

MNapa County and Cities

Darene M. Giacopini
LS. Department of Transportation

Federal D. Glover

Contra Costa County

Anne W. Halsted
"

Steve Kinsey
Marin County and Citles

Sue Lempert
Clities of San Mateo County

Jake Mackenzie
C

Sonoma County and Ciries

Jon Rubin
San Franciseo Mayor’s Appointec

B
ness,

James P. Spering
Solano County and Cinles

Amy Rein Warth
Cities of Contra Costa County

Ken Yeager

Santa Clara County

Steve Heminger
Execunive [irector

Ann Flemer
Pepury Fxecutive Director, Policy

Andrew B. Fremier
Deputy Exeeutive Director, Operations

March 18, 2010

Ms. Dorothy Dugger

General Manager

San Francisco Bay Area Rapid Transit District
P.O. Box 12688

Oakland, CA 94604-2688

Dear Ms. Dugger:

The Metropolitan Transportation Commission adopted Resolution 3866 on February 24.
As you know, this resolution identifies specific fare media by operator to transition to
smart card only availability. The TransLink"™/Clipper®™ program is funded in part by
the Federal Transit Administration (FTA). Chapter V-4 of FTA Circular 4720.1A,
“Title VI and Title VI-Dependent Guidelines for Federal Transit Administration
Recipients” requires the evaluation of the impact of fare changes on minority and low-
income populations. Although the requirements of Chapter V are the responsibility of
transit operators, MTC intends to conduct a Title VI evaluation under Chapter V-4, to
determine whether the fare media transitions required by Resolution 3866 are “fare
changes” and if so, to ensure that the transitions will not result in adverse or
discriminatory impacts on the communities of concern identified in Title VI. After the
evaluations are completed, we plan to present the evaluation results and any necessary
mitigations to MTC’s Operations Committee.

In order to ensure that the final product is an effort the operators can endorse, we intend
to work with all the operators to ensure its thoroughness and credibility. You are
probably aware that Title VI evaluations are data driven. Census or other data which
shows the demographics of a transit agency's service area, and surveys or other sources
which show the demographics of a transit agency's actual ridership, are often
fundamental to a Title VI evaluation. Assistance from your agency staff, such as
providing information about your agency’s ridership demographics, will almost
certainly be required to properly carry out the Title VI evaluations. I ask that you direct
your staff to promptly cooperate with any request from MTC for information related to
the Title VI evaluations. MTC staff is convening a meeting with transit agency fare
media transition liaisons and Title VI compliance officers to discuss this on Tuesday,
March 23, 2010 at 2 PM here at MTC; the names of the persons MTC understands fill
these respective positions are attached to this letter. Please feel free to recommend to us
other staff you would like to join us in this meeting.

Since several transit agencies have fare media products that are transitioning to
TransLink®/Clipper™ in the next few months, time is of the essence to do the needed
work. MTC expects to engage a consultant to assist with these evaluations, and plans to
get this support under contract quickly.
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Page 2

The TransLink®/Clipper™ program is on the cusp of unprecedented growth and patron
acceptance. I ask for your assistance in seeing that these evaluations of planned fare media
transitions are viewed not as another hurdle to the wider use of TransLink®/Clipper™, but as a
way to ensure the populations protected by Title VI can enjoy the benefits of the program.

Sincerely,

Andrew B. Fremier
Deputy Executive Director, Operations

JASECTION\EXEC\EO\Andrew Fremier\Correspondence 2010\a_Dorothy Dugger Fremier Title VI assessmentGM 3 18 2010 BART.doc



Invited Staff
Title VI Kick-off Meeting

Agency Fare Media Transition Staff | Title VI Staff

AC Transit Ken Rhodes Tina Spencer
BART Larry Kozimor Wayne Wong
Caltrain Janet McGovern TBD

Golden Gate Transit and Ferry | Barbara Vincent Harvey Katz
SFMTA Diana Hammons Kathleen Sakelaris
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AC TRANSIT DISTRICT GM Memo No. 10-125b
Board of Directors
Executive Summary Meeting Date: September 1, 2010

Committees:

Planning Committee ] Finance and Audit Committee [
External Affairs Committee ] Operations Committee ]
Rider Complaint Committee [] Paratransit Committee ]
Board of Directors X Financing Corporation L]

SUBJECT: Setting the End Date for the Sale of the 31 Day Local Adult, 10 Ride Local
Adult and 10 Ride Youth/Senior/Disabled Magnetic Strip Passes to be October 31, 2010
and Set the Last Use Date of the Passes to be December 31, 2010.

RECOMMENDED ACTION:

[ ] Information Only [] Briefingltem [X] Recommended Motion

Consider Setting the End Date for the Sale of the 31 Day Local Adult, 10 Ride Local
Adult and 10 Ride Youth/Senior/Disabled Magnetic Strip Passes to be October 31,
2010 and Set the Last Use Date of the Passes to be December 31, 2010.

At the Operations Committee meeting on June 9, 2010, the members requested that the
memo be forwarded to the Board, and that it be updated to include a report on the progress
of the transition of the Youth Pass to Translink/Clipper, as well as maps of the current
vendors and Translink/Clipper vendors.

At the July 14, 2010 Board meeting, the Board delayed action on this item until the
review of MTC’s Title VI Assessment was completed and reviewed by staff. New
information regarding the assessment is contained in the memo in bold type.

Fiscal Impact:
None as a result of this report. Failure to achieve the elimination of magnetic strip fare

media at retail by October 31, 2010 may impact the TDA funding for the coming fiscal year
and beyond.

Background/Discussion:

AC Transit submitted a fare media transition plan to MTC in July 2009. The transition plan
states that all magnetic strip fare media sold at retail will be transitioned to TransLink /
Clipper no later than September of 2010. However, due to a delay in the MTC Title VI
assessment, that date has been pushed to October 31, 2010.

During the past 12 months, TransLink usage on AC Transit has increased to over 18,000
boardings per day. Further increases in passenger usage are anticipated as youth and
adult local riders transition. As seen with the transbay riders, much of the transition to the
TransLink / Clipper card will only occur once the current magnetic strip tickets are no longer
available.
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To prepare for the final media transition to the TransLink / Clipper fare card, significant effort
has been made by AC Transit to understand customer issues and address those issues as
they arise:
e A public meeting in San Francisco to hear feedback from transbay riders prior to
elimination of transbay magnetic strip fare media
o The elimination of transbay 31 day and 10 ride magnetic strip tickets
The addition of Walgreens as a retailer for TransLink / Clipper cards and value
¢ Outreach to schools and parent / teacher groups to let parents know about TransLink
for youth
« Decision to raise the youth eligibility age to include the 18" year for students
e The decision to eliminate youth 31 day magnetic strip passes
e The addition of CVS pharmacy as a TransLink / Clipper retailer

Based on prior discussions with the Board regarding outreach efforts to understand issues
and concerns with TransLink, no public meeting is recommended or planned for this change
to the fare media used by AC Transit.

This memo will address the current program status, the transition from TransLink to Clipper,
the Title VI assessment. it will also address outreach plans to assure that the information
about all of these changes reach our patrons.

Current Program Status:

1. The transition from TransLink to Clipper was completed on June 16, 2010

2. TransLink / Clipper Customer Service office at the Service Bureau continues to meet

the performance criteria  (report attached)

3. Youth Outreach Update:

e As of August 26, 2010, over 6,500 youth cards have been issued. Over 100
additional card applications are being taken by the ticket office every day

o The ticket office was open Saturday July 24 and Saturday, August 28

o Over 55 outreach events have been completed

+ Additionally, staff continues to work with social service agencies and
schools to determine additional opportunities to register youth for
TransLink / Clipper.

4. MTC’s vendor, the Clipper Customer Service office, continues to add staff to
address growing card and customer volumes. The service center had been
keeping up with demand, but slipped in the last six to eight weeks due to
increases in volume driven by the SFMTA transitions.

The last day to purchase a Youth 31 day local magnetic strip pass is June 30"

An in-person card replacement location is currently being established in San

Francisco. Timeline is fall / winter 2010.

7. On-line value and usage information is now available on the TransLink / Clipper
website

> o
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Title VI Review:

The MTC is conducting a regional Title V] assessment for the TransLink/Clipper
transitions to assess disparate impacts to minority/low income populations and
determine any mitigation measures that wouid be necessary.

The assessment for the AC Transit adult pass transition includes analysis for the
rider populations that would be impacted by the change as well as an analysis of
vendor locations to ensure that there will be similar access to Clipper vendors
compared to current AC Transit pass vendors. To assess impacts to riders,
MTC’s consultants used data from the District’s 2008 on-board survey, which will
be presented to the AC Transit Board in October.

Based on the Title VI assessment of the Clipper transition, MTC's consultants
suggest that there may be disparate impacts fo low income and minority rider
populations. As a result, MTC staff and District staff will be developing strategies
to ensure that the disparate impacts can be successfully mitigated. AC Transit
has previously suggested that continuing the free Clipper card would be an
appropriate mitigation and will be advocating that with MTC staff. If there is a
problem negotiating mitigations, staff will bring this back to the Board.

Additionally, as a result of the vendor analysis, there may be some areas in the
outer sections of the District that will require further vendor recruitment. Based
on input from the Board at the July 14™ meeting, MTC has also directed Cubic to
find vendors in inner East Oakland. However, based on the vendor analysis that
reviewed access to vendors within a % to % mile radius, there were enough
vendors in that area to mitigate any impact on access.

Vendor Analysis:

The TranslLink / Clipper network is not an exact match to the current network, but with the
addition of the CVS Pharmacy stores (previously Longs Drugs) the ability to access AC
Transit passes is very good. Currently there are about 130 vendors selling AC Transit fare
media; most, but not all of them are retail outlets. The TransLink / Clipper implementation
plan originally committed to locating 75 vendors (currently there are 73) for the AC Transit
implementation, but with the addition of CVS Pharmacy in the coming months, there will be
115 vendors. [n addition to the "on the sireet” network, customers can also add value on
TransLink via the telephone, the internet or using Autoload.

The marketing staff performed a very specific analysis of the vendor network (Attachment 4)
by zip code. This analysis is intended to identify gaps in the vendor network that need to be
addressed. Information is included to compare current and future coverage by zip code,
by city and by district ward.

In summary, the zip codes below may warrant further attention because there will be at least
two fewer vendors in these areas than there are today, or, in two cases, there will be no



GM Memo No. 10-125b
Meeting Date: September 1, 2010
Page 4 of 5

Translink/Clipper vendors. Staff is already working with staff from MTC and Clipper to try
and address these gaps.

Zip Codes with at least two Fewer Clipper Vendors than the current network
(or no Clipper vendors)

City Zip Current Future
Fremont 943536 4 1
Union City 94587 3 1
Qakland 94601 & 4
QOakland 94603 3 0
QOakland 94612 9 4
Berkeley 94703 4 1
San Lorenzo 94580 1 0

On the other hand, in several zip codes there will be more vendors than the current AC
Transit network; below is a list of those areas in which there will be at least two more
vendors.

City Zip Current Future
Hayward 94544 3 6
Hayward 04545 0 1
San Pablo %4806 2 6
El Sobrante 94803 0 l
Fremont 84555 0 1

In response to a specific question, staff determined that the City of Richmond has an equal
number of vendors to the current network and San Pablo has 4 additional TransLink /
Clipper vendors. The contractor has contacted the two social service agencies that
were recommended as possible vendors; as of August 26, 2010, neither of these two
agencies has joined the program. The contractor continues to follow up.

The ClipperCard contractor has contacted all three current AC Transit vendors in zip
code 94603. It is likely that one of the three vendors will become a Clipper vendor;
the other two vendors are not responding or not interested. The contractor
continues to look for other possible vendors in the zip code 84603.

Marketing / Qutreach Plans:

The marketing outreach plan includes a combination of passenger education and
outreach, vendor communications and internal staff communications. Attached is a
document detailing outreach plan.

Prior Relevant Board Actions/Policies:

1. Adopt Resolution No. 08-011 Eliminating the Sale and Use of Transbay 10-Ride and
31-Day Magnetic-Strip Tickets from the District's and Dumbarton Express Fare

2. GM Memo 10-079 — Youth TransLink Transition Dates
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Attachments:

1. Adult Local Paper Fare Media Elimination Marketing and Outreach
2. TransLink Program Management Report KPls, May 2020

3. Vendor Maps from Title VI Analysis

4. Vendor Analysis by Zip Code

Approved by: Mary V. King, Interim General Manager
Kathleen Kelly, Chief Operating Officer

Prepared by: Ken Rhodes, Customer Service Manager

Date Prepared: August 26, 2010
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AC Transit
Adult Local Paper Fare Media Elimination

Communications Strategics

‘The challenge of transitioning thousands of Adult local passengers to TranLink/Clipper can be overcome
with a comprehensive plan for reaching Adult Local passengers during their commute, and their day-to-
day activities. Marketing and Community Relations staff has developed a strategy for communicating
with Adult local passengers using a combination of tactics including creative marketing formats that are
effective at reaching specific target markets, onboard signs, and online communications/social media.
Staff will also work with other AC Transit employees - particularly Operations and Telephone
Information staff - and retail vendors to educate them about the elimination of Adult local tickets,
Working with MTC, staff will also leverage regional outreach efforts promoting the Clipper card in
support of AC Transit’s ticket elimination campaign.

1. Passenger education. Staff will reach AC Transit’s Adult local passengers (including low-income and
non-English speaking) in several ways. Educational materials will be produced in large quantities and in
three languages, and handed out at outreach events, given out by ticket office staff, offered at AC Transit
community meetings and events, and mailed to community groups, libraries and organizations through
which passengers can be reached.

This summer, onboard signs in three languages will inform passengers of the end-of-sale date for Adult
local paper media, followed in the fall by a second set of signs informing passengers of the end-of-
acceptance date. All materials and signs will encourage Adult passengers to switch to Clipper, unless they
already have a TransLink card which will continue to work. Regional MTC-sponsored street teams will
promote Clipper at a variety of locations and on selected agency vehicles/bus lines, explaining how it
works and where to obtain a free card. AC Transit’s ticket elimination message will be made part of the
regional Clipper outreach messaging.

Educational materials about the paper fare media elimination will include a trilingual brochure
announcing the ticket elimination, posters in languages at AC Transit ticket vendors alerting customers of
the upcoming change, and onboard signs in three languages. Whenever possible, AC Transit will include
Clipper brochures in three languages with information about where to get a card and how to use it. Social
media, e-News, and Web site articles with links to the clippercard.com site will also be used to inform
passengers of the ticket elimination and persuade them to switch to Clipper.

Free (non-personalized, adult) Clipper cards will be available regionally for at least three months,
approximately July — September, at ticket offices and all Clipper retail locations. (Agencies will be able to
offer free Clipper cards far an indefinite period, as part of agency-specific outreach.)

Advertising specific to AC Transit’s ticket elimination will include:
" Spanish-, Chinese-, and English-language radio spots, explaining the paper fare media
elimination and how to use Clipper;
= Display ads in Spanish- and Chinese-language newspapers;
®  Chinese and Spanish-language TV spots, repurposing the Clipper regional ad with a voiceover
narration about AC Transit’s ticket elimination, in the appropriate language;

Lynch, Marketing & Community Relations
May, 2010
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* Messages imprinted on check-cashing cash jackets, in English and Spanish, distributed in check

cashing stores in specific zip code areas in AC Transit’s service in the East Bay

2. In person Outreach. AC Transit plans to use grant funds to hire its own trilingual street team to
educate passengers on buses, at select BART stations, and other community locations, about their new
fare payment options and about how to use Clipper. This effort will focus heavily on communities with a

higher percentage of underserved passengers. Community organizations will receive geographically-
targeted mailings of educational materials in appropriate languages.

3. Vendor Education- AC Transit and Clipper Retail Locations. Staff will also work with retail
vendors to educate them about the elimination of Adult local tickets. (Cubic staff will be responsible for
Clipper education.) AC Transit and Clipper vendors will receive a letter and phone call explaining the
upcoming fare media change, and be provided with customer take-ones about AC Transit’s Adult local
ticket exchange program. All vendor materials will be available in English, Chinese, and Spanish.

4. Staff education- Operators and AC Transit customer services. At every point possible where
passengers will interact with our operators, supervisors, and customer services staff, training and
information will be provided so that front-line employees can clearly answer questions about the
Adult local ticket elimination, and Clipper. Internal education will include a new TransLink/Clipper
training video about using TransLink/Clipper, periodic Operations Bulletins, and the FAQ brochure and
Clipper brochures. (Cubic customer services staff will also receive AC Transit-specific information.)

Ltynch, Marketing & Cornmunity Relations

May, 2010
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Summary of Data

Vendors by City

City Current [ Future | Difference

Alameda 5 7 2
Albany 1 2 1

Berkeley 13 9 (4)
Castro Valley 2 3 1
El Cerrito 3 3 0
El Sobranie 0 1 1
Emeryville 1 2 1
Fremont 11 11 0
Hayward 6 9 3
Newark 2 2 0

Qakland 41 28 (13)
Pinole 2 2 0
Richmond 4 4 0
Rodeo 1 0 e
San Leandro 7 10 3
San Lorenzo 1 0 (1)
San Pablo 2 6 4
" Total 102 99 i o)

Vendors By Ward
Ward  [Current| Future | Difference

1 20 21 1

2 31 24 (7)

3 26 20 (6)
4 9 17 8
5 16 17 1

__Total 102 | 99 | 13

GM Memo 10-125b

Attachment 4
Addendum
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Appendix D
Street Team Event Locations

24" St. BART

16" St. BART

Fruitvale BART

Hayward BART

Fremont BART

Embarcadero BART
Montgomery BART

Powell BART

Civic Center BART

Concord BART

Daly City BART

Muni Rt. 5 Fulton

Muni Rt. 8X/8AX Bayshore
Muni Rt. 9 San Bruno

Muni Rt. 14 Mission

Muni Rt. 19 Polk

Muni Rt. 21 Hayes

Muni Rt. 22 Fillmore

Muni Rt. 24 Divisadero

Muni Rt. 28 19th Avenue

Muni Rt. 29 Sunset

Muni Rt. 30 Stockton

Muni Rt. 31 Balboa

Muni Rt. 38 AB X

Muni Rt. 47 Van Ness

Muni Rt. 49 Van Ness — Mission
Muni Rt. 54 Felton

Muni T-Third

Muni N-Judah

Muni F-Balboa

San Rafael Transit Center

AC Transit Route 1

AC Transit Route 51A/B

AC Transit Route 72/72M

AC Transit stops at 14th and Broadway, Oakland
19th St/Holloway Street Team
3rd and Stevenson Street Team
Mission and Geneva Street Team
Stockton and Columbus Street Team
City College Street Team



Appendix E

Senior Outreach Locations

30th Street Senior Center

Alexis Apartments

Catholic Charities/OMI Senior Center
Ceatrice Polite

Central Latino Senior Center

China Town Library

Chinatown Community Tenants Association
Clementina Towers

Cumberland Presbyterian Chinese Church
Curran House

Curry Senior Center

DAC/Latino Partnership with ADRC-Mini Connect
Dorothy Day SC (Mercy)

Eastern Park Apts

Eugene Coleman Center

Excelsior Senior Center

Francis of Assisi Community

Geen Mun Senior Center

Jackie Chan Senior Center

Kimochi

Lady Shaw Senior Center

Lassen Apartments

Manilatown Senior Center

Maria Manor

Mei Lun Yuen

Mendelssohn House Residence
Mendelssohn House Senior Center
Menorah Park

Mercy Terrace

Mission Creek Senior Residence

Mission Creek/Senior University (SAN)
NCPHS Community Services

Park Sunset Apartments

Parkview Terraces

Planning for Elders/Bayanihan Center/SAN
Presentation Senior Community

Rosa Parks Apartment/NCPHS

Salvation Army

Senior Action Network



SF Senior Center

Silvercrest. Residence

Soma Family Apartments

South Sunset Senior Center

St. Mary's Medical Center
SWISH

Visitacion Valley Senior Center
Western Park Apt

Woolf House Apartment Building
Woolf House Senior Center
YWCA Apartments



Appendix F

Sample Letter to General Managers re: Title VI Assessment Project



Secott Haggerty, Chair
Alameda County
Adrienne . Tissier, Vice Chair

San Mateo County

Azembrado

Dean . Chu

Cities of Santa Clara County

Dave Cortese
Association of Bay Area Giwvernments

Chris Daly

City and County of San Francisco

Bill Dodd

MNapa County and Cities

Darene M. Giacopini
LS. Department of Transportation

Federal D. Glover

Contra Costa County

Anne W. Halsted
"

Steve Kinsey
Marin County and Citles

Sue Lempert
Clities of San Mateo County

Jake Mackenzie
C

Sonoma County and Ciries

Jon Rubin
San Franciseo Mayor’s Appointec

B
ness,

James P. Spering
Solano County and Cinles

Amy Rein Warth
Cities of Contra Costa County

Ken Yeager

Santa Clara County

Steve Heminger
Execunive [irector

Ann Flemer
Pepury Fxecutive Director, Policy

Andrew B. Fremier
Deputy Exeeutive Director, Operations

March 18, 2010

Ms. Dorothy Dugger

General Manager

San Francisco Bay Area Rapid Transit District
P.O. Box 12688

Oakland, CA 94604-2688

Dear Ms. Dugger:

The Metropolitan Transportation Commission adopted Resolution 3866 on February 24.
As you know, this resolution identifies specific fare media by operator to transition to
smart card only availability. The TransLink"™/Clipper®™ program is funded in part by
the Federal Transit Administration (FTA). Chapter V-4 of FTA Circular 4720.1A,
“Title VI and Title VI-Dependent Guidelines for Federal Transit Administration
Recipients” requires the evaluation of the impact of fare changes on minority and low-
income populations. Although the requirements of Chapter V are the responsibility of
transit operators, MTC intends to conduct a Title VI evaluation under Chapter V-4, to
determine whether the fare media transitions required by Resolution 3866 are “fare
changes” and if so, to ensure that the transitions will not result in adverse or
discriminatory impacts on the communities of concern identified in Title VI. After the
evaluations are completed, we plan to present the evaluation results and any necessary
mitigations to MTC’s Operations Committee.

In order to ensure that the final product is an effort the operators can endorse, we intend
to work with all the operators to ensure its thoroughness and credibility. You are
probably aware that Title VI evaluations are data driven. Census or other data which
shows the demographics of a transit agency's service area, and surveys or other sources
which show the demographics of a transit agency's actual ridership, are often
fundamental to a Title VI evaluation. Assistance from your agency staff, such as
providing information about your agency’s ridership demographics, will almost
certainly be required to properly carry out the Title VI evaluations. I ask that you direct
your staff to promptly cooperate with any request from MTC for information related to
the Title VI evaluations. MTC staff is convening a meeting with transit agency fare
media transition liaisons and Title VI compliance officers to discuss this on Tuesday,
March 23, 2010 at 2 PM here at MTC; the names of the persons MTC understands fill
these respective positions are attached to this letter. Please feel free to recommend to us
other staff you would like to join us in this meeting.

Since several transit agencies have fare media products that are transitioning to
TransLink®/Clipper™ in the next few months, time is of the essence to do the needed
work. MTC expects to engage a consultant to assist with these evaluations, and plans to
get this support under contract quickly.



Dorothy Dugger
Page 2

The TransLink®/Clipper™ program is on the cusp of unprecedented growth and patron
acceptance. I ask for your assistance in seeing that these evaluations of planned fare media
transitions are viewed not as another hurdle to the wider use of TransLink®/Clipper™, but as a
way to ensure the populations protected by Title VI can enjoy the benefits of the program.

Sincerely,

Andrew B. Fremier
Deputy Executive Director, Operations

JASECTION\EXEC\EO\Andrew Fremier\Correspondence 2010\a_Dorothy Dugger Fremier Title VI assessmentGM 3 18 2010 BART.doc



Invited Staff
Title VI Kick-off Meeting

Agency Fare Media Transition Staff | Title VI Staff

AC Transit Ken Rhodes Tina Spencer
BART Larry Kozimor Wayne Wong
Caltrain Janet McGovern TBD

Golden Gate Transit and Ferry | Barbara Vincent Harvey Katz
SFMTA Diana Hammons Kathleen Sakelaris




Appendix G

AC Transit GM Memo re: Elimination of Paper Fare Media



AC TRANSIT DISTRICT GM Memo No. 10-125b
Board of Directors
Executive Summary Meeting Date: September 1, 2010

Committees:

Planning Committee ] Finance and Audit Committee [
External Affairs Committee ] Operations Committee ]
Rider Complaint Committee [] Paratransit Committee ]
Board of Directors X Financing Corporation L]

SUBJECT: Setting the End Date for the Sale of the 31 Day Local Adult, 10 Ride Local
Adult and 10 Ride Youth/Senior/Disabled Magnetic Strip Passes to be October 31, 2010
and Set the Last Use Date of the Passes to be December 31, 2010.

RECOMMENDED ACTION:

[ ] Information Only [] Briefingltem [X] Recommended Motion

Consider Setting the End Date for the Sale of the 31 Day Local Adult, 10 Ride Local
Adult and 10 Ride Youth/Senior/Disabled Magnetic Strip Passes to be October 31,
2010 and Set the Last Use Date of the Passes to be December 31, 2010.

At the Operations Committee meeting on June 9, 2010, the members requested that the
memo be forwarded to the Board, and that it be updated to include a report on the progress
of the transition of the Youth Pass to Translink/Clipper, as well as maps of the current
vendors and Translink/Clipper vendors.

At the July 14, 2010 Board meeting, the Board delayed action on this item until the
review of MTC’s Title VI Assessment was completed and reviewed by staff. New
information regarding the assessment is contained in the memo in bold type.

Fiscal Impact:
None as a result of this report. Failure to achieve the elimination of magnetic strip fare

media at retail by October 31, 2010 may impact the TDA funding for the coming fiscal year
and beyond.

Background/Discussion:

AC Transit submitted a fare media transition plan to MTC in July 2009. The transition plan
states that all magnetic strip fare media sold at retail will be transitioned to TransLink /
Clipper no later than September of 2010. However, due to a delay in the MTC Title VI
assessment, that date has been pushed to October 31, 2010.

During the past 12 months, TransLink usage on AC Transit has increased to over 18,000
boardings per day. Further increases in passenger usage are anticipated as youth and
adult local riders transition. As seen with the transbay riders, much of the transition to the
TransLink / Clipper card will only occur once the current magnetic strip tickets are no longer
available.



GM Memo No. 10-125b
Meeting Date: September 1, 2010
Page 2 of 5

To prepare for the final media transition to the TransLink / Clipper fare card, significant effort
has been made by AC Transit to understand customer issues and address those issues as
they arise:
e A public meeting in San Francisco to hear feedback from transbay riders prior to
elimination of transbay magnetic strip fare media
o The elimination of transbay 31 day and 10 ride magnetic strip tickets
The addition of Walgreens as a retailer for TransLink / Clipper cards and value
¢ Outreach to schools and parent / teacher groups to let parents know about TransLink
for youth
« Decision to raise the youth eligibility age to include the 18" year for students
e The decision to eliminate youth 31 day magnetic strip passes
e The addition of CVS pharmacy as a TransLink / Clipper retailer

Based on prior discussions with the Board regarding outreach efforts to understand issues
and concerns with TransLink, no public meeting is recommended or planned for this change
to the fare media used by AC Transit.

This memo will address the current program status, the transition from TransLink to Clipper,
the Title VI assessment. it will also address outreach plans to assure that the information
about all of these changes reach our patrons.

Current Program Status:

1. The transition from TransLink to Clipper was completed on June 16, 2010

2. TransLink / Clipper Customer Service office at the Service Bureau continues to meet

the performance criteria  (report attached)

3. Youth Outreach Update:

e As of August 26, 2010, over 6,500 youth cards have been issued. Over 100
additional card applications are being taken by the ticket office every day

o The ticket office was open Saturday July 24 and Saturday, August 28

o Over 55 outreach events have been completed

+ Additionally, staff continues to work with social service agencies and
schools to determine additional opportunities to register youth for
TransLink / Clipper.

4. MTC’s vendor, the Clipper Customer Service office, continues to add staff to
address growing card and customer volumes. The service center had been
keeping up with demand, but slipped in the last six to eight weeks due to
increases in volume driven by the SFMTA transitions.

The last day to purchase a Youth 31 day local magnetic strip pass is June 30"

An in-person card replacement location is currently being established in San

Francisco. Timeline is fall / winter 2010.

7. On-line value and usage information is now available on the TransLink / Clipper
website

> o



GM Memo No. 10-125b
Meeting Date: September 1, 2010
Page 3 of 5

Title VI Review:

The MTC is conducting a regional Title V] assessment for the TransLink/Clipper
transitions to assess disparate impacts to minority/low income populations and
determine any mitigation measures that wouid be necessary.

The assessment for the AC Transit adult pass transition includes analysis for the
rider populations that would be impacted by the change as well as an analysis of
vendor locations to ensure that there will be similar access to Clipper vendors
compared to current AC Transit pass vendors. To assess impacts to riders,
MTC’s consultants used data from the District’s 2008 on-board survey, which will
be presented to the AC Transit Board in October.

Based on the Title VI assessment of the Clipper transition, MTC's consultants
suggest that there may be disparate impacts fo low income and minority rider
populations. As a result, MTC staff and District staff will be developing strategies
to ensure that the disparate impacts can be successfully mitigated. AC Transit
has previously suggested that continuing the free Clipper card would be an
appropriate mitigation and will be advocating that with MTC staff. If there is a
problem negotiating mitigations, staff will bring this back to the Board.

Additionally, as a result of the vendor analysis, there may be some areas in the
outer sections of the District that will require further vendor recruitment. Based
on input from the Board at the July 14™ meeting, MTC has also directed Cubic to
find vendors in inner East Oakland. However, based on the vendor analysis that
reviewed access to vendors within a % to % mile radius, there were enough
vendors in that area to mitigate any impact on access.

Vendor Analysis:

The TranslLink / Clipper network is not an exact match to the current network, but with the
addition of the CVS Pharmacy stores (previously Longs Drugs) the ability to access AC
Transit passes is very good. Currently there are about 130 vendors selling AC Transit fare
media; most, but not all of them are retail outlets. The TransLink / Clipper implementation
plan originally committed to locating 75 vendors (currently there are 73) for the AC Transit
implementation, but with the addition of CVS Pharmacy in the coming months, there will be
115 vendors. [n addition to the "on the sireet” network, customers can also add value on
TransLink via the telephone, the internet or using Autoload.

The marketing staff performed a very specific analysis of the vendor network (Attachment 4)
by zip code. This analysis is intended to identify gaps in the vendor network that need to be
addressed. Information is included to compare current and future coverage by zip code,
by city and by district ward.

In summary, the zip codes below may warrant further attention because there will be at least
two fewer vendors in these areas than there are today, or, in two cases, there will be no
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Translink/Clipper vendors. Staff is already working with staff from MTC and Clipper to try
and address these gaps.

Zip Codes with at least two Fewer Clipper Vendors than the current network
(or no Clipper vendors)

City Zip Current Future
Fremont 943536 4 1
Union City 94587 3 1
Qakland 94601 & 4
QOakland 94603 3 0
QOakland 94612 9 4
Berkeley 94703 4 1
San Lorenzo 94580 1 0

On the other hand, in several zip codes there will be more vendors than the current AC
Transit network; below is a list of those areas in which there will be at least two more
vendors.

City Zip Current Future
Hayward 94544 3 6
Hayward 04545 0 1
San Pablo %4806 2 6
El Sobrante 94803 0 l
Fremont 84555 0 1

In response to a specific question, staff determined that the City of Richmond has an equal
number of vendors to the current network and San Pablo has 4 additional TransLink /
Clipper vendors. The contractor has contacted the two social service agencies that
were recommended as possible vendors; as of August 26, 2010, neither of these two
agencies has joined the program. The contractor continues to follow up.

The ClipperCard contractor has contacted all three current AC Transit vendors in zip
code 94603. It is likely that one of the three vendors will become a Clipper vendor;
the other two vendors are not responding or not interested. The contractor
continues to look for other possible vendors in the zip code 84603.

Marketing / Qutreach Plans:

The marketing outreach plan includes a combination of passenger education and
outreach, vendor communications and internal staff communications. Attached is a
document detailing outreach plan.

Prior Relevant Board Actions/Policies:

1. Adopt Resolution No. 08-011 Eliminating the Sale and Use of Transbay 10-Ride and
31-Day Magnetic-Strip Tickets from the District's and Dumbarton Express Fare

2. GM Memo 10-079 — Youth TransLink Transition Dates
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Attachments:

1. Adult Local Paper Fare Media Elimination Marketing and Outreach
2. TransLink Program Management Report KPls, May 2020

3. Vendor Maps from Title VI Analysis

4. Vendor Analysis by Zip Code

Approved by: Mary V. King, Interim General Manager
Kathleen Kelly, Chief Operating Officer

Prepared by: Ken Rhodes, Customer Service Manager

Date Prepared: August 26, 2010
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AC Transit
Adult Local Paper Fare Media Elimination

Communications Strategics

‘The challenge of transitioning thousands of Adult local passengers to TranLink/Clipper can be overcome
with a comprehensive plan for reaching Adult Local passengers during their commute, and their day-to-
day activities. Marketing and Community Relations staff has developed a strategy for communicating
with Adult local passengers using a combination of tactics including creative marketing formats that are
effective at reaching specific target markets, onboard signs, and online communications/social media.
Staff will also work with other AC Transit employees - particularly Operations and Telephone
Information staff - and retail vendors to educate them about the elimination of Adult local tickets,
Working with MTC, staff will also leverage regional outreach efforts promoting the Clipper card in
support of AC Transit’s ticket elimination campaign.

1. Passenger education. Staff will reach AC Transit’s Adult local passengers (including low-income and
non-English speaking) in several ways. Educational materials will be produced in large quantities and in
three languages, and handed out at outreach events, given out by ticket office staff, offered at AC Transit
community meetings and events, and mailed to community groups, libraries and organizations through
which passengers can be reached.

This summer, onboard signs in three languages will inform passengers of the end-of-sale date for Adult
local paper media, followed in the fall by a second set of signs informing passengers of the end-of-
acceptance date. All materials and signs will encourage Adult passengers to switch to Clipper, unless they
already have a TransLink card which will continue to work. Regional MTC-sponsored street teams will
promote Clipper at a variety of locations and on selected agency vehicles/bus lines, explaining how it
works and where to obtain a free card. AC Transit’s ticket elimination message will be made part of the
regional Clipper outreach messaging.

Educational materials about the paper fare media elimination will include a trilingual brochure
announcing the ticket elimination, posters in languages at AC Transit ticket vendors alerting customers of
the upcoming change, and onboard signs in three languages. Whenever possible, AC Transit will include
Clipper brochures in three languages with information about where to get a card and how to use it. Social
media, e-News, and Web site articles with links to the clippercard.com site will also be used to inform
passengers of the ticket elimination and persuade them to switch to Clipper.

Free (non-personalized, adult) Clipper cards will be available regionally for at least three months,
approximately July — September, at ticket offices and all Clipper retail locations. (Agencies will be able to
offer free Clipper cards far an indefinite period, as part of agency-specific outreach.)

Advertising specific to AC Transit’s ticket elimination will include:
" Spanish-, Chinese-, and English-language radio spots, explaining the paper fare media
elimination and how to use Clipper;
= Display ads in Spanish- and Chinese-language newspapers;
®  Chinese and Spanish-language TV spots, repurposing the Clipper regional ad with a voiceover
narration about AC Transit’s ticket elimination, in the appropriate language;

Lynch, Marketing & Community Relations
May, 2010
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* Messages imprinted on check-cashing cash jackets, in English and Spanish, distributed in check

cashing stores in specific zip code areas in AC Transit’s service in the East Bay

2. In person Outreach. AC Transit plans to use grant funds to hire its own trilingual street team to
educate passengers on buses, at select BART stations, and other community locations, about their new
fare payment options and about how to use Clipper. This effort will focus heavily on communities with a

higher percentage of underserved passengers. Community organizations will receive geographically-
targeted mailings of educational materials in appropriate languages.

3. Vendor Education- AC Transit and Clipper Retail Locations. Staff will also work with retail
vendors to educate them about the elimination of Adult local tickets. (Cubic staff will be responsible for
Clipper education.) AC Transit and Clipper vendors will receive a letter and phone call explaining the
upcoming fare media change, and be provided with customer take-ones about AC Transit’s Adult local
ticket exchange program. All vendor materials will be available in English, Chinese, and Spanish.

4. Staff education- Operators and AC Transit customer services. At every point possible where
passengers will interact with our operators, supervisors, and customer services staff, training and
information will be provided so that front-line employees can clearly answer questions about the
Adult local ticket elimination, and Clipper. Internal education will include a new TransLink/Clipper
training video about using TransLink/Clipper, periodic Operations Bulletins, and the FAQ brochure and
Clipper brochures. (Cubic customer services staff will also receive AC Transit-specific information.)

Ltynch, Marketing & Cornmunity Relations

May, 2010
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Summary of Data

Vendors by City

City Current [ Future | Difference

Alameda 5 7 2
Albany 1 2 1

Berkeley 13 9 (4)
Castro Valley 2 3 1
El Cerrito 3 3 0
El Sobranie 0 1 1
Emeryville 1 2 1
Fremont 11 11 0
Hayward 6 9 3
Newark 2 2 0

Qakland 41 28 (13)
Pinole 2 2 0
Richmond 4 4 0
Rodeo 1 0 e
San Leandro 7 10 3
San Lorenzo 1 0 (1)
San Pablo 2 6 4
" Total 102 99 i o)

Vendors By Ward
Ward  [Current| Future | Difference

1 20 21 1

2 31 24 (7)

3 26 20 (6)
4 9 17 8
5 16 17 1

__Total 102 | 99 | 13

GM Memo 10-125b

Attachment 4
Addendum
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Appendix H

MTC Resolution No. 3866, Revised



Date: February 24, 2010
W.IL: 1227
Referred By:  Operations Committee
Revised: 10/26/11-C

ABSTRACT
Resolution No. 3866, Revised

This resolution updates and adopts MTC’s Transit Coordination Implementation Plan pursuant to
the requirements of California Government Code §§ 66516 (SB 1474) and 66516.5; Public
Utilities Code §§ 99282.51 and 99314.7; and Streets and Highways Code § 30914.5.

This resolution supersedes Resolution No. 3055, as amended.



Date: February 24, 2010
W.I: 1227
Referred By:  Operations Committee

Re: Transit Coordination Implementation Plan

METROPOLITAN TRANSPORTATION COMMISSION

RESOLUTION NO. 3866

WHEREAS, pursuant to Section 66516 of the California Government Code, the
Metropolitan Transportation Commission (MTC) is required to adopt rules and regulations to
promote the coordination of fares and schedules for all public transit systems within its
jurisdiction and to require every system to enter into a joint fare revenue sharing agreement with

connecting systems; and

WHEREAS, pursuant to Section 66516.5 of the Government Code, MTC may identify
and recommend consolidation of those functions performed by individual public transit systems

that could be consolidated to improve the efficiency of regional transit service and;

WHEREAS, pursuant to Section 99282.5 of the California Public Utilities Code (PUC),
MTC is required to adopt rules and regulations to provide for governing interoperator transfers so

that the public transportation services between public transit operators are coordinated; and

WHEREAS, pursuant to Section 99314.7 of the Public Utilities Code, MTC is required to
evaluate an operator’s compliance with coordination improvements prior to an operator receiving

allocations of State Transit Assistance (STA) funds; and

WHEREAS, pursuant to Section 30914.5 of the Streets and Highways Code, MTC must
adopt, as a condition of Regional Measure 2 fund allocation, a regional transit connectivity plan
to be incorporated in MTC’s Transit Coordination Implementation Plan pursuant to Section
66516.5, requiring operators to comply with the plan, which must include Policies and

procedures for improved fare collection; and
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WHEREAS, MTC previously adopted Resolution No. 3055 to implement these

requirements; and

WHEREAS, in order to ensure progress toward implementing coordination
recommendations, MTC wishes to formalize these recommendations by adopting the rules and
requirements required pursuant to Government Code Section 66516 and PUC Section 99282.5 as
set forth in this MTC Transit Coordination Implementation Plan, which includes a regional
Transit Connectivity Plan and Implementation Requirements, attached to this Resolution as

Attachments A and B, and incorporated herein as though set forth at length;

WHEREAS, MTC has consulted with the region’s transit agencies to develop the
regional Transit Connectivity Plan and Implementation Requirements, as required by

Government Code §§ 66516 and Streets and Highways Code § 30914.5; now therefore be it

RESOLVED, that MTC adopts the Transit Connectivity Plan (“Plan”) as set forth in
Attachment A; and be it further

RESOLVED, that MTC adopts the Implementation Requirements, as set forth in
Attachment B; and, be it further

RESOLVED, that prior to determining fund programming and allocations for an operator,
MTC shall review the efforts made by the operator to implement the requirements identified in
Attachments A and B, and if MTC determines that the operator has not made a reasonable effort
to implement the requirements of Attachments A and B, MTC may, at its discretion, withhold,
restrict or re-program funds and allocations to such operator to the extent allowed by statute, rule,

regulation, or MTC policy; and, be it further

RESOLVED, that all funds subject to programming and/or allocation by MTC are
covered by this resolution including but not limited to State Transit Assistance, Transportation

Development Act, Regional Measure 2, Congestion Mitigation and Air Quality, Surface
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Transportation Program and Transit Capital Priorities funds, to the extent permitted by statute;
and, be it further

RESOLVED, that this resolution shall be transmitted to the affected transit operators to

‘guide them in development of their annual budgets and short-range transit plan revisions; and, be

it further

RESOLVED, that the Operations Committee is authorized to approve amendments to

Attachments A and B, following consultation with the affected transit operators; and be it further

RESOLVED, this resolution supersedes Resolution No. 3055.

METROPOLITAN TRANSPORTATION COMMISSION

Scott Haggerty, Chair

The above resolution was entered into by

the Metropolitan Transportation Commission
at a regular meeting of the Commission held in
Oakland, California, on February 24, 2010



Date: February 24, 2010
W.I: 1227
Referred By:  Operations Committee

Attachment A
Resolution No. 3866
Page 1 of 1

Attachment A
MTC Transit Connectivity Plan

This Attachment A incorporates by reference the Transit Connectivity Plan, previously approved
by MTC in MTC Resolution No. 3055, which may be downloaded at:
http://www.mtc.ca.gov/planning/connectivity/index.htm.




Date: February 24, 2010
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Referred By:  Operations Committee
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Attachment B
Resolution No. 3866, Revised
Page 1 of 25

Attachment B
Implementation Requirements

The purpose of these Implementation Requirements is to establish the expectations and
requirements for each transit agency with respect to implementing the recommendations of the
Commission’s Transit Connectivity Plan (2006) and maintaining other transit coordination
programs, to outline the process by which MTC will involve transit operators in changes to
coordination requirements, and to establish the process for Commission action in the event of
transit agency non-compliance with these implementation requirements. A copy of this
Resolution 3866 is available for download at http://www.mtc.ca.gov/planning/tcip/.

Per the Transit Connectivity Plan, MTC places high priority on improvements that:

e Accomplish tangible improvements for the passenger;

o Benefit the largest number of transit users, including both inter- and intra-system
transit riders, to the extent possible;

e Improve system productivity by sharing agency resources; and

e Enhance the ability of transit riders to reach significant destinations in adjoining
jurisdictions and along regional corridors by (1) improving the connections between
system services and (2) providing through service to adjoining jurisdictions in those
cases where the market clearly justifies such service.

In order to manage resources effectively, MTC will focus on a limited number of high priority
improvements, transfer project leadership from MTC to one or more transit agencies where
possible upon agreement of project partners, and establish priorities for implementing new
projects.

The Commission has established specific transit operator requirements to implement a
coordinated regional network of transit services and to improve overall service productivity as
defined in the Transit Connectivity Plan. Any agency that is an eligible recipient of funds subject
to allocation or programming by MTC is subject to these requirements, including, but not limited
to the following:



NoWUnAE LN -

®©

10.

11

12.
13.

14.
15.
16.
17.

Resolution No. 3866

Attachment B
Page 2 of 25
Altamont Commuter Express 18. Sonoma Marin Area Rail Transit
Alameda-Contra Costa Transit District 19. Transbay Joint Powers Authority
Bay Area Rapid Transit District 20. Union City Transit
Caltrain 21. Water Emergency Transportation
Capital Corridor Joint Powers Authority Authority
Central Contra Costa Transit Authority 22. Western Contra Costa Transit
Dumbarton Bridge Route Operating Authority
Consortium 23. City of Alameda
Eastern Contra Costa Transit Authority 24, City of Benicia
Golden Gate Bridge, Highway and 25. City of Cloverdale
Transportation District 26. City of Dixon
Livermore Amador Valley Transit Authority  27. City of Emeryville
. Marin County Transit District 28. City of Fairfield/Suisun City Transit
Napa County Transportation Planning Agency 29. City of Healdsburg
San Francisco Municipal Transportation 30. City of Petaluma
Agency 31. City of Rio Vista
San Mateo County Transit District 32. City of Santa Rosa
Santa Clara Valley Transportation Authority ~ 33. City of Vacaville
Solano Transportation Authority 34. City of Vallejo

Sonoma County Transit

. Operator Implementation Requirements

1. Implementation Requirements

The region has a history of implementing projects to improve transit coordination. Early
efforts focused on regional programs and policies such as disseminating tax-free transit
benefits and making paratransit eligibility determinations. More recent efforts, such as the
Transit Connectivity Plan, identified improvements to (1) designated regional transit hubs,
including way-finding signage and transit information, real time transit information, schedule
coordination, last-mile services and hub amenities, and (2) system wide connectivity
improvements, including 511 information and Clipper®.

Specific implementation requirements for transit operators are listed in Appendices to this
Attachment:

e Appendix B-1, 511 Transit Program Requirements (including real-time transit);

e Appendix B-2, Regional Transit Hub Signage Program Requirements;

e Appendix B-3, Clipper® Implementation Requirements; and

e Appendix B-4, Maintenance of Existing Coordinated Services.

As MTC continues to address recommendations from the Transit Connectivity Plan and other
emerging issues such as Transit Sustainability, new implementation requirements may
become necessary. The appendices may be modified to reflect changes in implementation
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responsibilities, following the procedures outlined in this Attachment B, and subject to
approval by the Commission.

2. SB 602 Fare and Schedule Coordination Requirements

Currently, each operator certifies its adherence to the provisions of SB 602 (Statutes 1989,
Chapter 692, Government Code Section 66516, and as subsequently amended) as part of the
annual allocation process for TDA and STA funds when requests for these funds are
submitted to MTC. The SB 602 requirements are now incorporated into this Res. 3866, and
each operator’s compliance will be monitored accordingly. Per the requirements of SB 602,
each transit agency in the region has a revenue sharing agreement with every connecting
agency. In some cases, this takes the form of a reciprocal agreement to accept each other’s
passengers free of charge or to honor each other’s period passes or single-trip transfers for a
discounted fare. The BART/Muni FastPass is an example of a joint fare instrument to
address SB602 requirements. Each transit agency in the region is required to maintain these
reciprocal agreements as a condition of receiving STA funds (Gov. Code 66516).

3. Preserve Ability to Post and Disseminate Transit Information

MTC expects transit operators to preserve rights for MTC and connecting transit operators to
post and disseminate connecting transit information for free within their facilities. This would
include but not be limited to route, schedule, fare, real-time transit information and
information about regional transit projects (511, Clipper®). For any transit agency that has
already entered into a third-party agreement that compromises these rights, MTC expects the
transit agency to make good faith efforts to reinstate these rights in their agreement at the
earliest opportunity and, at a minimum, to reinstate such rights in future agreements or
renewals entered into after adoption of this Resolution. Nothing herein shall be interpreted as
requiring transit agencies to display advertising. Rather, the objective is to provide transit
customers with pertinent information that improves their transit experience.

B. Cost-Sharing

Implementation activities and other new transit connectivity and coordination efforts added to
these Implementation Requirements will be funded with MTC discretionary funds, transit agency
funds, and/or in-kind contributions of MTC and transit agency staff resources. If MTC considers
adding new projects or services, MTC would implement the consultation process described in
Section C below to vet any expected cost impacts on the operators. Transit agencies are required
to waive all agency fees (for permits, etc.) they would otherwise charge to MTC, other transit
operators or third-party contractors to implement and maintain regional transit coordination
projects detailed in these requirements. Unless otherwise noted, MTC and transit agencies are
expected to cover the cost to implement their respective roles and responsibilities as identified in
these requirements or in pre-existing agreements. As specific initiatives move to
implementation, a lead agency may be designated to coordinate implementation activities on
behalf of the other participating transit agencies. Any agency that assumes this lead role and
incurs costs that it would otherwise not assume in order to perform this function may be
reimbursed, based upon an equitable agreement with the participating agencies, on a marginal
cost basis (i.e., the additional cost the transit operator incurs to perform the work).
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C. Consultation Process

MTC will consult with transit agencies when defining new coordination requirements for
inclusion in Res. 3866 or when updating or revising requirements already in Res. 3866.

MTC will first consult with one or more of its technical advisory committees (TACs) to receive
transit agency input on the specific implementation requirements. MTC will notify TAC
members of the meetings and provide agendas in advance, and facilitate TAC discussions.
Affected transit operators are expected to participate. Transit agencies are responsible for
ensuring that the appropriate staff attends TAC meetings, that they participate in discussions in
good faith, and that they communicate with other relevant staff within their agency (including
those employees whose work may be affected) and executive management so that timely and
constructive agency feedback can be provided to MTC. MTC will consider TAC input when
formulating draft policy. In cases where there is no relevant TAC to address the issue under
consideration, MTC will formulate draft policy and solicit feedback from general advisory
groups, such as the Partnership Technical Advisory Committee (PTAC) or the Transit Finance
Working Group.

At its discretion, MTC may also solicit input from the Partnership Board, the Partnership
Technical Advisory Committee, the Transit Finance Working Group and MTC’s Policy Advisory
Council prior to Commission action. Following consultation with the TAC(s) and/or other
advisory groups, MTC will solicit feedback from the Partnership Transit Coordination
Committee. MTC will provide notification of the proposed PTCC meeting and agenda through
written communication to transit general managers and transit program coordinators and posting
of the meeting materials on MTC’s web site.

After consulting with transit agencies, MTC will forward staff’s recommendations to the MTC
Operations Committee and the Commission.

D. Sanctions

The Commission expects each transit agency to comply with the requirements outlined in this
Resolution and its Attachments as a condition of eligibility for STA and TDA funds, Regional
Measure 2 funds, transit capital funds (including federal transit formula funds, STP, CMAQ and
STIP funds) and other funds subject to Commission programming and allocation actions. MTC
intends that the region’s transit agencies will implement these requirements in good faith and
cooperation among themselves and with MTC. The sanction of withholding, restricting or re-
programming funds to enforce cooperation will be exercised by MTC in cases where an agency
fails to meet or fails to exhibit good faith in meeting these requirements. In such cases, MTC
staff will notify the agency of the possibility that a sanction may be imposed. This notification
will also recommend corrective actions that the agency should take to meet the implementation
requirements. The notification will be sent no less than sixty (60) days prior to forwarding an
MTC staff recommendation to the Commission.



Resolution No. 3866
Attachment B, Appendix B-1
Page 5 of 25

Appendix B-1
511 Transit Information Requirements

MTC provides static transit data (i.e. schedules/trip planning information) through the 511 phone
and web service and real-time transit departure information through the 511 phone and web
services and the Regional Hub Signage Program. MTC requires the full participation and
support of all transit agencies to deliver quality and timely information. MTC and the transit
agencies have jointly developed data transfer mechanisms for schedule, trip planner and real-time transit
data and identified appropriate roles and responsibilities for all parties, as documented in “51/ Transit
Program Roles and Responsibilities.” MTC will review these requirements on an as-needed basis with
transit agency partners. Additionally, MTC and the Real-Time Transit TAC developed “Real-time
Transit Information System System Requirements” that detail the system requirements for all parties. The
two documents are available at: http://www.mtc.ca.gov/planning/tcip/. The key roles and
responsibilities to provide transit agency data on 511 services are as follows:

Transit Agencies will:

Generally:

1. Participate in MTC’s 511 RTIS and Real-Time Transit Technical Advisory Committees.

2. Support, fund and staff their roles and responsibilities related to the 511 services as described
below.

3. Notify transit customers of the availability of 511 information and 511.org on transit agency
web sites, in printed materials, at bus stops/rail stations, and on other transit agency
information channels. '

For Static Transit Information (Schedules/Trip Planner):

4. Provide accurate, complete, timely information regarding transit routes, stops, schedules,
fares for dissemination on all 511 features and services.

5. Transmit schedule and other transit service information to MTC in advance of any schedule
changes to allow for MTC’s timely inclusion in the 511 Transit website. MTC will provide a
schedule identifying the necessary advance time.

6. Perform quality control review (focusing on data changed for upcoming service revisions) on
a representative sample of agency service data prior to transmittal to MTC for MTC’s timely
inclusion in 511°s features and services.

. For Real-time Transit Information:

7. Provide prediction data to the Regional System by establishing and maintaining a data
connection to the Regional System and operating and maintaining an interface application.

8. Meet requirements, as defined in “Real-time Transit Information System System
Requirements”, including the standard interface requirements, and in “57/ Transit Program
Roles and Responsibilities”.

9. Conduct on-going performance monitoring to ensure accurate and timely transfer of data to
the Regional System and accurate provision of prediction data to the public, in collaboration
with MTC.

10. Ensure that there is no impact to its provision of prediction data to 511 in the event that the
transit agency provides its specific prediction data to a third party.
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11. Provide service disruption information to 511 where available and logistically feasible
through agreed upon formats.

MTC will:

Generally:

1. Organize and facilitate MTC’s 511 Transit RTIS and Real-time Transit Technical Advisory
Committees (TAC).

2. Fund, operate, and maintain the 511 services for regional transit information, including
511.org, the 511 transit website, 511 phone, regional real-time transit signs at transit hubs,
and other relevant new applications.

3. In collaboration with transit agencies, conduct performance monitoring to ensure accurate
and timely transfer of both static and real-time transit data to the Regional 511 System.

For Static Transit Information (Schedules/Trip Planner):
4. Notify transit customers of the availability of transit agency websites at appropriate locations
on web site pages of 511.org.

For Real-time Transit Information:

5. Share with third party vendors and the general public the real-time transit data as described in
“511 Transit Program Roles and Responsibilities”.

6. Provide agencies with contact information for the 511 Traveler Information Center (TIC) to
allow for the posting of real-time transit service disruption/emergency information on 511.
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Appendix B-2
Regional Transit Hub Signage Program Requirements

MTC and transit agencies have developed the Regional Transit Hub Signage Program Technical
Standards and Guidelines (e.g. ‘the Standards”) to ensure consistency across the region as the
signage is deployed and maintained. A detailed version of the Standards is available at:
http://www.mtc.ca.gov/planning/tcip/. The Standards may be periodically updated to reflect their

evolution through the Concept Plan and Design/Plan, Specification and Estimates phases of
implementation.

The Standards include:

1. Four main sign types: directional signs, wayfinding kiosks, transit information displays, real-
time transit information displays.

2. Guidance to locate signs at key decision points between transit operator services.

3. Design elements to establish a common “look” and “feel” for the signage including:

Orange ‘i’ icon on a green background;

Standard logos, icons, arrows and messages and an organizing hierarchy;

Standard ‘frutiger’ font;

Hierarchy for the location of information in each sign;

Consistent map orientation and colors;

Directional map compass and walking distance/time radius;

Transit stop designation through agency logo/mode icon/route number ‘bubbles’; and
Prominent 511 logo/message and regional transit program information.

Transit Agencies will:

1.

2.

Lead and/or actively participate in the process to implement the Hub Signage Program.
Participate on the Transit Connectivity TAC.

Comply with the Standards which generally apply to the 21 regional transit hubs
identified in the Transit Connectivity Plan and three airports. Where exceptions to the
Standards are desired, transit operators must seek prior approval from MTC. Where
ambiguity in the Standards exists, transit operators shall request clarification from MTC.
Comply with cost responsibilities. Per Res. 3771 (July 2006), costs associated with
implementing the Regional Transit Hub Signage Program at the 24 hubs are shared. A
revised matrix clarifying cost responsibility by sign type is included as Appendix B-2,
Attachment 1. After initial installation, maintenance and replacement of each sign shall
be the responsibility of the assigned transit agency.

Comply with task responsibilities (O&M, replacement and ownership) further detailed in
Appendix B-2, Attachment 1. MTC expects that transit agencies will jointly confirm task
responsibility for each sign at each hub during the Concept Plan phase, prior to sign
installation, which will ultimately be documented in a table titled “Hub Signage Program
Sign Ownership”, incorporated herein by reference, and posted on MTC’s website at
http://www.mtc.ca.gov/planning/tcip/. In most cases, the transit agency that owns the
property on which the sign is installed will be assigned responsibility. For signs installed
on property not owned by a transit agency, the transit agency providing the most service
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(passenger boardings) in the area of the sign will be assigned responsibility. Some
negotiation between transit agencies may be necessary depending on sign location. Signs
will not be installed until task responsibilities are final. Once installed, transit agencies
must comply with the agreed-upon task responsibilities.

Facilitate the permitting of signs by waiving all fees that a transit agency would usually
charge for sign installation on its property or leased operating area.

As transit agencies plan new facilities or prepare for major remodels of existing facilities,
they shall consult with MTC early in the planning process for applicability of the
Standards to the project.

MTC will:
1. Develop, document and periodically update regional sign Standards.
2. Support coordination of Hub Signage Program implementation at all 24 hubs.
3. Comply with cost and task responsibilities detailed in Appendix B-2, Attachment 1.
4. Solicit feedback from transit agencies on significant changes to regional policy affecting
the 24 hubs through the Transit Connectivity Technical Advisory Committee.
5. As resources permit, provide technical assistance to transit agencies wishing to extend the

regional sign Standard to non-regional hubs.
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Appendix B-3
Clipper® Implementation Requirements

This Appendix defines the Commission’s expectations of the transit agencies to ensure a
successful operation of the Clipper® (formerly TransLink®) system in three sections:

I. Participation Requirements
I. Regional Clipper® Communications and Marketing Activities
III. Fare Media Transition Schedules by Specific Operators

Section I describes general Clipper® implementation requirements for participating operators.

Section II defines expectations for communications and marketing: a program area critical to
smooth implementation of a full transition to Clipper® that can only be addressed through a
collaborative, regional approach.

Section III establishes the dates by which the transit agencies that are currently operating
Clipper® will transition their existing prepaid fare media to Clipper®-only availability.

L. Participation Requirements

The following transit agencies are currently operating Clippe:r® as their fare payment system: AC
Transit, BART, Caltrain, Golden Gate Ferry and Transit, SFMTA, SamTrans, and VTA. Six of
these agencies (not including Caltrain) were slated to be the first to operate Clipper® and were
classified as charter members in the Clipper® Consortium, formed on December 12, 2003 by
MTC and the six transit operators entering into the TransLink® Interagency Participation
Agreement (IPA).! All seven agencies have negotiated and are in the process of entering into a
Memorandum of Understanding (MOU) that will supersede the IPA when executed by all seven
agencies and MTC. References in this Attachment to the IPA shall be read and understood to be
references to the MOU after it becomes final.

The following describes general Clipper® implementation requirements for participating
operators.” An operator’s failure to meet one or more of these requirements may result in non-
compliance with Resolution 3866.

1. Implement and operate the Clipper® fare payment system in accordance with the Clipper®
Operating Rules, as adopted and amended from time to time by MTC. The current
Clipper® Operating Rules (approved in October 2010) are incorporated herein by this
reference. The Clipper® Operating Rules establish operating parameters and procedures

! MTC withdrew from the Consortium effective July 1, 2010, as permitted by the IPA; however, certain of its
provisions related to cost allocation and indemnification continue to apply to MTC.

2 Jtems 1-6 are based on provisions of the IPA, as amended on June 27, 2005 and December 4, 2007, revised in light
of MTC’s withdrawal from the Consortium.
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for the consistent and efficient operation of Clipper® throughout the region and are
available on MTC’s website at http://www.mtc.ca.gov/planning/tcip/.

2. Pay its share of variable operating costs, according to the cost allocation formula set forth
in Appendix A to the IPA, Cost Allocation and Revenue Sharing, except to the extent
such costs are reduced by the incentive payments made by MTC (as referenced in
Appendix A to the I[PA).

3. Abide by the revenue sharing formula in Appendix A to the IPA.

4. Make its facilities and staff available to MTC and the Clipper® Contractor for
implementation of Clipper®. Any Operator and MTC may agree to an Operator-Specific
Implementation Plan, setting forth specific requirements regarding implementation and
operation of Clipper® for such Operator.

5. Make determinations regarding the placement of Clipper® equipment on the Operator’s
facilities and equipment; perform necessary site preparation; attend Clipper® Contractor
training on the use of the Clipper® equipment; and provide training to employees using
the equipment.

6. Accept transfer of ownership of equipment one year following Conditional acceptance by
each Operator, as defined in Section 8.3 of the Clipper® Contract (or for Phase 3 operators
one year following Acceptance, as established by contract change order.’) Maintain and
track a list of all equipment.

7. Perform actions necessary to support transfer of ownership of the Clipper® bank accounts
from BART to MTC. MTC must have fiduciary responsibility for patrons’ prepaid
balances no later than the date on which MTC’s withdrawal from the Consortium
becomes effective.

8. Implement, operate and promote Clipper® as the primary fare payment system for each
Operator. Clipper™s primary market is frequent transit riders (i.e., commuters and transit
passholders). Operators shall not establish other fare payment systems or fare policies
that could deter or discourage these patrons’ preference to use Clipper®. Operators shall
set fares so that fares paid with Clippe:r® are equivalent or lower than fares paid either

with cash or other forms of payment.

No new non-Clipper® prepaid fare product, other than for promotional, special event or
limited-audience—e.g., tourist—fares, shall be created by any transit operator without
consulting with and receiving prior approval from MTC.

3 The Clipper® Contract refers to the Design Build Operate Maintain contract between MTC and Cubic
Transportation Systems, Inc. for the Clipper® fare payment system. The contract was assigned to Cubic on July 2,
2009 and has an operating term extending through November 2, 2019.
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Nothing in this provision is intended to discourage operators from providing leadership
on new technologies or innovations that would offer improvement to fare collection
operations or the customer experience. The expectation is that these new initiatives
should leverage the attributes and assets of Clipper®, not compete with Clipper® or
undermine customers’ preference to use Clipper®.

9. Perform first-line maintenance upon Clipper® equipment located on their facilities or
vehicles, promptly notify the Clipper® Contractor when second-line maintenance of
Clipper® equipment is needed, promptly notify MTC and the Clipper® Contractor of any
issues affecting daily financial reconciliation or accuracy of system reports, issue all types
(including, but not limited to, cards configured as senior or youth) of Clipper® cards and
add value to existing Clipper® cards from all Ticket Office Terminals located at their
business facilities, and provide at least the same level of front-line customer service to
their patrons using Clipper® as to patrons using other forms of fare payment.

10. Sufficiently train and educate agency personnel who have Clipper®-related
responsibilities so those personnel are able to carry out the requirements placed upon
operators in this Resolution.

11. Assist MTC, as necessary, to develop a program for Transit Capital Priorities (TCP)
funds for the purpose of procuring and installing end-of-lifecycle Clipper® equipment and
to submit and administer grants for programmed TCP funds on a “pass-through” basis.

12. Upon transfer of ownership of equipment, take financial responsibility for replacement of
equipment damaged in-service due to vandalism or any other cause not covered by the
Clipper® Contract warranty.’

I Regional Clipper® Communications and Marketing Activities

1.

Effective Date. For operators currently operating the Clipper® system, these Clipper®™
marketing and communications requirements are effective immediately. For operators not yet
operating Clipper®, the requirements are effective two months after MTC’s approval of the
Clipper® system as Revenue Ready for that operator.

General Requirements. Operators shall present Clipper® to customers, employees and media
as a fully operational fare payment option. This includes, but is not limited to, identification
of Clipper® as a fare payment option in brochures, websites, advertisements,

schedules/timetables, email newsletters, internal memos, bulletins and training manuals, and
any other materials that describe an operator’s fare payment options. Operators shall present
Clipper® as an option so that Clipper® has equal or greater prominence than the presentation
of other payment options. Each operator shall incorporate and/or modify the presentation of

* MTC shall procure replacement equipment on an operator’s behalf, and operators shall pay for the full cost of the
equipment including all installation costs and materials.
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Clipper® in existing brochures, websites, schedules/timetables, etc. whenever the operator
next updates the content of these items.

In all cases, operators’ marketing and communications about Clipper®, whether in brochures,
websites, advertisements or other forms, shall adhere to Clipper® brand guidelines developed
by MTC with input from transit operators. The Clipper® Brand Guidelines are available
athttps://www.clippercard.com/ClipperWeb/toolbox.do.

3. Equipment Identification. If not already identified as such, operators shall identify Clipper®-
compatible fare payment and Clipper®-compatible vending equipment with a decal or other
visual identifier to indicate the equipment’s Clipper® compatibility.

4. Operator Training. Operators shall ensure appropriate Clipper®-related training for transit
operator staff including, but not limited to, vehicle operators, station agents, conductors,
customer service personnel, proof of payment officers, ticket sales staff and any other
personnel responsible for interacting with customers concerning payment options.

5. Marketing Coordination. Operators shall participate in the development and implementation
of a Clipper® marketing and communications initiative that will begin approximately June 1,
2010. This includes, but is not limited to:

e Staff participation in the development and implementation of the initiative;

e Dissemination of Clipper® brochures and/or other information materials on vehicles
and/or in stations in a manner consistent with the operator’s dissemination of other
similar operational information; and

e Providing information about Clipper® utilizing space available on vehicles and/or in
stations that is already used by the operator for dissemination of operational information
(space available includes, but is not limited to, car cards, posters, and electronic displays).

6. Funding. Funding for the initial phases of the communications and marketing program shall
come from the marketing funds already in the Clipper® capital budget and previously
assigned to individual operators.

II1. Fare Media

The tables below set forth the fare media that the designated operator shall convert to Clipper®-
only availability and the date by which the operator shall no longer accept such fare media in its
existing form. In general, MTC has emphasized with each operator a transition of those fare
products which currently represent a significant portion of that operator’s boardings.

An operator will be excused from compliance with a transition date requirement for particular
fare media, if the Clipper™ Contractor has not met at least 80% of the cardholder support service
level standards set forth in Section B.1.12 of the Clipper® Contract for the two calendar months
ending one month before the scheduled transition date. The operator’s transition date
requirement for the affected fare media will be reset to one month after the Clipper® Contractor
has met at least 80% of the Clipper® Contract’s cardholder support service level standards for
two consecutive calendar months.
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AC Transit will transition its existing fare media by the following dates:

Date for Ending
Acceptance of
Listed Prepaid

Fare Media Fare Media Comments

EasyPass Transition done
31-Day Transbay Pass — Transition done
Adult
Bear Pass (U.C. Berkeley | Transition done
Employee Pass)
10-Ride Ticket — Youth Transition done
10-Ride Ticket — Adult Transition done
31-Day Local Pass — Youth | Transition done
31-Day Local Pass — Adult | Transition done
10-Ride Ticket — Transition done | Product in paper form was effectively

Senior/Disabled eliminated upon transition of Youth 10-Ride

Ticket to Clipper®-only.
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BART will transition its existing fare media by the following dates:

Fare Media

Date for Ending
Sales and/or
Acceptance of
Listed Prepaid
Fare Media

Comments

EZ Rider card as
payment for transit

Transition done

High Value Discount
(HVD) adult magnetic
stripe ticket (blue)

12/31/2011

Prior to 12/31/11, BART must discontinue
sales of HVD tickets except as noted
below; however, BART may continue
accepting HVD tickets for fare payment
after 12/31/2011.

BART may continue sales of HVD tickets
for a limited period of time at seven My
Transit Plus locations currently operating
in BART stations. This exception shall
remain in effect until 60 days after:

(i) The Clipper® equivalent of HVD tickets
becomes available through WageWorks
and Edenred USA (parent company of
Commuter Check); and

(i) The Clipper® Contractor completes the
requirements in Section 2.3 of Clipper®
Contract Change Order 122.

Senior magnetic stripe
ticket (green)

12/31/2011

Prior to 12/31/11, BART must discontinue
sales of green tickets except as noted
below; BART may continue accepting
green tickets for fare payment after
12/31/2011.

BART may continue sales of green tickets
at a limited number of existing sales
locations. The number of locations and the
length of time sales can continue is subject
to mutual agreement by MTC and BART
after public comment.

(table continues on following page)
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Listed Prepaid
Fare Media
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Comments

Youth and disabled
magnetic stripe ticket
(red)

12/31/2011

Prior to 12/31/11, BART must discontinue
sales of red tickets except as noted below;
BART may continue accepting red tickets
for fare payment after 12/31/2011.

BART may continue sales of red tickets at
a limited number of existing sales
locations. The number of locations and the
length of time sales can continue is subject
to mutual agreement by MTC and BART
after public comment.

Student magnetic stripe
ticket (orange)

Requirement
waived

Product not available on Clipper®.
Recommend that BART align its definition of
youth/student discount with all other operators
in region and eliminate this fare product.
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Caltrain will transition its existing fare media by the following dates:

Date for Ending
Acceptance of
Listed Prepaid

Fare Media Fare Media Comments

Full Fare Monthly Pass Transition done

8-ride Ticket Transition done

Caltrain + Muni Monthly | Transition done
Pass

Eligible Discount Transition done
Monthly Pass

8-ride Eligible Discount | Transition done
Ticket
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Golden Gate Transit and Ferry will transition its existing fare media by the following dates:

Date for Ending
Acceptance of
Listed Prepaid

Fare Media Fare Media Comments

$25 Value Card Transition done

$50 Value Card Transition done

$75 Value Card Transition done

The fare products listed below are issued by Marin Transit, yet accepted on vehicles operated by
Golden Gate Transit within Marin County. If MTC and Marin Transit reach agreement whereby
Marin Transit begins to accept Clipper® as a fare payment method, each of the fare media listed
below shall be converted to Clipper®-only availability within six months after implementation of
a Clipper® version of such fare media.

e $18 Value Card
$36 Value Card
Marin Local 1-Day Pass
Marin Local 7-Day Pass
Marin Local 31-Day Pass
Marin Youth Pass
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San Francisco MTA will transition its existin

Date for Ending

Acceptance of
Listed Prepaid
Fare Media
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dates:

Comments

Monthly Passes

Adult BART/Muni
Monthly Pass

Transition done

Adult Muni Monthly Pass

Transition done

Senior Muni Monthly
Pass

Transition done

RTC/Disabled Monthly
Pass

Transition done

Youth Monthly Pass

Transition done

Visitor/Cable Car

1 Day Passport

Requirement
waived

Product not currently available on Clipper®
limited-use (LU) tickets. However, LUs are
preferred implementation option.

®

3 Day Passport

Requirement
waived

Product not currently available on Clipper
limited-use (LU) tickets. However, LUs are
preferred implementation option.

7 Day Passport

Requirement
waived

Product not currently available on Clipper”™
limited-use (LU) tickets. However, LUs are
preferred implementation option.

Ticket Books/Tokens

Adult Single Ride Ticket
Book

Transition done

Inter-Agency Transfers

BART Two-Way
Transfer

Transition done

BART/Daly City Two-
Way Transfer

3/1/12

Golden Gate Ferry Two-
Way Transfer

Transition done

Transfers

Bus Transfers

6/30/13

Metro/Subway Transfers

Transition done

ADA Transfers

Transition done
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SamTrans will transition these existing fare media by the following dates:

Date for
Ending
Acceptance of
Listed Prepaid
Fare Media Fare Media Comments

Local Monthly Pass 12/31/11 e 12/31/11 transition date subject to change if
forthcoming Title VI assessment performed by
MTC reveals any retailer deficiencies in
specific locations that, in the opinion of MTC,
need to be addressed prior to transition
occurring.

SamTrans may continue to distribute paper
form of this fare product through the county’s
social services agencies.

Local SF Monthly Pass 12/31/11 12/31/11 transition date subject to change if
forthcoming Title VI assessment performed by
MTC reveals any retailer deficiencies in specific
locations that, in the opinion of MTC, need to be
addressed prior to transition occurring.

Express Monthly Pass 12/31/11 12/31/11 transition date subject to change if
forthcoming Title VI assessment performed by
MTC reveals any retailer deficiencies in specific
locations that, in the opinion of MTC, need to be
addressed prior to transition occurring.

Eligible Discount 12/31/11 e 12/31/11 transition date subject to change if
Monthly Pass— forthcoming Title VI assessment performed by
senior/disabled MTC reveals any retailer deficiencies in
specific locations that, in the opinion of MTC,
need to be addressed prior to transition
occurring.

SamTrans may continue to distribute paper
form of this fare product through the county’s
social services agencies.

Youth Monthly Pass 12/31/11 December 2011 date is when paper form of
product is no longer available for purchase
through retail outlets. SamTrans may continue
to distribute paper form of this fare product
through the county’s social services agencies.
“Needy Family Youth Pass” may continue to
be available in paper form through schools for
eligible students only.
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VTA will transition these existing fare media by the following dates:

Date for

Ending
Acceptance of
Listed Prepaid
Fare Media Fare Media Comments

Monthly Pass 6/30/2012 e Transition date subject to change if, by April
1, 2012, there are not at least 50 Clipper®
vendors operational in VTA’s service area, or

MTC has not addressed any retailer
deficiencies in specific locations based on
Title VI assessment performed by MTC.

In such case, transition date will be the last
day of the third month after conditions
described above are met.

Monthly Express Pass 6/30/2012 Same comments as for Monthly Pass.

Day Pass Tokens 6/30/2012 Date is when product is no longer available for
purchase through retail outlets.

If, 12 months after the VTA Day Pass Accumulator is available on Clipper, VTA has a Clipper®
market penetration percentage rate lower than the weighted average of SFMTA’s, AC Transit’s,
and SamTrans’ Clipper® market penetration, then VTA will consider a fare discount that

incentivizes use of Clipper®.
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Other Operators

The following are general Clipper® implementation and fare media transition requirements for
operators not yet operating Clipper®. Following MTC’s approval of the Clipper® system as
Revenue Ready for a given operator, MTC will work with the operator to identify more specific
fare media transition plans. Unless otherwise approved by MTC, an operator shall (i) begin
accepting Clippe:r® for fare payment by customers no more than two months following MTC’s
approval of the Clipper® system as Revenue Ready for the operator, and (ii) end acceptance of
prepaid non-Clipper® fare media no more than one year following MTC’s approval of the
Clipper® system as Revenue Ready for the operator.
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Appendix B-4
Maintenance of Existing Coordinated Services

The Commission’s previously adopted Transit Coordination Implementation Plan
(Resolution No. 3055) included a number of coordination programs that were not modified
by the Transit Connectivity Plan. Of these, the Commission expects the transit operators to
continue to support the following:

1.

Regional Transit Connection (RTC) Discount Card Program — Provides identification
cards to qualified elderly and disabled individuals for reduced fares on transit.

Transit operators and MTC maintain memorandums of understanding about roles and
responsibilities for program implementation. The RTC Discount Card is being
incorporated into the Clipper® program

ADA Paratransit Eligibility Program — Consists of a regional application, a regional
eligibility database administered by a transit agency on behalf of the region and
universal acceptance across transit systems of all eligibility determinations. Transit
operators have flexibility to tailor the application process to screen applicants to
facilitate eligibility determinations.

Interagency ADA Paratransit Services — Establishes policies to promote a consistent
approach to interagency paratransit passenger transfers (see Appendix A-4,
Attachment 1).

Regional Transportation Emergency Management Plan — The Regional Transportation
Emergency Management Plan (formerly know as the Trans Response Plan) is a
framework to coordinate transit services during regional emergencies. Transit
operators are required to participate in regional exercises to test the implementation of
the plan. Transit agencies certify compliance through their annual State Transit
Assistance (STA) funding claims process, and also address emergency coordination
planning through their Short Range Transit Plans.

Regional Links/Express Bus/Feeder Bus Services — Regional Links include bus
service across the Bay Bridge, Dumbarton Bridge, the San Mateo Bridge and the
Richmond/San Rafael Bridge that has been incorporated into the Express Bus
Services program funded with Regional Measure 2 (RM2), and will be monitored per
RM2 requirements. Express Bus Services also include Owl Service which operates
along the BART rail lines at night when BART is closed. Express feeder bus services
to/from BART stations during peak periods are maintained through direct allocation
of BART’s STA funds to transit agencies as specified in the annual Fund Estimate. If
STA is unavailable, BART’s General Fund up to $2.5 million is available to support
these services per existing agreement. If additional funding is needed, it will be
subject to discussion on an annual basis.
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Appendix B-4, Attachment 1
Requirements for Interagency ADA Paratransit Services

Note: Transit operators developed guidelines for interagency ADA paratransit services. MTC
adapted these guidelines for the purpose of defining coordination requirements.

Consistent with the Americans with Disabilities Act (ADA) requirement to provide paratransit
services that are complementary to fixed-route transit services, Bay Area transit operators have
identified a transfer-oriented network of interagency paratransit services. Interagency paratransit
trips may require a transfer between connecting paratransit providers at a location specified by
the transit operator. The following regional requirements are intended to improve connections
between paratransit services for both passengers and paratransit providers. The requirements
establish regional protocol for how the system will operate as well as specify the responsibilities
of paratransit providers to assure an efficient, user-friendly system.

1.

All public transit agencies in the San Francisco Bay Area will honor the regional ADA
Eligibility Process [as approved by transit agencies] when certifying an individual for ADA
paratransit services.

Eligibility for an individual requesting interagency paratransit services will be verified
through the ADA Paratransit Regional Eligibility Database.

Transit operators will develop and make available customer information on how to access
and use interagency paratransit services. This information will be made readily available in
accessible formats.

Interagency paratransit trips will usually require a transfer between connecting paratransit
providers at a location specified by the transit operator. Transit operators will transfer
passengers at designated transfer locations that, to the extent possible, are also used as fixed-
route transfer sites. For operational efficiency or customer service quality, use of other
transfer sites is not precluded. Operators will seek to establish transfer locations that are
clean, safe, sheltered and well-lit with accessible telephones and restrooms nearby.
Established interagency paratransit transfer locations on transit properties will be clearly
marked with a consistent sign designed and adopted at the regional level.

For operational efficiency or customer service reasons, transit operators may:

e transfer passengers to a connecting paratransit provider at a transfer location,
including having the passenger wait without assistance until the connecting provider
arrives; or

e provide through-trip service into an adjoining transit agency’s service area (not
requiring a transfer); or
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e provide transfer assistance to passengers at transfer points (waiting with the passenger
until connecting provider arrives); and

e coordinate their schedules and dispatch procedures with connecting provider(s) on the
day of service.

6. Coordinating Bay Area interagency paratransit reservations shall be the responsibility of
paratransit providers. Subject to availability of rides, a single transit coordinator will be
responsible to schedule an interagency paratransit trip (including round-trip service). For
trips requiring coordination between only two transit operators, the operator in whose
jurisdiction the trip originates will usually perform the function of trip coordinator to
schedule the entire trip and to serve as a point of contact for passenger inquiries. For trips
involving three or more paratransit providers, a regional trip coordinator may perform these
functions.

7. Transit operators shall accept reservations for interagency paratransit trips according to their
local advance reservation policies. When coordinating a trip, the shorter advance reservation
period of the connecting agencies will apply. In some cases, the scheduling operator will be
unable to determine the availability of a requested interagency paratransit trip until the
shortest advance reservation period is open. If, due to differences in advance reservation
periods, trip availability cannot be determined at the time the trip is requested, the scheduling
operator will inform the passenger of when to call to complete the trip reservation process. In
the meantime, the scheduling operator may book available legs of the requested trip
according to local advance reservation policies.

8. Transit operators will charge a fare consistent with each individual operator’s fare payment
policy. All fares will be communicated to the passenger by the operator scheduling the first
leg of the interagency paratransit trip at the time the ride is confirmed. Operators and MTC
will work toward a regional fare payment method and/or regional fare policy for paratransit
services.
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Overview of SamTrans

The San Mateo County Transit District (SamTrans) is tasked with providing public transit
service in San Mateo County, which covers a geographic span of 446 square miles and a
population base of approximately 700,000 persons/residents. Its passenger service consists of
exclusively bus service, with 296 buses and 83 vehicles (paratransit) in its fleet. SamTrans
operates a total of 48 routes, of which 47 are local and one is express.

SamTrans offers a variety of fare payment options to its ridership, including tokens, local-ride
tickets, and a variety of monthly passes. There are products which are institutional, versus
generally available to the public; prepaid, versus available on the vehicle; and full fare, versus
discounted for different eligible groups. Of these fare payment options, SamTrans’ monthly
passes are slated for transition to Clipper-only availability. As such, they are the subject of this
analysis.

Service Area Profile

SamTrans defines its service area as the entire area of San Mateo County. This area consists of
155 census tracts and includes 707,161 residents (per US Census 2000 data)*. The demographic
characteristics of the population within this service area are as follows:

e Minority: 50.2% (Map attached at Appendix A)

e Low-Income: 15.8% (Map attached at Appendix B)

e Limited English Proficiency (LEP): 18.4%, with Spanish as the first language and
Chinese (no further specificity available) as the second language spoken most
prevalently by LEP persons. (Map attached at Appendix C)

See Appendix D for an explanation of the methodology used to define minority, low-income,
and LEP.

SamTrans Ridership Profile

SamTrans contracted the survey firm of Corey, Canapary & Galanis to conduct an in-depth
passenger survey as recently as November 2009. The survey instrument asked questions on a
range of topics, from customer service issues to demographics and method of fare payment. The
responses from the 7,003 surveys that were completed provide the basis for the entire analysis
that follows.

Table 1 provides an overview of the demographic characteristics of SamTrans patrons.

! The retail analysis presented later in this document is based upon data at the census tract level. Census 2010 data
for income was released after the analysis was performed. Therefore, Census 2000 data is utilized for the retail
analysis as well as throughout the report to maintain consistency.
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Table 1: Demographic Profile of SamTrans Survey Respondents Overall

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 60% Minority 72%
Higher Income 19% Non-Minority 19%
No Response 21% No Response 9%
Total 100% Total 100%

As the data shows, SamTrans’ ridership is significantly more low-income and minority than its
service area. 60% of the ridership is low-income, versus about 16% of the population of the
service area, and 72% of the ridership is minority, versus about 50% of the population of the

service area.

In order to determine whether the monthly passes targeted for mandatory transition to Clipper are
used in greater proportions by low-income and minority riders, Table 2 provides a sense of how
the different demographic groups utilize SamTrans’ fare products.

Table 2: SamTrans Fare Type Use — Total Ridership
Low-

Fare Type Overall Income Minority
No Response 1% 1% 1%
Cash 47% 47% 49%
Token 5% 5% 5%
SamTrans Monthly Pass 40% 41% 39%
Caltrain Monthly Pass 2% 2% 1%
BART Plus Ticket 4% 1% 4%
Other 0% 0% 0%
Redi-Wheels/Disabled
Pass 1% 1% 0%
VTA Pass/Yearly Pass 0% 0% 0%
Non-Paying 0% 0% 0%
TransLink 0% 0% 0%
Total Responses 7003 4234 5022

Chart 1 represents the same data graphically.
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Chart 1: SamTrans Fare Type Use — Total Ridership
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When viewed at a high level, it does not appear that transitioning the suite of SamTrans monthly
passes to Clipper-only availability will have a disparate impact on either low-income or minority
populations, as the percentages of low-income and minority people who use monthly passes do
not differ from how the overall ridership uses these passes. However, it is important to drill down
to the level of the particular variations of monthly passes, as they could be used differently from
each other. Therefore, the demographics of the patrons who use each fare product, to the extent
that information is discernible from the survey data, will be described on a case-by-case basis
below.

Fare Products Transitioning to Clipper

Only prepaid fare products that are generally available to the public are mandated for transition
by Resolution 3866. Table 3 is copied from the Resolution and lists these products, along with
relevant comments regarding each transition. All fare products are currently scheduled to
transition on December 31, 2011.

During the design and review process of the TransLink®/Clipper system, MTC worked with
transit agencies region-wide to determine which fare products were compatible with the Clipper®
technology and distribution processes available through the regional Clipper® program services.
Many fare products distributed through “institutional” programs — fare products that are not
generally available to the public that require verifiable eligibility verification, such as income
level — were excluded from Clipper implementation. In the case of SamTrans, these excluded
products include the “Needy Family” discount program, which is administered by school
districts within its service area, as well as the distribution of monthly passes through social
service agencies. (See Table 3 footnote for description of the “Needy Family Youth Pass”.)
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Table 3: SamTrans Fare Media Transitions in MTC Resolution No. 3866, Revised

Fare Media

Date for Ending
Acceptance of
Listed Prepaid
Fare Media

Comments

Local Monthly Pass

12/31/11

e 12/31/11 transition date subject to change if
forthcoming Title VI assessment performed by
MTC reveals any retailer deficiencies in specific
locations that, in the opinion of MTC, need to be
addressed prior to transition occurring.

e SamTrans may continue to distribute paper form
of this fare product through the county’s social
services agencies.

Local SF Monthly
Pass

12/31/11

12/31/11 transition date subject to change if
forthcoming Title VI assessment performed by MTC
reveals any retailer deficiencies in specific locations
that, in the opinion of MTC, need to be addressed
prior to transition occurring.

Express Monthly
Pass

12/31/11

12/31/11 transition date subject to change if
forthcoming Title VI assessment performed by MTC
reveals any retailer deficiencies in specific locations
that, in the opinion of MTC, need to be addressed
prior to transition occurring.

Eligible Discount
Monthly Pass—
senior/disabled

12/31/11

e 12/31/11 transition date subject to change if
forthcoming Title VI assessment performed by
MTC reveals any retailer deficiencies in specific
locations that, in the opinion of MTC, need to be
addressed prior to transition occurring.

e SamTrans may continue to distribute paper form
of this fare product through the county’s social
services agencies.

Youth Monthly
Pass?

12/31/11

e December 2011 date is when paper form of
product is no longer available for purchase
through retail outlets. SamTrans may continue to
distribute paper form of this fare product through
the county’s social services agencies.

e “Needy Family Youth Pass” may continue to be
available in paper form through schools for
eligible students only.

% The Youth Monthly Pass being discontinued on December 31, 2011 is discounted based on age. The “Needy
Family Youth Pass” offers an additional discount to youth who qualify for the school lunch program in their
respective school districts on the basis of income level.

Page 5 of 31




Impacts of Fare Product Transitions to Clipper

In order to determine whether there are adverse impacts in transitioning to Clipper, it is
necessary to first examine how patrons are able to use the fare product in paper form, and then to
identify any differences (both positive and negative) in the Clipper implementation.

The five products listed in Table 3 are grouped into three categories: adult, eligible discount, and
youth. The Local Pass, Local/SF Pass, and Express Pass fall into the adult category, and will be
considered collectively.

Adult Monthly Passes

Adult Pass Ridership Profile

In order to determine who will be impacted by the adult monthly pass transitions, the monthly
pass survey responses were cross-tabulated with the adult fare category. Although there are three
distinct adult fare products transitioning to Clipper, the demographic profile was combined into
one. This has to do with the fact that there are currently so few users of the Local/SF and Express
pass products (fewer than 200), partly due to the reduction in express service since the time the
survey was taken. The assumption is that those patrons who previously used the Local/SF and
Express products in greater number have transitioned to Local routes, thereby switching to the
Local Pass. Table 4 presents the result of this analysis.

Table 4: Demographic Characteristics of Adult Pass Survey Respondents

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 60% Minority 75%
Higher Income 21% Non-Minority 17%
No Response 19% No Response 8%
Total 100% Total 100%

The analysis reveals that the overwhelming majority of adult pass users are low-income (60%)
and minority (75%). However, a caveat of the analysis is that the survey respondents could be
patrons who receive the Local Pass for free or at a discount through a social services agency, and
since these passes will be remaining in paper form, the demographic profile suggested by the
survey responses do not necessarily accurately represent the patrons who will be impacted by the
transition to Clipper.

1. Local Pass
Pre-Transition: Paper Local Pass Program
Eligibility and Usage

It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product. Currently, approximately 3,500 local passes are distributed each month.
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Cost and Means of Procurement

The SamTrans paper Local Pass is valid for unlimited rides on all of SamTrans’ Local routes and
on Routes KX, 292, 391 and 397 within San Mateo County and to Palo Alto during the month
for which it is issued. Adult customers are able to obtain a Local Pass for $64 in person or by
mail between the 21% of the prior month and the 7 day of the pass validity month. The Local
Pass is sold by 52 third-party vendors in 16 communities within the SamTrans service area.

Customers also can purchase the pass at the SamTrans headquarters in San Carlos, or they can
submit a ticket order form to SamTrans in order to have a paper Local Pass mailed to them.
Customers can obtain the ticket order form through the SamTrans website or by calling the
SamTrans Customer Service Center.

Riding Privileges

The SamTrans paper Local Pass is valid for unlimited rides on all of SamTrans’ Local routes and
on Routes KX, 292, 391 and 397 within San Mateo County and to Palo Alto during the month
for which it is issued.

The ride value of the paper Local Pass can be applied towards a SamTrans route with a higher
ride value, such as an Express route (KX) in or out of San Francisco or Routes 292, 391, and 397
when traveling out of San Francisco. Customers are able to show the bus operator their Local
Pass and then pay the upgrade fare with cash.

Transfer Benefits

The SamTrans Local Pass also can be used for a fare credit on other transit operator services.
Dumbarton Express operators accept SamTrans monthly passes as a local fare credit or partial
fare credit for a Transbay fare at shared SamTrans and Dumbarton Express bus stops. Monthly
pass holders needing to pay the Transbay fare on a Dumbarton Express route can show their pass
and pay the upgrade fare with cash.

Customers who show a VTA bus operator a valid SamTrans monthly pass receive a local fare
credit when boarding a VTA Local or Limited Stop bus in Palo Alto. The paper SamTrans
monthly pass also qualifies customers for partial fare credit and upgrades for Express Bus service
in the city of Palo Alto, as well as discounts on the Adult Day Pass and Adult Express Day Pass
that can be purchased on a VTA bus. Customers can pay the upgrade fare with cash after
showing the VTA bus operator their paper pass.

Additional Benefits

Customers who purchase a Local Pass also have the option of purchasing a Muni sticker that can
be affixed to their paper SamTrans pass. Customers can show their valid monthly pass with the
sticker to Muni vehicle operators and station agents for unlimited rides on all Muni services
except the cable car. The sticker costs $57 and is available at select ticket outlets. Most
SamTrans vendors in San Francisco and Daly City sell the sticker, but the sticker is not
necessarily available at all the locations where the Local Pass is sold.

SamTrans sells a prorated Local Pass at SamTrans headquarters or by mail. Customers can pay
$48 for a current pass between the 8" and 14™ of the month and $34 between the 15" and 21 of
the month.
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Options for Socio-Economically Disadvantaged Riders
Approximately one-third of Local Passes are purchased from SamTrans by local social service
agencies and then distributed for free or at a discount to their clients.

Post-Transition: Clipper Local Pass Program

Eligibility and Usage
It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product.

Cost and Means of Procurement

The SamTrans Local Pass can be loaded onto an adult Clipper card. Prior to the launch of
Clipper in June 2010 the adult Clipper card cost $5, but since then it has been free. The cost of
the Local Pass remains the same, $64. Customers can purchase this pass by going to
clippercard.com, calling the Clipper Customer Service Center, setting up Autoload, visiting a
participating Clipper retailer, or by using a self-serve Add Value or Ticket Vending Machine
located at select transit stations and terminals.

There is a vending window associated with the sale of the Local Pass. A Local Pass for a
particular calendar month becomes available for sale on the 21° of the preceding month. The
vending window for a pass closes on the 9" day of the validity month.

Riding Privileges
The Local Pass is a monthly pass that is valid for unlimited rides on all SamTrans’ Local routes
during the month for which it is issued.

The Local Pass can also be used for a fare credit on an Express route (KX) in and out of San
Francisco and southbound routes out of San Francisco (Routes 292, 391, and 397). Customers
disembarking from the KX in San Francisco can either pay the upgrade fare with cash value on
their Clipper cards, actual cash or another accepted fare instrument (i.e., SamTrans tokens or
change cards). However, if a customer is taking Routes KX, 292, 391 or 397 out of San
Francisco, the customer must have enough cash value on his or her Clipper card to pay the
upgrade fare (which is equal to the difference between the higher ride value and the local fare) or
the Local Pass will not count as a local fare credit. In this situation, the customer would need to
pay the full fare using cash or another accepted fare instrument.

Transfer Benefits

The Clipper Local Pass may be accepted as a transfer or fare credit on other transit agencies that
accept Clipper. Since the Clipper system is unable to identify if a customer is boarding at a
“shared stop” as with the paper pass system, inter-agency discounts are no longer restricted by
geographic location. Customers with the Clipper SamTrans Local Passes will be able to ride for
free on all VTA Local bus, Limited Stop bus, bus rapid transit, community bus and light rail
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vehicles when they tag a VTA card reader within two hours of tagging a SamTrans card reader.®
Customers who transfer from SamTrans to a VTA Express bus within two hours of first tagging
will need to have enough cash value on their Clipper card to pay the upgrade fare. If a Clipper
card does not have sufficient cash value on it, the customer will have to pay the entire VTA
Express bus fare with cash or another accepted fare instrument. When the VTA Day Pass
Accumulator is implemented on Clipper in January 2012, fare credits given as part of transfers
from other agencies shall be accumulated towards a Day Pass (along with any upgrade fare that
is paid.)

MTC has been working to implement a transfer credit arrangement for SamTrans monthly pass
holders transferring to Dumbarton Express routes since April 2011. The transfer arrangement
will be in place by the end of January 2012. At that time, a customer with a SamTrans Local Pass
will receive a transfer credit equivalent to the Dumbarton Express local fare within two hours of
tagging a SamTrans card reader. Customers who have to pay the Dumbarton Express Transbay
fare for a trip will need to have cash value on their Clipper cards in order to pay the upgrade fare.
Otherwise, the customer will need to pay the entire Transbay fare with cash.

(Changes in) Additional Benefits

Customers cannot upgrade their SamTrans Local Pass to be accepted on Muni (with the addition
of a discounted sticker). Customers who want unlimited travel on Muni during a calendar month
will need to purchase a Muni-Only Pass for $62 for their Clipper card. Although this option costs
$5 more than the sticker currently offered by SamTrans, the Muni-Only Pass is not equivalent in
value to the upgrade sticker. The full pass adds a 3-day grace period beyond the end of the
calendar month for which it is issued, and it also gives customers access to unlimited cable car
rides during the pass validity period (a single cable car ride costs six dollars). The Muni-Only
Pass is available through all the same channels as the SamTrans Local Pass.

Prorated Local Passes are not available with Clipper.*

Options for Socio-Economically Disadvantaged Riders

Social service agencies will continue to have the option of purchasing the paper version of this
pass for free or discounted distribution to their clients. As stated earlier, approximately one-third
(over 1,000) of these passes are distributed in this manner.

The key variables in comparing these two versions of the Local Pass are summarized below.

® Transfer arrangements as implemented on the Clipper system are determined by inter-agency agreement and are
expressed by the “business rules” that each agency participates in crafting, which govern how fares will be honored
on their respective systems. In the case of the transfer arrangement between SamTrans and VTA, VTA determined
via its business rules that it would only grant transfer credit to SamTrans patrons when they originate their trip on
the SamTrans system, and not when those patrons originate their trip on the VTA system. This is a change from how
the paper passes are honored, but it more accurately represents the intention of VTA’s inter-agency agreement with
SamTrans.

* SamTrans currently sells approximately 75 prorated passes, for all fare categories, per month. This represents
roughly 0.7% of its overall monthly pass sales.
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Table 5: Summary of Changes for Local Pass Transition

Fare Product Features

Pre-Transition: Paper Local
Pass

Post-Transition: Local Pass
on Clipper

Cost of the Product

$64

$64

Riding Privileges

Valid entire month on Local
routes; fare credit on SF and
Express routes

Valid entire month on Local
routes; fare credit on SF and
Express routes

Transfer Benefits

Dumbarton Express, VTA

Dumbarton Express - in place
January 2012; VTA - changed

In-Person Access

52 retailers in 16 cities

Analysis below

Other Ways to Access

By mail

Mail, online, Autoload, phone

Additional Benefits

Prorated passes and Muni
upgrade

Not available

Options for Disadvantaged
Patrons

1/3 of passes distributed at
discount or free

1/3 of passes distributed at
discount or free (in paper form)

2. Local/SF Pass

Pre-Transition: Local/SF Pass Program

Eligibility and Usage

It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product. It provides the most utility for patrons who routinely travel on routes that leave San
Francisco. Currently, fewer than 150 Local/SF passes are purchased each month.

Cost and Means of Procurement

Adult customers are able to obtain a Local/SF Pass for $96 in person or by mail between the 21
of the prior month and the 7" day of the pass validity month. The Local/SF Pass is sold by 26
third-party vendors in 11 communities within the SamTrans service area.

Customers also can purchase the pass at the SamTrans headquarters in San Carlos. Customers

can also submit a ticket order form to SamTrans in order to have a paper Local/SF Pass mailed to
them. Customers can obtain the ticket order form through the SamTrans website or by calling the
SamTrans Customer Service Center.

Customers who purchase a Local/SF Pass also have the option of purchasing a Muni sticker that
can be affixed to their paper SamTrans pass. Customers can show their valid monthly pass with
the sticker to Muni vehicle operators and station agents for unlimited rides on all Muni services
except the cable car. The sticker costs $57 and is available at select ticket outlets. Most
SamTrans vendors in San Francisco and Daly City sell the sticker, but the sticker is not available
at all the locations where the Local/SF Pass is sold.
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Riding Privileges

SamTrans accepts the paper Local/SF Pass for payment of an adult fare on all of its Local routes,
including travel in and out of San Francisco on Routes 292, 391 and 397. The SamTrans paper
Local/SF Pass is valid for unlimited rides on these routes during the month for which it is issued.

The ride value of the paper Local/SF Pass can be applied towards a SamTrans route with a
higher ride value, such as an Express route (KX) in or out of San Francisco. Customers are able
to show the bus operator their Local/SF Pass and then pay the upgrade fare with cash.

Transfer Benefits

The SamTrans Local/SF Pass also can be used for a fare credit on other transit operator services.
Dumbarton Express operators accept SamTrans monthly passes as a local fare credit or partial
fare credit for a Transbay fare at shared SamTrans and Dumbarton Express bus stops. Monthly
pass holders needing to pay the Transbay fare on a Dumbarton Express route can show their pass
and pay the upgrade fare with cash.

Customers who show a VTA bus operator a valid SamTrans monthly pass receive a local fare
credit when boarding a VTA Local or Limited Stop bus in Palo Alto. The paper SamTrans
monthly pass also qualifies customers for partial fare credit and upgrades for Express Bus service
in the city of Palo Alto, as well as discounts on the Adult Day Pass and Adult Express Day Pass
that can be purchased on a VTA bus. Customers can pay the upgrade fare with cash after
showing the VTA bus operator their paper pass.

Additional Benefits

SamTrans sells a prorated Local/SF Pass at SamTrans headquarters or by mail. Customers can
pay $72 for a current pass between the 8" and 14™ of the month and $48 between the 15™ and
21° of the month.

Post-Transition: Clipper Local/SF Pass Program

Eligibility and Usage
It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product.

Cost and Means of Procurement

The SamTrans Local/SF Pass can be loaded onto an adult Clipper card. Prior to the launch of
Clipper in June 2010 the adult Clipper card cost $5, but since then it has been free. The cost of
the Local/SF Pass remains the same, $96. The Clipper Local/SF Pass costs $96. Customers can
purchase this pass by going to clippercard.com, calling the Clipper Customer Service Center,
setting up Autoload, visiting a participating Clipper retailer, or by using a self-serve Add Value
or Ticket Vending Machine located at select transit stations and terminals.

There is a vending window associated with the sale of the Local/SF Pass. A Local/SF Pass for a
particular calendar month becomes available for sale on the 21 of the preceding month. The
vending window for a pass closes on the 9" day of the validity month.
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Riding Privileges
The Local/SF Pass is a monthly pass that is valid for unlimited rides on all SamTrans’ Local
routes, including Routes 292, 391 and 397 in and out of San Francisco during the month for
which it is issued.

The Local/SF Pass can also be used for a fare credit on an Express route (KX) in and out of San
Francisco. Customer disembarking from the KX in San Francisco can either pay the upgrade fare
with cash value on their Clipper cards, actual cash or another accepted fare instrument (i.e.,
SamTrans tokens or change cards). However, if a customer is taking Routes KX out of San
Francisco, the customer must have enough cash value on his or her Clipper card to pay the
upgrade fare or the Local/SF Pass will not count as a fare credit. In this situation, the customer
would need to pay the full Express fare using cash or another accepted fare instrument.

Transfer Benefits

The Clipper Local/SF Pass may be accepted as a transfer or fare credit on other transit agencies
that accept Clipper. Since the Clipper system is unable to identify if a customer is boarding at a
“shared stop” as with the paper pass system, inter-agency discounts are no longer restricted by
geographic location. Customers with the Clipper SamTrans Local/SF Passes will be able to ride
for free on all VTA Local bus, Limited Stop bus, bus rapid transit, community bus and light rail
vehicles when they tag a VTA card reader within two hours of tagging a SamTrans card reader.
Customers who transfer from SamTrans to a VTA Express bus within two hours of first tagging
will need to have enough cash value on their Clipper card to pay the upgrade fare. If a Clipper
card does not have sufficient cash value on it, the customer will have to pay the entire VTA
Express bus fare with cash or another accepted fare instrument. When the VTA Day Pass
Accumulator is implemented on Clipper in January 2012, fare credits given as part of transfers
from other agencies shall be accumulated towards a Day Pass (along with any upgrade fare that
is paid.)

MTC has been working to implement a transfer credit arrangement for SamTrans monthly pass
holders transferring to Dumbarton Express routes since April 2011. The transfer arrangement
will be in place by the end of January 2012. At that time, a customer with a SamTrans Local/SF
Pass will receive a transfer credit equivalent to the Dumbarton Express local fare within two
hours of tagging a SamTrans card reader. Customers who have to pay the Dumbarton Express
Transbay fare for a trip will need to have cash value on their Clipper cards in order to pay the
upgrade fare. Otherwise, the customer will need to pay the entire Transbay fare with cash.

(Changes in) Additional Benefits

Customers cannot upgrade their SamTrans Local/SF Pass to be accepted on Muni (with the
addition of a discounted sticker.) Customers who want unlimited travel on Muni during a
calendar month will need to purchase a Muni-Only Pass for $62 for their Clipper card. Although
this option costs $5 more than the sticker currently offered by SamTrans, the Muni-Only Pass is
not equivalent in value to the upgrade sticker. The full pass adds a 3-day grace period beyond the
end of the calendar month for which it was issued, and it also gives customers access to
unlimited cable car rides during the pass validity period (a single cable car ride costs six dollars).
The Muni-Only Pass is available through all the same channels as the Clipper Local/SF Pass.
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Prorated Local/SF Passes are not available with Clipper.®

The key variables in comparing these two versions of the Local/SF Pass are summarized below.

Table 6: Summary of Changes for Local/SF Pass Transition

Fare Product Features

Pre-Transition: Paper
Local/SF Pass

Post-Transition: Local/SF
Pass on Clipper

Cost of the Product

$96

$96

Riding Privileges

Valid entire month on Local
and Local/SF routes; fare credit
on Express route

Valid entire month on Local
and Local/SF routes; fare credit
on Express route

Transfer Benefits

Dumbarton Express, VTA

Dumbarton Express — in place
January 2012; VTA - changed

In-Person Access

26 vendors in 11 cities

Analysis below

Other Ways to Access

By mail

Mail, online, Autoload, phone

Additional Benefits

Prorated passes, upgrade to
Muni sticker

Not available

Options for Disadvantaged
Patrons

None

None

3. Express Pass

Pre-Transition: Express Pass Program

Eligibility and Usage

It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product. Currently, fewer than 50 Express passes are purchased each month.

Cost and Means of Procurement

Adult customers are able to obtain an Express Pass for $165 in person or by mail between the
21% of the prior month and the 7" day of the pass validity month. The Express Pass is sold by 21
third-party vendors in 10 communities within the SamTrans service area.

Customers also can purchase the pass at the SamTrans headquarters in San Carlos or they can
submit a ticket order form to SamTrans in order to have a paper Express Pass mailed to them.
Customers can obtain the ticket order form through the SamTrans website or by calling the

SamTrans Customer Service Center.

Riding Privileges

SamTrans accepts the paper Express Pass for payment of an adult fare on all Local and Express
routes, including those traveling in and out of San Francisco. The SamTrans paper Express Pass
is valid for unlimited rides on all SamTrans routes during the month for which it is issued.

® SamTrans currently sells approximately 75 prorated passes, for all fare categories, per month. This represents
roughly 0.7% of its overall monthly pass sales.
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Transfer Benefits

The SamTrans Express Pass also can be used for a fare credit on other transit operator services.
Dumbarton Express operators accept SamTrans monthly passes as a local fare credit or partial
fare credit for a Transbay fare at shared SamTrans and Dumbarton Express bus stops. Monthly
pass holders needing to pay the Transbay fare on a Dumbarton Express route can show their pass
and pay the upgrade fare with cash.

Customers who show a VTA bus operator a valid SamTrans monthly pass receive a local fare
credit when boarding a VTA Local or Limited Stop bus in Palo Alto. The paper SamTrans
monthly pass also qualifies customers for partial fare credit and upgrades for Express Bus service
in the city of Palo Alto, as well as discounts on the Adult Day Pass and Adult Express Day Pass
that can be purchased on a VTA bus. Customers can pay the upgrade fare with cash after
showing the VTA Dbus operator their paper pass.

Additional Benefits

Customers who purchase an Express Pass also have the option of purchasing a Muni sticker that
can be affixed to their paper SamTrans pass. Customers can show their valid monthly pass with
the sticker to Muni vehicle operators and station agents for unlimited rides on all Muni services
except the cable car. The sticker costs $57 and is available at select ticket outlets. Most
SamTrans vendors in San Francisco and Daly City sell the sticker, but the sticker is not available
at all the locations where the Express Pass is sold.

SamTrans sells a prorated Express Pass at SamTrans headquarters or by mail. Customers can pay
$123.75 for a current pass between the 8" and 14™ of the month and $82.50 between the 15" and
21 of the month.

Post-Transition: Clipper Express Pass Program
Eligibility and Usage

It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product.

Cost and Means of Procurement

The SamTrans Express Pass can be loaded onto an adult Clipper card. Prior to the launch of
Clipper in June 2010 the adult Clipper card cost $5, but since then it has been free. The cost of
the Express Pass remains the same, $165. Customers can purchase this pass by going to
clippercard.com, calling the Clipper Customer Service Center, setting up Autoload, visiting a
participating Clipper retailer, or by using a self-serve Add Value or Ticket Vending Machine
located at select transit stations and terminals.

There is a vending window associated with the sale of the Express Pass. An Express Pass for a
particular calendar month becomes available for sale on the 21 of the preceding month. The
vending window for a pass closes on the 9" day of the validity month.

Riding Privileges
The Express Pass is a monthly pass that is valid for unlimited rides on all SamTrans’ Local and
Express routes, including routes in and out of San Francisco.
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Transfer Benefits

The Clipper Express Pass may be accepted as a transfer or fare credit on other transit agencies
that accept Clipper. Since the Clipper system is unable to identify if a customer is boarding at a
“shared stop” as with the paper pass system, inter-agency discounts are no longer restricted by
geographic location. Customers with the Clipper SamTrans Express Passes will be able to ride
for free on all VTA Local bus, Limited Stop bus, bus rapid transit, community bus and light rail
vehicles when they tag a VTA card reader within two hours of tagging a SamTrans card reader.
Customers who transfer from SamTrans to a VTA Express bus within two hours of first tagging
will need to have enough cash value on their Clipper card to pay the upgrade fare. If a Clipper
card does not have sufficient cash value on it, the customer will have to pay the entire VTA
Express bus fare with cash or another accepted fare instrument. When the VTA Day Pass
Accumulator is implemented on Clipper in January 2012, fare credits given as part of transfers
from other agencies shall be accumulated towards a Day Pass (along with any upgrade fare that
is paid.)

MTC has been working to implement a transfer credit arrangement for SamTrans monthly pass
holders transferring to Dumbarton Express routes since April 2011. The transfer arrangement
will be in place by the end of January 2012. At that time, a customer with a SamTrans Express
Pass will receive a transfer credit equivalent to the Dumbarton Express local fare within two
hours of tagging a SamTrans card reader. Customers who have to pay the Dumbarton Express
Transbay fare for a trip will need to have cash value on their Clipper cards in order to pay the
upgrade fare. Otherwise, the customer will need to pay the entire Transbay fare with cash.

(Changes in) Additional Benefits

Customers cannot upgrade their SamTrans Express Pass to be accepted on Muni (with the
addition of a discounted sticker.) Customers who want unlimited travel on Muni during a
calendar month will need to purchase a Muni-Only Pass for $62 for their Clipper card. Although
this option costs $5 more than the sticker currently offered by SamTrans, the Muni-Only Pass is
not equivalent in value to the upgrade sticker. The full pass adds a 3-day grace period beyond the
end of the calendar month for which it was issued, and it also gives customers access to
unlimited cable car rides during the pass validity period (a single cable car ride costs six dollars).
The Muni-Only Pass is available through all the same channels as the Clipper Express Pass.

Prorated Express Passes are not available with Clipper.°

The key variables in comparing these two versions of the Express Pass are summarized below.

® SamTrans currently sells approximately 75 prorated passes, for all fare categories, per month. This represents
roughly 0.7% of its overall monthly pass sales.
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Table 7: Summary of Changes for Express Pass Transition

Fare Product Features Pre-Transition: Paper Post-Transition: Express Pass
Express Pass on Clipper
Cost of the Product $165 $165
Riding Privileges Valid entire month on all routes | Valid entire month on all routes
Transfer Benefits Dumbarton Express, VTA Dumbarton Express - in place
January 2012; VTA - changed
In-Person Access 21 vendors in 10 cities Analysis below
Other Ways to Access By mail Mail, online, Autoload, phone
Additional Benefits Prorated passes, upgrade to Not available
Muni sticker

Options for Disadvantaged | None None
Patrons

Potentially Adverse Effects of the Adult Pass Transitions

As tables 5, 6, and 7 demonstrate, the cost of the Local, Local/SF, and Express passes and the
riding privileges they provide do not change in the transition to Clipper. Moreover, Clipper
affords riders increased methods of accessing the product in the form of online and Autoload
purchasing. The transition to Clipper does remove the ability to buy prorated passes and Muni
upgrade stickers, but the full Muni Fast Pass that patrons will be able to buy is of greater value (3
additional days of pass validity and unlimited use of the cable cars). Clipper increases the
patron’s ability to receive transfer credit on multiple operators, and the Dumbarton Express
transfer credit will be implemented by the end of January 2012.

SamTrans staff conducted an extensive public outreach program to notify customers and the
community of these proposed changes and to solicit their input. The notification process
included four community meetings (Daly City, East Palo Alto, Half Moon Bay and San Carlos),
bilingual newspaper notices, a news release, bilingual onboard messages, Facebook postings,
Tweets, a presentation to the SamTrans Citizens Advisory Committee (CAC) and a public
hearing at the September 14 Board of Directors meeting. Information regarding the proposal
was posted to the SamTrans website, which allows readers to translate it into dozens of
languages. Customers and the public were able to provide input at the community meetings, via
a unique e-mail address, through the postal service, and with a call to the Customer Service
Center. Eleven comments were received from the public and the CAC.

Furthermore, the safety net that SamTrans already has in place to address the needs of its most
disadvantaged riders in the form of significant social service distribution of the Local Pass will
remain intact after the transition to Clipper occurs.

As mentioned above, the adult Clipper card is currently free, but MTC has proposed
implementing a card acquisition fee of $3 with a minimum load of $2 in the near future. The
proposed $3 cost of the adult Clipper card as well as the Clipper retail (in-person) distribution
network will be discussed separately in this report.
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Eligible Discount (senior/disabled) Pass

Eligible Discount Pass Ridership Profile

In order to determine who will be impacted by the Eligible Discount Pass transition, the monthly
pass survey responses were cross tabulated with the senior, Medicare cardholder, and disabled
fare categories. The results of this analysis are in Table 8.

Table 8: Demographic Characteristics of Eligible Discount Survey Users

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 63% Minority 53%
Higher Income 9% Non-Minority 36%
No Response 29% No Response 11%
Total 101% (rounding) Total 100%

The analysis indicates that the majority of Eligible Discount Pass users are low-income (63%)
and minority (53%).

Pre-Transition: Paper Eligible Discount Pass Program

Eligibility and Usage

The paper Eligible Discount Pass can be used by persons with disabilities, seniors (65 years or
older), and Medicare cardholders. Currently, roughly 2,400 Eligible Discount passes are
distributed each month.

Cost and Means of Procurement

Customers are able to obtain an Eligible Discount Pass for $25 in person or by mail between the
21% of the prior month and the 7" day of the pass validity month. The pass is available from 53
third-party vendors in 16 cities within the SamTrans service area.

Customers also can purchase the pass at the SamTrans headquarters in San Carlos or they can
submit a ticket order form to SamTrans in order to have a paper Eligible Discount Pass mailed to
them. Customers can obtain the ticket order form through the SamTrans website or by calling the
SamTrans Customer Service Center.

Riding Privileges
The Eligible Discount Pass is valid for unlimited rides on all of SamTrans’ Local and Express
routes during the month for which it is issued.

Transfer Benefits

The paper Eligible Discount Pass can be used for a fare credit on other transit operator services.
Dumbarton Express operators accept SamTrans monthly passes as a local fare credit or partial
fare credit for a Transbay fare at shared SamTrans and Dumbarton Express bus stops. Monthly
pass holders needing to pay the Transbay fare on a Dumbarton Express route can show their pass
and pay the Transbay Upgrade fare ($1.05) with cash.
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Customers who show a VTA bus operator a valid SamTrans monthly pass receive a local fare
credit when boarding a VTA bus in Palo Alto. The paper SamTrans monthly pass also qualifies
customers for a $1 discount on the VTA Senior/Disabled Day Pass that can be purchased on a
VTA bus.

Additional Benefits

SamTrans sells a prorated Eligible Discount Pass at SamTrans headquarters or by mail.
Customers can pay $18.75 for a current pass between the 8" and 14™ of the month and $12.50
between the 15" and 21°' of the month.

Options for Socio-Economically Disadvantaged Riders
A small number of these passes are purchased by social service agencies from SamTrans and
distributed for free or at a discount to their clients.

Post-Transition: Clipper Eligible Discount Pass Program

Eligibility and Usage

The SamTrans Eligible Discount Pass can be loaded onto either a senior or an RTC Clipper card.
Medicare cardholders must obtain an RTC Clipper card per the RTC program’s policies in order
to load an Eligible Discount Pass.

Cost and Means of Procurement
With Clipper, there are two steps to the process of obtaining this fare product:

1. Apply for a senior or RTC Clipper card — one-time
2. Load and reload the pass onto the card as needed - ongoing

Regarding the application process, senior patrons have two options: to obtain a senior Clipper
card or an RTC Clipper card. Disabled patrons must apply for an RTC Clipper card in order to
obtain the desired discount. Since the RTC application process does not change in the transition
to Clipper, the focus in this analysis is on the senior Clipper card procurement process.

Seniors will now have to submit an application for a senior Clipper card in person so that
eligibility can be verified. Within the SamTrans service area, this can be done at the SamTrans
headquarters in San Carlos. Outside of the service area but in proximity to SamTrans service
stops, there are two Clipper Customer Service Centers in downtown San Francisco. Additional
enrollment opportunities will be discussed separately in this report. Upon submission of the
senior card application, patrons receive the card immediately.

The senior Clipper card is free. The cost of the Eligible Discount Pass remains the same, $25.
Once a customer has a senior or RTC Clipper card, they can purchase this pass by going to
clippercard.com, calling the Clipper Customer Service Center, setting up Autoload, visiting a
participating Clipper retailer, or by using a self-serve Add Value or Ticket Vending Machine
located at select transit stations and terminals.
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Riding Privileges
The Clipper Eligible Discount Pass is a monthly pass that is valid for unlimited rides on all
SamTrans’ Local and Express routes during the month for which it is issued.

There is a vending window associated with the sale of the Clipper Eligible Discount Pass. An
Eligible Discount Pass for a particular calendar month becomes available for sale on the 21 of
the preceding month. The vending window for a pass closes on the 9™ day of the validity month.

Transfer Benefits

The Clipper Eligible Discount Pass may be accepted as a transfer or fare credit on other transit
agencies that accept Clipper. Since the Clipper system is unable to identify if a customer is
boarding at a “shared stop” as with the paper pass system, inter-agency discounts are no longer
restricted by geographic location. SamTrans Eligible Discount Pass customers can ride for free
on all VTA services if they tag a VTA card reader within two hours of tagging a card reader on a
SamTrans bus. When the VTA Day Pass Accumulator is implemented on Clipper in January
2012, fare credits given as part of transfers from other agencies shall be accumulated towards a
Day Pass (along with any upgrade fare that is paid.)

MTC has been working to implement a transfer credit arrangement for SamTrans monthly pass
holders transferring to Dumbarton Express routes since April 2011. The transfer arrangement
will be in place by the end of January 2012. At that time, a customer with a SamTrans Eligible
Discount Pass will receive a transfer credit equivalent to the Dumbarton Express local fare
within two hours of tagging a card reader on a SamTrans bus. Customers who have to pay the
Dumbarton Express Transbay fare for a trip will need to have cash value on their Clipper cards
in order to pay the upgrade fare ($1.05). Otherwise, the customer will need to pay the entire
Transbay fare ($2.10) with cash.

(Change in) Additional Benefits
Prorated Eligible Discount Passes are not available with Clipper.’

The key variables in comparing these two versions of the Eligible Discount Pass are summarized
in Table 9.

" SamTrans currently sells approximately 75 prorated passes, for all fare categories, per month. This represents
roughly 0.7% of its overall monthly pass sales.
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Table 9: Summary of Changes for Eligible Discount Pass Transition

Fare Product Features Pre-Transition: Paper Post-Transition: Eligible
Eligible Discount Pass Discount Pass on Clipper
Cost of the Product $25 $25
Riding Privileges Valid entire month on all routes | Valid entire month on all routes
Transfer Benefits Dumbarton Express, VTA Dumbarton Express - in place
January 2012; VTA - changed
In-Person Access 53 vendors in 16 cities Analysis below
Other Ways to Access By mail Mail, online, Autoload, phone
Additional Benefits Prorated passes Prorated passes not available
Procurement Process One step Two steps
Options for Disadvantaged | Some passes distributed at a Some passes distributed at a
Patrons discount or free discount or free (in paper form)

Potentially Adverse Effects of the Eligible Discount Pass Transition

As Table 9 demonstrates, the cost of the Eligible Discount Pass and the riding privileges it
provides do not change in the transition to Clipper. Moreover, Clipper affords riders increased
methods of accessing the product in the form of online and Autoload purchasing. The transition
to Clipper does remove the ability to buy prorated passes and it adds a step to the procurement
process in the form of the application procedure to acquire a senior or RTC Clipper card.
However, after that initial step is completed, the ability to reload the card with the Eligible
Discount Pass product is greatly enhanced.

Clipper also increases the patron’s ability to receive transfer credit on multiple operators, and the
Dumbarton Express transfer credit will be implemented by the end of January 2012.

Changes to the retail availability of the fare product will be discussed later in this report.
Youth Pass

Youth Pass Ridership Profile

In order to determine who will be impacted by the Youth Pass transition, the monthly pass

survey responses were cross-tabulated with the youth fare category responses. The results of this
analysis are in Table 10.
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Table 10: Demographic Characteristics of Youth Pass Survey Users

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 66% Minority 771%
Higher Income 19% Non-Minority 15%
No Response 16% No Response 9%
Total 101% (rounding) Total 101% (rounding)

The analysis indicates that the vast majority of Youth Pass users are low-income (66%) and
minority (77%). However, a caveat is that slightly more than half of these passes are acquired by
youth for free or at a significant discount, and those passes are not being required to transition to
Clipper. Since the survey responses did not distinguish between patrons paying full price for the
pass versus patrons receiving it at a discount, the demographic profile presented here may not be
truly reflective of the demographic characteristics of the patrons who will be impacted by the
transition to Clipper.

Pre-Transition: Paper Youth Pass Program
Eligibility and Usage

Patrons 17 years and younger are eligible to use the Youth Pass. Currently, approximately 4,500
youth passes are distributed each month.

Cost and Means of Procurement

Customers are able to obtain a Youth Pass for $36 in person or by mail between the 21* of the
prior month and the 7" day of the pass validity month. Several schools and school districts
distribute the passes in addition to 50 additional sales outlets in 19 cities within the SamTrans
service area.

Customers also can purchase the pass at the SamTrans headquarters in San Carlos or they can
submit a ticket order form to SamTrans in order to have a paper Youth Pass mailed to them.
Customers can obtain the ticket order form through the SamTrans website or by calling the
SamTrans Customer Service Center.

Riding Privileges
The Youth Pass is valid for unlimited rides on all of SamTrans’ Local and Express routes during
the month for which it is issued.

Transfer Benefits

The Youth Pass can be used for a fare credit on other transit operator services. Dumbarton
Express operators accept SamTrans monthly passes as a local fare credit or partial fare credit for
a Transbay fare at shared SamTrans and Dumbarton Express bus stops. Monthly passholders
needing to pay the Transbay fare on a Dumbarton Express route can show their pass and pay the
Transbay Upgrade fare ($1.05) with cash.
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Customers who show a VTA bus operator a valid SamTrans monthly pass receive a local fare
credit when boarding a VTA bus in Palo Alto. The paper SamTrans monthly pass also qualifies
customers for a $1.75 discount on the VTA Youth Day Pass that can be purchased on a VTA
bus.

Additional Benefits

SamTrans sells a prorated standard Youth Pass at SamTrans headquarters or by mail. Customers
can pay $27.00 for a current pass between the 8" and 14™ of the month and $18.00 between the
15" and 21% of the month.

Options for Socio-Economically Disadvantaged Riders

Approximately half of Youth passes are distributed for free or at a discount through one of two
distribution channels: 1), some social service agencies purchase Youth Passes from SamTrans
and distribute them for free or at a discount to their clients; 2), SamTrans offers a discounted
paper Youth Pass through schools. This pass has the same appearance and functionality of the
standard $36 Youth Pass, but it costs $22. SamTrans sells the passes to public school districts,
which administer the “Needy Family” Youth Pass program and distribute the pass to qualified
low-income students using the same eligibility criteria as the school lunch program.

Post-Transition: Clipper Youth Pass Program

Eligibility and Usage
Patrons 17 years and younger are eligible to use the Clipper form of the Youth Pass.

Cost and Means of Procurement
With Clipper, there are two steps required to obtain this fare product:

1. Acquire a youth Clipper card — one-time
2. Load and reload the pass onto the card as needed — ongoing

Youth patrons (or their parents or guardians) must first apply for a youth Clipper card. Within
the SamTrans service area, this can be done at the SamTrans headquarters in San Carlos. Outside
of the service area but in proximity to SamTrans service stops, there are two Clipper Customer
Service Centers in downtown San Francisco. Additional enrollment opportunities will be
discussed separately in this report. Upon submission of the youth card application, patrons can
expect to receive their card by mail within 2 weeks.

The Clipper youth card is free. The cost of the Youth Pass remains the same, $36. After
obtaining a youth Clipper card, customers can purchase this pass by going to clippercard.com,
calling the Clipper Customer Service Center, setting up Autoload, visiting a participating Clipper
retailer, or by using a self-serve Add Value or Ticket Vending Machine located at select transit
stations and terminals.

There is a vending window associated with the sale of the Clipper Youth Pass. A Youth Pass for

a particular calendar month becomes available for sale on the 21* of the preceding month. The
vending window for a pass closes on the 9™ day of the validity month.
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Riding Privileges
The Clipper Youth Pass is a monthly pass that is valid for unlimited rides on all SamTrans’
Local and Express routes during the month for which it is issued.

Transfer Benefits

The Clipper Youth Pass may be accepted as a transfer or fare credit on other transit agencies that
accept Clipper. Since the Clipper system is unable to identify if a customer is boarding at a
“shared stop” as with the paper pass system, inter-agency discounts are no longer restricted by
geographic location. SamTrans Youth Pass customers can ride for free on all VTA services if
they tag a VTA card reader within two hours of tagging a card reader on a SamTrans bus. When
the VTA Day Pass Accumulator is implemented on Clipper in January 2012, fare credits given as
part of transfers from other agencies shall be accumulated towards a Day Pass (along with any
upgrade fare that is paid.)

MTC has been working to implement a transfer credit arrangement for SamTrans monthly pass
holders transferring to Dumbarton Express routes since April 2011. The transfer arrangement
will be in place by the end of January 2012. At that time, a customer with a SamTrans Youth
Pass will receive a transfer credit equivalent to the Dumbarton Express local fare within two
hours of tagging a card reader on a SamTrans bus. Customers who have to pay the Dumbarton
Express Transbay fare for a trip will need to have cash value on their Clipper cards in order to
pay the upgrade fare ($1.05). Otherwise, the customer will need to pay the entire Transbay fare
($2.10) with cash.

(Change in) Additional Benefits
Prorated Youth Passes are not available with Clipper.®

The key variables in comparing these two versions of the Youth Pass are summarized below.

Table 11: Summary of Changes for Youth Pass Transition

Fare Product Features

Pre-Transition: Paper Youth
Pass

Post-Transition: Youth Pass
on Clipper

Cost of the Product

$36

$36

Riding Privileges

Valid entire month

Valid entire month

Transfer Benefits

Dumbarton Express, VTA

Dumbarton Express - in place
January 2012; VTA - changed

In-Person Access

50 vendors in 19 cities, plus
schools

Analysis below

Other Ways to Access By mail Mail, online, Autoload, phone
Additional Benefits Prorated passes Not available
Procurement Process One step Two steps

Options for Disadvantaged
Patrons

Y, of passes distributed as
Needy Family Pass - discounted

Y of passes distributed as
Needy Family Pass —
discounted (in paper form)

8 SamTrans currently sells approximately 75 prorated passes, for all fare categories, per month. This represents
roughly 0.7% of its overall monthly pass sales.
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Potentially Adverse Effects of the Youth Pass Transition

As Table 11 demonstrates, the cost of the Youth Pass and the riding privileges it provides do not
change in the transition to Clipper. Moreover, Clipper affords riders increased methods of
accessing the product in the form of online and Autoload purchasing. The transition to Clipper
does remove the ability to buy prorated passes and it adds a step to the procurement process in
the form of the application procedure to acquire a youth Clipper card. However, after that initial
step is completed, the ability to reload the card with the Youth Pass product is greatly enhanced.

Clipper also increases the patron’s ability to receive transfer credit on multiple operators, and the
Dumbarton Express transfer credit will be implemented by the end of January 2012.

Finally, the social safety net that SamTrans already has in place to address the needs of its most
vulnerable riders in the form of significant social service distribution of the Youth Pass through
the Needy Family program will remain intact after the transition to Clipper occurs.

Changes to the in-person availability of the fare product will be discussed in the next section of
this report.

Issues Applicable to Multiple Fare Products

Retail Network Distribution Analysis

As noted above, the change in in-person accessibility to the fare product requires closer
examination. All five fare products are analyzed herein. For the senior/disabled and youth passes,
this analysis refers only to the reloading of the product onto the Clipper card, and not to the
initial acquisition of the card.

First, predominantly low-income and minority census tracts within SamTrans’ service area were
identified. Utilizing the definitions and methodology in Appendix D, census tracts that were
above the average for the service area for both low-income and minority concentrations were
labeled predominantly low-income and minority, and are the cities listed in each of the tables
below.

Then, SamTrans bus stops within these census tracts were noted, and ¥4, %2, and % mile buffers
were drawn around these stops. Finally, the numbers of paper fare product vendors within these
three buffers were compared to the number of Clipper vendors within these three buffers.

A few notes regarding this analysis: One, the availability of SamTrans paper products varies by
fare product, so there are five pass-specific tables displaying this analysis. Two, the Clipper
vendors sell all products, so the numbers of Clipper vendors listed within each of these buffers
remain constant for each table. Finally, the numbers in the %2 and % mile radii are cumulative.
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Table 12: Distribution Comparison of Paper and Clipper Local Pass Vendors
Pre-Transition Post-Transition

Potential | Potential | Potential
& & &

Paper Paper Paper Existing Existing Existing

Local Local Local Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2mile | 3/4mile | 1/4mile | 1/2mile | 3/4 mile
Atherton* 0 0 0 1 3 3
Colma 3 3 3 3 3 3
Daly City 5 6 6 7 10 10
East Palo Alto 3 4 5 3 5 5
Menlo Park 0 1 2 0 0 1
Millbrae 1 1 2 2 2 4
Pacifica 0 0 0 0 0 0
Redwood City 3 3 3 3 5 6
San Bruno 1 2 4 1 2 2
San Mateo 2 3 4 2 2 2
South San Francisco 3 4 5 2 3 3

*Although Atherton is traditionally known as an affluent community, there is a census tract that meets the criteria
within its city limits.

Prioritizing access within the ¥ mile zone, it would appear that South San Francisco would
benefit from an additional Clipper vendor within that ¥ mile radius. It should be noted, however,
that the regional retail distribution goal is not to have one-to-one coverage between the paper
vendors and Clipper vendors, but to ensure that there are sufficient vendors in low-income and
minority communities that are convenient to transit routes and stops.

For many of the other areas in the list, Clipper enhances patrons’ in-person access to the fare
product.

A map of this analysis is included at Appendix E.
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Table 13: Distribution Comparison of Paper and Clipper Local/SF Pass Vendors

Pre-Transition Post-Transition

Potential | Potential | Potential
& & &

Paper Paper Paper Existing Existing Existing

Local-SF Local-SF Local-SF Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2mile | 3/4mile | 1/4mile | 1/2mile | 3/4 mile
Atherton 0 0 0 1 3 3
Colma 2 2 2 3 3 3
Daly City 2 3 3 7 10 10
East Palo Alto 1 1 1 2 5 5
Menlo Park 0 0 1 0 0 1
Millbrae 1 1 2 2 2 4
Pacifica 0 0 0 0 0 0
Redwood City 0 0 0 4 6 7
San Bruno 1 2 4 1 2 2
San Mateo 0 0 0 2 3 3
South San Francisco 3 4 5 2 3 3

For the Local/SF Pass vendors, it would again appear that South San Francisco would benefit
from an additional Clipper vendor within the ¥ mile radius. For the remainder of these
communities, Clipper enhances in-person availability of the fare product.

A map of this analysis is included at Appendix F.
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Table 14: Distribution Comparison of Paper and Clipper Express Pass Vendors

Pre-Transition Post-Transition

Potential | Potential | Potential
& & &

Paper Paper Paper Existing Existing Existing

Express Express Express Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2mile | 3/4mile | 1/4mile | 1/2mile | 3/4 mile
Atherton 0 0 0 1 3 3
Colma 0 0 0 2 2 2
Daly City 1 1 1 7 10 10
East Palo Alto 1 1 1 3 6 6
Menlo Park 0 0 0 0 0 1
Millbrae 1 1 2 2 2 4
Pacifica 0 0 0 0 0 0
Redwood City 1 1 1 4 6 7
San Bruno 1 2 3 1 2 2
San Mateo 0 0 0 2 3 3
South San Francisco 0 1 1 2 3 3

For the Express Pass, Clipper significantly improves in-person accessibility to the fare product in
all of these communities. A map of this analysis is attached at Appendix G.
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Table 15: Distribution Comparison of Paper and Clipper Eligible Discount Pass Vendors

Pre-Transition Post-Transition

Potential | Potential | Potential
Paper Paper Paper & & &

Eligible Eligible Eligible Existing Existing Existing

Discount | Discount | Discount Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2mile | 3/4mile | 1/4mile | 1/2mile | 3/4 mile
Atherton 0 0 0 1 3 3
Colma 3 3 3 3 3 3
Daly City 5 6 6 7 10 10
East Palo Alto 3 4 5 3 6 6
Menlo Park 0 1 2 0 0 1
Millbrae 1 1 2 2 2 4
Pacifica 0 0 0 0 0 0
Redwood City 3 3 3 4 6 7
San Bruno 1 2 4 1 2 2
San Mateo 2 3 4 2 3 3
South San Francisco 4 6 7 2 3 3

For the Eligible Discount vendors, South San Francisco is a potential area to add a vendor, as the
retail availability of the fare product goes from four locations supporting the paper pass to two
Clipper locations.

In many of these other areas, Clipper improves in-person accessibility to the fare product.

A map of this analysis is included at Appendix H.
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Table 16: Distribution Comparison of Paper and Clipper Youth Pass Vendors
Pre-Transition Post-Transition

Potential | Potential | Potential
& & &

Existing Existing Existing

Youth Youth Youth Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2mile | 3/4mile | 1/4 mile | 1/2 mile | 3/4 mile
Atherton 0 1 1 1 3 3
Colma 3 4 5 3 3 3
Daly City 7 9 10 7 10 10
East Palo Alto 3 7 8 3 6 6
Menlo Park 0 1 2 0 0 1
Millbrae 1 1 3 2 2 4
Pacifica 0 1 1 0 0 0
Redwood City 6 7 9 4 6 7
San Bruno 1 2 5 1 2 2
San Mateo 2 3 4 2 3 3
South San Francisco 3 4 5 2 3 3

Finally, for the Youth Pass vendors, it again appears that South San Francisco would benefit
from adding one vendor in its census tract identified as predominantly low-income and minority.

A map of this analysis is included at Appendix I.

In summary, in order to mitigate any potentially disparate impact to low-income and minority
communities, the recommendation is to add an additional vendor in South San Francisco.

Adult Clipper Card Acquisition Fee

As mentioned earlier, the adult Clipper card is currently free, but prior to the regional roll-out of
Clipper in June 2010, it carried an acquisition fee of $5. (Senior and youth cards are always free.)
In order to address a variety of operational difficulties engendered by the waiving of the card fee,
MTC has proposed and is currently considering instituting a $3 card fee plus the requirement of a
two dollar minimum load upon first acquiring the card. Since this is a regional fee, and not one
that is applied transit agency by transit agency, the Title VI implications of such a fee are being
examined in a separate fare equity analysis in conjunction with the finalization of the Clipper
Title VI Summary Report. In conjunction with that analysis, outreach is currently being
performed to determine whether the fee would present a burden to low-income and minority
individuals throughout the Bay Area. Regardless of what policy decision is arrived at in the
future, the earliest implementation of a card fee would be spring 2012, which means that the card
will remain free throughout SamTrans’ fare media transition process.
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Outreach

SamTrans and MTC have worked closely together to prepare SamTrans’ ridership for the fare
media transitions of these monthly passes. In anticipation of the fare media transition date of
January 1, 2012, SamTrans and MTC will have conducted almost 90 outreach events between
July and January 2012. These events have taken and will take place at transit hubs, community
events, community centers, shopping malls, Walgreens locations (where Clipper is sold),
Safeway locations (where paper fare products will no longer be sold), along heavily used bus
routes, senior centers, and schools. A calendar of these events is attached at Appendix J.

Many of these events have multilingual street team staffing present (Spanish, Cantonese,
Mandarin, Vietnamese and Korean) to assist with LEP patrons, as needed. MTC and SamTrans
provided Spanish and Cantonese support at about 30 events. Assistance in Korean was available
at over 15 events, while Mandarin and Vietnamese support was offered at about 10 events.

English, Spanish, and Chinese language samples of the materials produced for this outreach
initiative are attached at Appendix K. Interior bus cards in Chinese have also been produced.

MTC also plans to send a letter to current RTC cardholders in the SamTrans service area during
January 2012 that will provide additional information about how to use the Clipper features of
their existing card.

Enrollment Opportunities for Youth and Seniors

Of the outreach events that SamTrans and MTC have conducted, approximately 37 of them have
offered both seniors and youth an opportunity to submit an application for a Clipper card. An
additional 15 events were held at locations that serve seniors and 6 events were geared towards
accepting youth card applications. These enrollment opportunities have primarily consisted of
holding sign-up events at senior and community centers, retailers, and transit hubs throughout
the service area over a 7-month period. MTC and SamTrans scheduled events during varying
hours and on weekends to supplement the normal SamTrans ticket office operating hours
(Monday through Friday from 8:00 AM to 5:00 PM).

MTC and SamTrans have made efforts to engage individual schools and school districts to help
get the word out to their students about the paper pass transition. SamTrans’ focus has been on
intermediate and high schools, in particular. SamTrans staff called schools and followed up with
written materials addressed to district superintendents, school principals and their support staff.
The written materials included a flyer that summarized the upcoming pass changes, a list of
events where Youth applications would be accepted and a copy of the Youth card application.
The flyer was provided in both English and Spanish. MTC also sent a letter to principals and
school administrators on December 7, 2011, urging them to promote the public events where
Youth card applications were being accepted or to serve as collection points directly.

The eligibility verification and enrollment process for youth and seniors is one that was
requested and created by the transit operators, in an effort to reduce fraudulent use of these
heavily discounted fare products. It is expected that the numerous events held to promote
enrollment for discount category patrons will to support the initial fare media transitions. MTC
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plans to engage transit agencies to define strategies to address long term support for eligibility
verification and card issuance for discount cardholders.

Conclusion and Recommendations

Based on data gleaned from the passenger survey commissioned by SamTrans in 2009, all five of
the fare products being transitioned to Clipper-only availability are used disproportionately by
low-income and minority riders. Based on the foregoing analysis, there is a need to: add a
Clipper vendor in South San Francisco to maintain comparable in-person access to the products
post-transition; discuss, in collaboration with SamTrans, how to balance the legitimate business
need to control fraudulent use of discounted products with ensuring access to those products; and
continue monitoring the constantly evolving Clipper retail network with close attention paid to
vendors in predominantly low-income and minority neighborhoods. Therefore, this report’s
recommendations are to:

e Add a Clipper vendor in South San Francisco;

e Work with SamTrans and other Clipper transit operators to assess the eligibility
verification policy and distribution process of senior and youth Clipper cards; and,

e Continue to consider the needs of low-income and minority communities when
modifying the Clipper retail network.
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Appendix A

Map of Minority Population in SamTrans’ Service Area
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Appendix B

Map of Low-Income Population in SamTrans’ Service Area
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Appendix C

Map of LEP Population in SamTrans’ Service Area
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Appendix D
Definition of Demographic Characteristics

Low-income: The Title VI guidance defines low-income as applying to members of households
that meet the federal poverty guideline as defined by the Department of Health and Human
Services, which is currently $22,350. This is a national standard. Due to the high cost of living in
the Bay Area, MTC as an agency and many of the transit operators that are within MTC’s
jurisdiction double this level to identify low-income status. That yields a low-income threshold
of $44,700 for an average household size of four.

For the purposes of analyzing disproportionate impact of the various fare products, due to the
reliance on survey data, the benchmark of $50,000 in household income (again, assuming four
household members) is used because it corresponds to the cut-offs of survey data.

Minority: Any racial identity indicated other than white. The survey instrument used by
SamTrans’ consultant allowed for multiple responses so if a respondent answered white and any
additional options, then that response was considered multi-racial and thus was coded as
minority.

Limited English Proficiency (LEP): US Census 2000 asks respondents to indicate whether a
language other than English is spoken in their household. For those respondents who answer this
question affirmatively, there are four categories of spoken English language ability listed as
options on the US Census form: very well, well, not well, and not at all. Per Title VI Circular
4702.1A, “LEP” status is accorded to US Census 2000 survey respondents who indicated that
they speak English well, not well, and not at all.




Appendix E

Map of Local Pass Vendor Analysis
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Appendix F

Map of Local/SF Pass Vendor Analysis
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Appendix G

Map of Express Pass Vendor Analysis
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Appendix H

Map of Eligible Discount Pass Vendor Analysis
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Appendix |

Map of Youth Pass Vendor Analysis
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Appendix J

Calendar of SamTrans Outreach Events



SamTrans Clipper Card Transition Outreach Events Dates and Locations 2011 - 2012

S = Senior Event, Y = Youth Event
|A = All Event, B = Both Youth & Senior Event

87 Total Outreaches

3 | 2 2
= o
- 3
2 £ ]
Dates S § Time & Location Event Address
7/16/2011 Sat 1pm - 5pm A Transit Center @ Serramonte Center Green Living Fair
7/19/2011 Tues 2 12pm - 1pm S Senior Center: Magnolia SSF Bingo Group 601 Grand Avenue, South San Francisco, 94080
8/2/2011 Tues 2:30pm - 4pm B  Onetta Harris Community Center Sky's the Limit 100 Terminal Ave, Menlo Park, CA 94025
8/4/2011 Thurs 2:30pm - 4pm B Foster City Recreation Center Outreach Table 650 Shell Blvd., Foster City, 94404
8/9/2011 Tues 1lam - 1pm S Senior Center: Veteran's Memorial Outreach Table 1455 Madison Avenue, Redwood City, 94061
8/10/2011 Wed 12:30pm - 2pm S Senior Center: Doelger Lunchtime Sign-up 101 Lake Merced Boulevard, Daly City, CA 94015
8/12/2011 Fri 1lam - 4pm Y Daly City Pool Year End Carnival 131 Westmoor Avenue, Daly City, CA 94015
8/17/2011 Wed 1pm - 2pm S Senior Center: Magnolia SSF ESL Group 601 Grand Avenue, South San Francisco, 94080
8/18/2011 Thurs 7:30am - 9am A Bus Rides: College of San Mateo Customer Outreach
8/18/2011 Thurs 7:30am - 9am A Bus Rides: Canada College Customer Outreach
8/21/2011 Sun 1lam - 6pm A North Fair Oaks Festival Outreach Table 3121 Middlefield Road, Redwood City, 94063
8/27/2011 Sat 10 9am - 1pm S Senior Center: Little House Outreach Table 800 Middle Avenue, Menlo Park, CA 94025
9/1/2011 Thurs 6:15am - 9:45am A Busride KX route Ambassador Bus Ride Start in Redwood City to San Mateo and back
9/1/2011 Thurs 6:15am - 9:45am A Transit Center @ Milbrae Bart Customer Outreach 200 North Rollins Road, Millbrae, CA 94030
9/1/2011 Thurs 6:15am - 9:45am A Transit Center @ Palo Alto Customer Outreach
9/7/2011 Wed 6:15am - 9:45am A Transit Center @ Redwood City Customer Outreach
9/7/2011 Wed 6:15am - 9:45am A Transit Center @ Colma Bart Customer Outreach 365 D Street, Colma, CA 94014
9/7/2011 Wed 6:15am - 9:45am A Transit Center @ Daly City Bart Customer Outreach 500 Daly City Blvd., Daly City, CA 94014
9/13/2011 Tues 12pm - 1pm Y School: Terra Nova High School Lunchtime Sign-up 1450 Terra Nova Boulevard, Pacifica, CA 94044
9/13/2011 Tues 6:15am - 9:45am A Transit Center @Hillsdale Shopping Center Customer Outreach Hillsdale Blvd. People on both sides of street
9/14/2011 Wed 6:15am - 9:45am A Bus Stop/Shelter: Linda Mar Blvd Customer Outreach
9/21/2011 Wed 11:30 - 12:30 S Senior Center: Pacifica Outreach Table 540 Crespi Drive, Pacifica CA 94044
9/21/2011 Wed 6:15am - 9:45am A Bus Stop/Shelter: Mission & Goethe Customer Outreach
9/22/2011 Thurs 10:30am - 12:15pm S Senior Center: Menlo Park Health Screening event 110 Terminal Avenue, Menlo Park, 94025
9/24/2011 Sat 10am - 2pm S Senior Event: City of San Mateo Health & Wellness Fair 2645 Alameda de las Pulgas, San Mateo, 94403
9/29/2011 Thurs 10:30am - 1pm A Broadcom Emergency Ride Home Program Rideshare Fair 190 Mathilda Place, Sunnyvale CA 94086
9/30/2011 Fri 5:14pm - 7:36pm A Busride KX route: Transbay Terminal Ambassador Bus Ride Palo Alto to Mission/7th back to Palo Alto
9/30/2011 Fri 3pm - 6:30pm A Transit Center @ Colma Bart Customer Outreach 365 D Street, Colma, CA 94014
9/30/2011 Fri 17 3pm - 6:30pm A Transit Center @ Daly City Bart Customer Outreach 500 Daly City Blvd., Daly City, CA 94014
10/1/2011 Sat 10am - 1pm B SMCTD Lobby Event Customer Table 1250 San Carlos Avenue, San Carlos 94070
10/3/2011 Mon 1lam - 12:30pm S Senior Center: San Carlos Outreach Table 601 Chestnut Street, San Carlos 94070
10/3/2011 Mon 6:15am - 9:45am A Transit Center @ San Bruno Bart Customer Table 1151 Huntington Avenue, San Bruno, CA 94066\
10/4/2011 Tues 6:15am - 9:45am A Transit Center @ Serramonte Center Customer Outreach 3 Serramonte Center, Daly City, CA
10/14/2011 Fri 12pm - 1pm S Senior Center: Magnolia SSF ESL Group 601 Grand Avenue, South San Francisco, 94080
10/15/2011 Sat 10am - 4pm B Family Resources Fair, Tanforan Mall Outreach Table 1150 ElI Camino Real, San Bruno, 94066
10/20/2011  Thurs 10am - 2pm A San Jose State University 2011 Emp Services Fair Outreach Table SJSU Barrett Ballroom (3rd floor) Student Union Building
10/26/2011 Wed 1pm - 5pm B Walgreens Customer Table 399 El Camino Real, South San Francisco, CA 94080
10/27/2011  Thurs 1pm - 5pm B Walgreens Customer Table 4070 S. El Camino Real, San Mateo, CA 94403
10/28/2011 Fri 1pm - 5pm B Walgreens Customer Table 260 El Camino Real, Burlingame, CA 94010
10/29/2011 Sat 11 10am - 2pm B Walgreens Customer Table 643 Santa Cruz Ave., Menlo Park, CA 94014




S = Senior Event, Y = Youth Event
|A = All Event, B = Both Youth & Senior Event

87 Total Outreaches
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Dates 8 § Time & Location Event Address

11/1/2011 Tues 3:30pm - 7:30pm A Transit Center @ Colma Bart Customer Outreach 365 D Street, Colma, CA 94014
11/1/2011 Tues 3:30pm - 7:30pm A Transit Center @ Daly City Bart Customer Outreach 500 Daly City Blvd., Daly City, CA 94014
11/2/2011 Wed 1pm - 5pm B Walgreens Customer Table 22 San Pedro Road, Daly City, CA 94014
11/2/2011 Wed. 3:30pm - 7:30pm A Transit Center @ Palo Alto Customer Outreach
11/2/2011 Wed 3:30pm - 7:30pm A Transit Center @ Redwood City Customer Outreach
11/3/2011 Thurs 3:30pm - 7:30pm A Transit Center @Hillsdale Shopping Center Customer Outreach Hillsdale Blvd. People on both sides of street
11/3/2011 Thurs 3:30pm - 7:30pm A Transit Center @ Serramonte Center Customer Outreach
11/5/2011 Sat 10am - 1pm B SMCTD Lobby Event Customer Table 1250 San Carlos Avenue, San Carlos 94070
11/8/2011 Tues 1pm - 5pm B Walgreens Customer Table 216 Westlake Center, Daly City, CA
11/8/2011 Tues 12pm - 2:30pm B Facebook Employee Transportation Fair Customer Table 1601 California Ave., Palo Alto, CA
11/9/2011 Wed 11:30 - 12:30 S Senior Center: Pacifica Outreach Table 540 Crespi Drive, Pacifica CA 94044
11/10/2011  Thurs 9am - 3pm S Seniors On The Move...... Staying Connected Customer Table 255 South Airport Blvd., South San Francisco, 94080
11/11/2011 Fri 10am - 4pm B SMCTD Lobby Event Customer Table 1250 San Carlos Avenue, San Carlos 94070
11/11/2011 Fri 1pm - 5pm B Walgreens Customer Table 300 University Avenue, Palo Alto, CA
11/15/2011  Tues 1pm - 5pm B  Walgreens Customer Table 615 Broadway Millbrae, CA 94030
11/16/2011 Wed 10:30am - 12:00pm S Senior Center: San Bruno Customer Table 1555 Crystal Springs Road, San Bruno, CA 94066
11/19/2011 Sat 10am - 2pm B Walgreens Customer Table 6100 Mission Street, Daly City
11/21/2011 Mon 1pm-5pm B Safeway Customer Table 70 Cabrillo Hwy., Half Moon Bay, CA
11/22/2011  Tues 10 am -2 pm B Safeway Customer Table 100 Crystal Springs Road, San Mateo, CA
11/23/2011  Wed 1pm - 5pm B  Walgreens Customer Table 2605 Middlefield Road, Palo Alto
11/28/2011 Mon 12 pm -4 pm B Safeway Customer Table 860 N. Delaware St., San Mateo
11/28/2011 Mon 1pm-5pm B Safeway Customer Table 1100 El Camino Real, Belmont, CA
11/28/2011 Mon 2 pm- 6 pm B Safeway Customer Table 12 Plaza Drive, Pacifica, CA
11/28/2011 Mon 3pm-7pm B Safeway Customer Table 921 E. Hillsdale Blvd., Foster City, CA
11/29/2011  Tues 9am-1pm B Safeway Customer Table 30 Chestnut Ave., So. San Francisco, CA
11/29/2011  Tues 2 pm-6 pm B Safeway Customer Table 325 S. Sharon Park, Menlo Park, CA
11/30/2011  Wed 3pm-7pm B Safeway Customer Table 1380 Linda Mar Shopping Center, Pacifica, CA
11/30/2011  Wed 2 pm-6pm B Safeway Customer Table 1450 Howard Ave., Burlingame, CA
11/30/2011  Wed 29 1pm - 5pm B  Walgreens Customer Table 45 S. El Camino Real, Millbrae
12/1/2011 Thurs 1pm - 5pm B  Walgreens Customer Table 191 E. 3rd Avenue, San Mateo
12/1/2011 Thurs 1lam - 3pm B Safeway Customer Table 850 Woodside Road, Redwood City, CA
12/2/2011 Fri 1pm-5pm B Safeway Customer Table 525 El Camino Read, Millbrae, CA
12/2/2011 Fri 2pm-6pm B Safeway Customer Table 2100 Ralston Ave, Belmont, CA
12/3/2011 Sat 10am - 1pm B SMCTD Lobby Event Customer Table 1250 San Carlos Avenue, San Carlos 94070
12/6/2011 Tues 9am - 1pm S Peninsula Jewish Community Center Outreach Table 800 Foster City Blvd., Foster City, 94404
12/7/2011 Wed 6:30pm - 7:30pm B Los Altos United Methodist Church, Youth Room Outreach Table 655 Magdalena, Los Altos, CA
12/9/2011 Fri 9pm-7pm B South San Francisco BART Station Outreach Table South San Francisco BART
12/10/2011 Sat 10am - 2pm B  Walgreens Customer Table 2238 Westborough Blvd, SSF
12/12/2011 Mon 6:30 am - 10 am B Colma BART Customer Table Colma BART
12/13/2011  Tues 11:30 am-12:30 pm S Pacifica Senior Center Customer Table 540 Crespi Drive, Pacifica CA 94044
12/14/2011 Wed 4 pm-7pm Y Daly City BART Customer Table
12/18/2011 Sun 12 pm -6 pm Y Tanforan Shopping Center Customer Table




S = Senior Event, Y = Youth Event
|A = All Event, B = Both Youth & Senior Event

87 Total Outreaches

S @

(9 ©

2 3 g

E p -

2 £ g

Dates 8 § Time & Location Event Address
12/19/2011 Mon 1pm-5pm B Walgreens Outreach Table 1160 Broadway, Burlingame
12/22/2011  Wed 1pm - 5pm B  Walgreens Customer Table 1414 El Camino Real, San Carlos
12/29/2011 Wed 16 1pm - 5pm B  Walgreens Customer Table 4170 El Camino Real, Palo Alto
1/8/2012 Sun 12 pm -6 pm Y Serramonte Shopping Center Customer Table

1/15/2012 Sun 2 12 pm - 6 pm Y Hillsdale Shopping Center Customer Table




Appendix K

Samples of Multi-lingual Outreach Materials



Expires 1/1/12
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Monthly Passes are
Going to the Clipper Card

SamTrans customers should get a Clipper card
soon because the bus agency is phasing out
paper monthly passes. Clipper is a reloadable
fare card that can be used to pay for rides on
SamTrans, as well as AC Transit, BART, Caltrain,
Golden Gate Transit & Ferry, and the Santa
Clara Valley Transportation Authority.

SamTrans will stop selling paper passes at
the end of 2011. The December pass will be
the last paper pass sold. For those who order
through the mail, October will be the last
month sold.

You can obtain a Clipper card and add
passes or put money on your card by visiting
a Clipper vendor, which includes participating
Walgreens stores. To find the closest vendor
or for other Clipper information, you can reach
Clipper at 1-877-878-8883 or online at
www.clippercard.com.

Youth and those who buy Eligible Discount
passes need to apply for a special Clipper card
that will allow them to continue to receive the
discounted fare. Applications are available by
calling 1-800-660-4287 (TTY 650-508-6448)

or at www.samtrans.com/clipper. Completed
applications may be turned in at the SamTrans
office at 1250 San Carlos Ave. in San Carlos
weekdays between 8 a.m. and 4 p.m.

{Espaiicl en el reverso)
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Los pases mensuales
pasaran a la tarjeta Clipper

Los usuarios de SamTrans deben obtener
pronto una tarjeta Clipper porque la agencia de
autobuses esta retirando los pases mensuales
impresos. Clipper es una tarjeta recargable de
pago de tarifas que se puede usar para pagar
pasajes en SamTrans, asi como en AC Transit,
BART, Caltrain, Golden Gate Transit & Ferry y en
Santa Clara Valley Transportation Authority.

SamTrans dejard de vender pases impresos al
final de 20M. Los pases de diciembre seran los
ultimos pases impresos que se venderan. Para
aquellos que soliciten los pases por correo, octubre
serd el 0Oltimo mes en el que se venderdn.

Usted puede obtener una tarjeta Clipper y agregar
pases o cargar dinero a su tarjeta en un vendedor
localizados en las tiendas Walgreens participantes.
Para encontrar el proveedor mds cercano o para
obtener mas informacién sobre Clipper, puede
comunicarse a Clipper al 1-877-878-8883 o visitar
www.clippercard.com.

Los jovenes y aquellos que compren los pases
elegibles para descuento deben solicitar una
tarjeta Clipper especial que les permita continuar
recibiendo la tarifa con descuento. Las aplicaciones
estan disponibles llamando al 1-800-660-4287

(TTY 650-508-6448) o en www.samtrans.com/
clipper. Las aplicaciones llenadas se pueden
entregar en la oficina de SamTrans en 1250 San
Carlos Ave. en San Carlos entre semana de las
8am.alas4p.m.

{English on back)




» Los pases mensuales para jovenes de SamTrans pasaran a la Clipper <

¢Qué es una tarjeta Clipper®?
Clipper es una tarjeta recargable de pago de tarifas. La tarjeta Clipper para jovenes almacena un pase mensual de SamTrans o
dinero electrénico.

iPor qué debo obtener una tarjeta Clipper para jovenes?

SamTrans est4 retirando paulatinamente los pases mensuales impresos a finales de 2011. Los pases de diciembre seran los
dltimos pases impresos que se vendan. Deberds obtener una tarjeta Clipper para jévenes si deseas continuar viajando en
SamTrans con un pase mensual para jévenes.

¢Cémo puedo obtener una tarjeta Clipper?

Debes completar una solicitud para tarjeta Clipper (para descargarla, visita www.samtrans.com/clipper). Entrega la solicitud con
una prueba de edad en cualquier ubicacién para inscribirse en el evento de la lista que se exhibe en www.samtrans.com/clipper
o en [a oficina de SamTrans en 1250 San Carlos Ave. en San Carlos los dias de semana entre las 8 a.m. y las 5 p.m. Ademas,
puedes visitar 511.org para obtener una lista de las ubicaciones fuera del condado de San Mateo. Cada cliente recibira [a tarjeta
Clipper por correo en un plazo de 21 dias hébiles.

¢Qué debo presentar para demostrar mi edad?
Cuando presentes tu solicitud completada, también presenta uno de los siguientes documentos:
e Certificado de nacimiento
» Licencia de conducir emitida por el estado
» Tarjeta de identificacion emitida por el estado
* Pasaporte
* Tarjeta de identificacion de la ciudad de San Francisco
* Matricula consular/Tarjeta de identificacién consular
* Registro para extranjeros/Tarjeta de registro permanente

¢Mi padre o tutor pueden solicitarla en mi nombre?
SI, pueden presentar la solicitud con una de las pruebas de edad mencionadas anteriormente.

iCémo se carga el pase mensual para jévenes en la tarjeta Clipper?

Una vez que tengas la tarjeta Clipper, puedes cargar el pase mensual en cualquier tienda
minorista de tarjeta Clipper en todo el condado, como Walgreens, comunicandote con Clipper
por teléfono al 1-877-878-8883, o visitando www.clippercard.com.

¢Cémo puedo utilizar la tarjeta Clipper? A 4
S6lo haz tocar y mantén la tarjeta sobre el lector de Clipper cuando abordes el autobus. Te A
descontard la tarifa en efectivo o te reconocera tu pase mensual para jévenes de SamTrans. A A

Nota: 5i estas inscripto en el Programa para almuerzo gratuito y a precio reducido del distrito de tu . u
escuela y compras un pase con descuento a través de [a escuela, no es necesario que tengas una tarjeta

Clipper en este momento. Continuards comprando un pase impreso a través del distrito escolar. Sin
embargo, te invitamos a que solicites una tarjeta Clipper para jévenes porgue la necesitaras para viajar
en Caltrain o cualquier otro proveedor de transito de Bay Area, Si tu inscripcion en el Programa para
almuerzo gratuito y a precio reducido findliza, necesitaras la tarjeta Glipper para cargar un pase mensual
para jovenes de SamTrans. - S CLIPPER.




I’ Time to Switch

»SamTrans Youth Monthly Passes are Going to Clipper <

What is a Clipper® card?
Clipper is a reloadable fare payment card. The Youth Clipper card stores the SamTrans Monthly Pass or electronic cash.

Why should | get a Youth Clipper card?
SamTrans is phasing out paper Monthly passes at the end of 2011. The December pass will be the last paper Monthly Pass sold.
You will need to get a Youth Clipper card if you wish to continue to ride SamTrans with a Youth Monthly Pass.

How do | get a Clipper card?

You must complete a Clipper card application (to download, visit www.samtrans.com/clipper). Turn in the application with
proof-of-age at any of the sign-up event locations listed on www.samtrans.com/clipper or to the SamTrans office at 1250

San Carlos Ave. in San Carlos weekdays between 8 a.m. and 5 p.m. You also may visit 511.org for the list of locations outside of
San Mateo County. Clipper cards will be mailed to each customer within 21 business days.

What must | present to prove my age?
When you bring in your completed application, please also bring ene of the following:
e Birth Certificate
e State Issued Driver's License
* State Issued Identification Card
® Passport
* SF City ID Card
 Matricula Consular/Consular Identification Card
e Alien Registration/Permanent Registration Card

Can my parent or guardian apply on my behalf?
Yes, they may submit the application with one of the above proofs of age.

How is the Youth Monthly Pass loaded to the Clipper card?

Once you have a Youth Clipper card, you may load the Monthly Pass at any of the Clipper card
retailers throughout the county, such as Walgreens, by calling Clipper at 1-877-878-8883, or by
visiting www.clippercard.com.

How do | use the Clipper card? A A&
Just tap and hold the card to the Clipper reader when you board the bus. It will deduct cash A
fare or recognize your SamTrans Youth Monthly Pass. A A

Note: If you are enrolled in your school district’s Free and Reduced Lunch Program and purchase a u
discounted pass through the school, you do not need a Clipper card at this time. You will continue to

buy a paper pass through the school district. However, we encourage you to apply for a Youth Clipper
card because you will need it for riding Caltrain or any of the other Bay Area transit providers. If your
enroliment in the Free and Reduced Lunch Program ends, you will need the Clipper card to load a
SamTrans Youth Monthly pass.

CLIPPER.
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SPREE B

HEALTH

High blood pressure—help employees prevent this silent killer

By Joseph Derrough, MD,
Chief of Ob/Gyn and Co-
Medical Director of Patient
Safety, Kaiser Permanente
San Jose Medical Center

Eat less salt—aim for a maximum of
2,300 mg of sodium each day

High blood pressure, or
hypertension, is sometimes
called a “silent killer” because
it generally shows no signs or
symptoms. If left untreated,
it can lead to stroke, heart
disease, and kidney failure.

According to HeathMe-
dia®, direct medical costs on
average are 64 percent high-
er for employees with high

ood pressure compared
to healthy employees, and
about 46 pereent higher in

indirect costs due to lost pro-
ductivity or absenteeism.1

That’s why it's important
for employers to share the
following tips to help control
or possibly even prevent this
condition.

Prevent high blood pres-
sure with lifestyle changes

¢ Maintain a healthy
weight—eat more fruits, veg-
etables, whole grains, lean
meat, fish, and low- or nonfat

dairy products

o Start an exercise pro-
gram—try for 30 minutes of
moderate activity most days
of the week

¢ Drink alcohol in mod-
eration—men should limit
themsclves to two drinks
a day, women and lighter-
weight men should have no
more than one drink a day

« Eat less salt—aim for a
maximum of 2,300 mg of
sodium each day

Employees can get help
from Kaiser Permanente

* kp.org/fitness—employ-
ees can learn how to reduce
their risk for heart condi-
tions and download pod-
casts, fitness calculators,
and health education mate-
rials

* Healthy Living classes—
many facilities offer classes
such as “Living Well with
High Blood Pressure” and
“Blood Pressure: The Basics”
(some classes or programs «
Healthy Living classes—
many facilities offer classes
such as “Living Well with
High Blood Pressure” and
“Blood Pressure: The Basics”

(some classes or programs -

may require a fee)

. Support for heart- |

healthy

nutrition—mem- |

bers can take advantage of °
telephone coaching, online *

lifestyle programs such as -

HealthMedia
and information

Nourish?,
about .
Mcditerranean or DASH |

(Dictary Approaches to

Stop Hypertension) diets to
start and maintain a heart-
healthy eating plan

For more information, -

call your Kaiser Perman- ©
ente representative or bro- |

ker.

Hundreds gather

Cinthia Rodrigucz
El Observador

In honor of World AIDS
Month, the Journey Chris-
tian Church congregated for
its 6thannual AIDS caregiver
kit building for World Vision.

The Caregiver Kit pro-
gram is a hands-on, personal
way for individuals to reach
out to caregivers in hard-hit
regions across the world and
to learn more about HIV/
AIDS and the challenges
faced by millions on a daily
basis. The kits include pe-
troleumn jelly, washcloths,
pain relievers, cotton balls,

notebooks, and handwrit-
ten notes of encourage-
ment. Another crucial item
found in the kits are gloves.

The caregiver kits will
be sent to Zimbabwe, Af-
rica to help caregivers who
go from hut to hut caring
for those living with AIDS.

“This is & phenomenal
opportunity for the com-
munity to get together and
do something personal to
help the caregivers fight-
ing the AIDS pandemic in
Africa,” said Jeff Wenke,
the Journeys Lead Pastor.
“We are urging people to

to bring hope to African AIDS victims

visit our Web site at www.
talkinchurch.com to spon-
sor a kit online for $29.50.”

The church has raised
816,946 and has a goal of
$54,500. Journey Church
has partnered with World
Vision, a Christian humani-
tarian organization, to make
a dramatic difference in the
LimpoporegionofZimbabwe.

World Vision delivers and
distributes the kits in com-
munities heavily impacted
by HIV/AIDS. The kits are
used by local volunteer care-
givers who bring comfort
and care while also helping

prevent further infection
to those living with AIDS.

“We now sponsor over 100
children and have sent over

$300,000in support of these
people in need,” said Jason
Jones, The Journey'’s Inter-
national Impact Director.

Cinthia Rodriguez (s the Editor of
£l Observador, Email her at
english.editor@el-observador.com

ADIOS PASE DE PAPEL.

HOLA CLIPPER.

| g

omaenzando en enero de 2012, los pases

de Samirans estaran disponibles solamente

en Clipper

100

877.878.8883

clippercaord.com/samirans

A
A
VA
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SPECIAL
SIGN-UP
EVENTS FOR

SENIOR AND YOUTH
CLIPPER CARDS.

P’)P’ Beginning January 2012, SamTrans
passes are only on Clipper.

SamTrans passes are changing to Clipper — the
Bay Area’s easy to use, all-in-one reloadable
transit card. So, to get all your usual great
discounts in the future, you'll need to apply for
a Senior or Youth Clipper card. To make it easy
to get your card, we’re holding some special
sign-up events at the Walgreens stores (just
remember to bring proof of age*).

For more information, go to clippercard.com or
call 877.878.8883.

See dates on the reverse side of this slip
Whtreens ~ SAWES &R cupper
4 = v

*Customer must bring proot of eligibllify! birth cerlificate. driver's license issued by any.
state. identificafion card issued by any state, Alien Registration/Permanent Resident card

Matricula Consular/Consular idenlification card, passport, SF City 1D card. Parents and
guardians may biing the child's application and proof of age without the child present.




Wednesday, Oct. 26

399 El Camino Real
South San Francisco
Tpm-5pm

Thursday, Oct. 27

4070 S. El Camino Real
San Mateo
1pm-5pm

Friday, Oct. 28

260 El Camino Real
Burlingame
1pm-5pm

Saturday, Oct. 29

643 Santa Cruz Avenue
Menlo Park
1pm-5pm

Wednesday, Nov. 2
22 San Pedro Road
Daly City

1pm-5pm

Tuesday, Nov. 8

216 Westlake Center
Daly City
1pm-5pm

Friday, Nov. 11

300 University Avenue
Palo Alto
1pm-5pm

Tuesday, Nov. 15

615 Broadway
Millbrae

1pm-5pm

Saturday, Nov. 19
6100 Mission Street
Daly City
10am-2pm

Wednesday, Nov. 23

2605 Middlefield Road
Palo Alto
1pm-5pm

Thursday, Nov. 30

45 S, El Camino Real
Millbrae
1pm-5pm

Tuesday, Dec. 1

191 E. 3rd Avenue
San Mateo
1pm-5pm

Saturday, Dec. 10

2238 Westborough Bivd.
South San Francisco
10am-2pm

Thursday, Dec. 22

1414 El Camino Real
San Carlos
1pm-5pm

Thursday, Dec. 29

4170 El Camino Real
Palo Alto
1pm-5pm

If you're unable to attend on one of these
dates, you’ll find more sign-up locations
at clippercard.com/samtrans.

clippercard.com 877.878.8883

*Customer must bring proof of eligibility: birth certificate. driver's license Issued by any
state, identification card issued by any state, Alien Registration/Permanent Resident card

Matricula Consutar/Consular identification card, passport, SF City 1D card. Parents and
guardians may brng the child's application and proot of age without the child present.




EVENTOS

ESPECIALES PARA
SOLICITAR TARJETAS S
CLIPPER PARA

PERSONAS DE LA
TERCERA EDAD
Y JOVENES.

ia
VA
\ &

Comenzando en enero del 2012,
Pl‘% los pases de SamTrans estaran
disponibles solamente con Clippers

Los pases de SamTrans estdn cambiando a
Clipper — la tarjeta de transporte piblico
recargable, todo-en-una, facil de usar del Area
de la Bahia. Asi que para poder recibir sus
descuentos en el futuro, deberd solicitar una
tarjeta Clipper para personas de la tercera edad
(Senior) o para jovenes (Youth). Para facilitar la
solicitud de su tarjeta, habré eventos especiales
para solicitarla en las tiendas Walgreens (solo
recuerde traer su comprobante de edad*).

Para mas informacion, visite clippercard.com o
llame al 877.878.8883.

Vea las fechas al reverso de este volante

Whtpreons — SRS % CLIPPER

*Ei cliente debe tener comprobanle de edad acta de nacimienfo, ticencia de conducir
de cuaiguier estado, tarjela de identificacién de cuaiquier estado, tarjieta de residancia

permanente, matricula consular, pasapoite, tarjeta de identificacion SF City ID. Los padres
de famitia o futores pueden presentar ia solicitud del menor con el comprobante de edad
sin que esté el menor presente




Miércoles, 26 de oct.

399 El Camino Real
South San Francisco
1pm a 5pm

Jueves, 27 de oct.
4070 S. El Camino Real
San Mateo

1pm a 5pm

Viernes, 28 de oct.

260 El Camino Real
Burlingame
1pm a 5pm

Sabado, 29 de oct.
643 Santa Cruz Avenue
Menlo Park

1pm a 5pm

Miércoles, 2 de nov.
22 San Pedro Road
Daly City

1pm a 5pm

Martes, 8 de nov.
216 Westlake Center
Daly City

1pm a 5pm

Viernes, 11 de nov.

300 University Avenue
Palo Alto
1pm a 5pm

Martes, 15 de nov.

615 Broadway
Millbrae
1pm a S5pm

Sabado, 19 de nov.
6100 Mission Street
Daiy City

10am a 2pm

Miércoles, 23 de nov.
2605 Middlefield Road
Palo Alto

1pm a 5pm

> Jueves, 30 de nov.

45 S. El Camino Real
Millbrae
1pm a 5pm

Martes, 10 de dic.
191 E. 3rd Avenue
San Mateo

1pm a 5pm

Sabado, 10 de dic.

2238 Westborough Blvd.
South San Francisco
10am a 2pm

Jueves, 22 de dic.
1414 El Camino Real
San Carlos
1pm a 5pm

Jueves, 29 de dic.
4170 El Camino Real
Palo Alto

1pm a S5pm

Si no puede asistir en alguna de estas
fechas, puede encontrar informacion
sobre mas lugares donde solicitar su tarjeta
visitando clippercard.com/samtrans.

clippercard.com 877.878.8883

*El cliente debe tener comprobcrife de edad: acta de nacimlento, licencia de conducir
de cualquier estado, tarjela de identificacién de cualquier estado. tarjeta de residencia
pearmanente, matricuia consular, pasaporle, laljeta de idenfificacidn Sk City ID. Las padres

de famitia o tutores pueden presentar la soliciud del menor con el comprobante de edad
sin que esté el menor preser_ﬁe.




SPECIAL
SIGN-UP EVENTS

FOR SENIOR AND

YOUTH CLIPPER CARDS.

PD Beginning January 2012, SamTrans passes are only on Cllpper-

CUPPER

SamTrans passes are changing fo Clipper—the Bay Area’s easy to use, alkin-one reloadable transit card. So,
fo get all your usual great discounts in the future, you'll need to apply for a Senior or Youth Clipper card. To
make it easy to get your card, we're holding some special sign-up events at the Walgreens stores below on
the following dates (just remember to bring proof of age’):

P Wednesday, Oct. 26

399 El Camino Real
South San Francisco

1Tpm-5pm

» Thursday, Oct. 27

4070 S. El Camino Real
San Mateo

Tpm-5pm

» Friday, Oct. 28

260 El Camino Real
Burlingame

Tpm-5pm

» Saturday, Oct. 29
643 Santa Cruz Avenue
Menlo Park
1pm-5pm

» Wednesday, Nov. 2

22 San Pedro Road
Daly City
1pm-5pm

» Tuesday, Nov. 8
216 Westlake Center
Daly City
1Tpm-5pm

» Friday, Nov. 11

300 University Avenue
Palo Alto

Tpm-5pm

» Tuesday, Nov. 15

615 Broadway
Millorae

1pm-5pm

P Saturday, Nov. 19
6100 Mission Street
Daly City
10am-2pm

» Wednesday, Nov. 23

2605 Middlefield Road
Palo Alto

1pm-5pm

» Thursday, Nov. 30

45 S. El Camino Real
Millbrae

Tpm-5pm

» Tuesday, Dec. 1

191 E. 3rd Avenue
San Mateo

1pm-5pm

» Saturday, Dec. 10

2238 Westborough Blvd.
South San Francisco

10am-2pm

» Thursday, Dec. 22

1414 El Camino Real
San Carlos

Tpm-5pm

» Thursday, Dec. 29

4170 El Camino Real
Palo Alto

1pm-5pm

If you're unable to attend on one of these dates, you'll find more sign-up locations at clippercard.com/samtrans.

v

id
VA CLIPPER

clippercard.com 877.878.8883




EVENTOS ESPECIALES
PARA SOLICITAR TARJETAS s |

CLIPPER’ PARA PERSONAS
DE LA TERCERA EDAD
Y JOVENES. |

D» Comenzando en enero del 2012, los pases de SamIrans
estaran disponibles solamente con Clipper.

Los pases de SamTrans estdn cambiando a Clipper — la tarjeta de transporte publico recargable,
todo-en-una, facil de usar del Area de la Bahia. Asi que para poder recibir sus descuentos en el futuro,
deberd solicitar una tarjeta Clipper para personas de la tercera edad (Senior) o para jévenes (Youth).
Para facilitar la solicitud de su tarjeta, habra eventos especiales para solicitarla en las siguientes tiendas
Walgreens durante las siguientes fechas (solo recuerde traer su comprobante de edad*).

» Miércoles, 26 de oct. » Miércoles, 2 de nov. » Sabado, 19 de nov. » S&bado, 10 de dic.
399 El Camino Real 22 San Pedro Road 6100 Mission Street 2238 Westborough Blvd.
South San Francisco Daly City Daly City South San Francisco
1pm a 5pm 1pm a 5pm 10am a 2pm 10am a 2pm

» Jueves, 27 de oct. » Martes, 8 de nov. » Miércoles, 23 de nov. » Jueves, 22 de dic.
4070 S. El CaminoReal 216 Westlake Center 2605 Middlefield Road 1414 El Camino Real
San Mateo Daly City Palo Alto San Carlos
1pm a 5pm 1pm a 5pm 1pm a 5pm 1pm a 5pm

» Viernes, 28 de oct. » Viernes, 11 de nov. » Jueves, 30 de nov. » Jueves, 29 de dic.
260 El Camino Real 300 University Avenue 45 S. El Camino Real 4170 El Camino Real
Burlingame Palo Alto Millbrae Palo Alto
1pm a 5pm Tem a 5pm 1pm a Spm 1pm a 5pm

» Sabado, 29 de oct. » Martes, 15 de nov. » Martes, 10 de dic.

643 Santa Cruz Avenue 615 Broadway 191 E. 3rd Avenue
Menlo Park Millbrae San Mateo
1pm a 5pm 1pm a 5pm - 1pm a 5pm

Si no puede asistir en alguna de estas fechas, puede encontrar informacién sobre més lugares donde solicitar su
tarjeta visitando clippercard.com/samtrans.

Whetpreens. SRS %cuppsn clippercard.com 877.878.8883

Gl de edad ) de 10, I estado, farjet 3 p
] i) e s e Ay A e e P S
7 res!dencco permcnente matricula consular, posapone tarjeta de |dentihccck‘>n SF City ID. Los padres de fomitic o tutores pueden presemar ia solicitud del menor con e| !

comprobante de edad sin que esté el menor presente.
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VTA Fare Media Transitions to Clipper” - Title VI Analysis
March 2012



Overview of VTA

The Santa Clara Valley Transportation Authority (VTA) provides public transit service in Santa
Clara County, and some areas in Alameda and San Mateo counties. VTA covers a geographic
span of 326 square miles, and serves a population base of approximately 1.9 million persons. Its
passenger service consists of both bus and light rail service, with 424 coaches and 99 light rail
cars in its fleet. VTA operates a total of 72 routes, of which 53 are regular or community, 16 are
express or limited stop, and 3 are light rail.

VTA offers a range of fare payment options to its ridership, including cash, day passes, monthly
passes, day pass tokens, and a variety of specialized passes. There are products which are prepaid
versus products available on the vehicle, as well as discounted fare products for different eligible
groups. Of these fare payment options, VTA’s monthly passes and day pass tokens are slated for
transition to Clipper-only availability. As such, they are the subject of this analysis.

Service Area Profile

VTA’s service area consists of 366 census tracts and includes 1,863,727 residents (per US
Census 2010 data). The demographic characteristics of the population within this service area are
as follows:

e Minority: 65.1% (Map attached at Appendix A)
e Low-Income: 21.4% (Map attached at Appendix B)
e Limited English Proficiency (LEP): 22.3% (Map attached at Appendix C)

The nine largest refugee communities in Santa Clara County are from the following countries:
Afghanistan, Burma, China, India, Iran, Iraq, Eritrea, Ethiopia, and Vietnam.

See Appendix D for an explanation of the methodology used to define minority, low-income,
and LEP.

VTA Ridership Profile

VTA conducted an in-depth on-board passenger survey in 2006. The survey instrument asked
questions on a range of topics, from customer service issues to demographics and method of fare
payment. The responses from the approximately 13,500 completed surveys provide the data for
the entire analysis that follows.

Table 1 provides an overview of the demographic characteristics of VT A patrons.
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Table 1: Demographic Profile of VTA Survey Respondents Overall

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 45% Minority 56%
Higher Income 16% Non-Minority 21%
No Response 39% No Response 23%
Total 100% Total 100%

Within the realm of VTA’s fare products, in order to determine whether the monthly passes and
day pass tokens targeted for mandatory transition to Clipper are used in greater proportions by
low-income and minority riders than the overall ridership, Table 2 illustrates how different
demographic groups utilize VTA’s fare products.

Table 2: VTA Fare Type Use — Total Ridership

Fare Type Overall Low-Income | Minority
Cash 22% 23% 23%
Day Pass 14% 19% 16%
Monthly Flash Pass 29% 36% 33%
Annual Pass 3% 3% 3%
Eco Pass/SISU 10% 10% 12%
Day Pass Token 1% 1% 1%
Caltrain Monthly Ticket 1% 1% 1%
Outreach Paratransit ID 1% 1% 1%
Other 2% 2% 2%
Non-Response 16% 3% 8%
Total Responses 13718 6121 7684

Chart 1 represents the same data graphically.
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Chart 1: VTA Fare Type Use — Total Ridership

40%
35% M Cash
(o]
M Day Pass
30%
" B Monthly Flash Pass
5 25% - H Annual Pass
[
"E 20% - B Eco Pass/SJSU
c
9 m Day Pass Token
£ 15% - y
o Caltrain Monthly Ticket
10% -
’ Outreach Paratransit
5% 1 B Other
0% - T . Non-Response
Overall Low-Income Minority

The data as indicated in Table 2 and Chart 1 shows that transitioning the suite of VTA monthly
passes to Clipper-only availability may disproportionately impact low-income and minority
populations. Transitioning the day pass token may not disproportionately impact these
populations. In order to provide a more detailed analysis, the demographics of the patrons who
use each fare product, to the extent that information is discernible from the survey data, are
presented below.

Fare Products Transitioning to Clipper

Only prepaid fare products that are generally available to the public are mandated for transition
by Resolution 3866. Table 3 is copied from the Resolution and lists these products, along with
relevant comments regarding each transition. All fare products are currently scheduled to
transition on June 30, 2012.
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Table 3: VTA Fare Media Transitions per MTC Resolution No. 3866

Date for
Ending
Acceptance of
Listed Prepaid
Fare Media Fare Media Comments
Monthly Pass 6/30/2012 e Transition date subject to change if, by April
1, 2012, there are not at least 50 Clipper”
vendors operational in VTA’s service area, or
MTC has not addressed any retailer
deficiencies in specific locations based on
Title VI assessment performed by MTC.

e In such case, transition date will be the last
day of the third month after conditions
described above are met.

Monthly Express Pass 6/30/2012 Same comments as for Monthly Pass.
Day Pass Tokens 6/30/2012 Date is when product is no longer available for
purchase through retail outlets.

Impacts of Fare Product Transitions to Clipper

In order to assess whether there are disproportionate impacts on Title VI-protected populations
due to these fare media transitions, demographic information regarding the users of each fare
product is analyzed to determine if there is a higher percentage of use by low-income or minority
groups. For example, if 80% of the users of a certain fare product are low-income, and 20% are
higher income, then the analysis would indicate that the fare product is used disproportionately
by low-income riders. This methodology was established by the consultant performing the first
five operators’ analyses, Milligan and Company, and shared with the Federal Transit
Administration (FTA) in September 2011 during a Title VI compliance review. For the sake of
consistency, MTC has followed the same methodology for SamTrans and VTA, except for a few
modifications based on FTA feedback.

In order to determine whether any of the disproportionate impacts in transitioning to Clipper are
also adverse impacts, it is then necessary to examine how patrons are able to use the fare product
in paper form, and to identify any differences (both positive and negative) in the Clipper
implementation.

For the purpose of this analysis, the products listed in Table 3 are grouped into four categories:

adult, youth, senior/disabled, and day pass tokens. The adult monthly pass and the express
monthly pass fall into the adult category, and will be considered together.

Page 5 of 25




Adult Monthly Passes

Adult Pass Ridership Profile

In order to determine who will be impacted by the adult monthly pass transitions, the monthly
pass survey responses were cross-tabulated with the adult fare category. Although there are two
distinct adult fare products transitioning to Clipper, the demographic profile was combined into
one. This is due to the fact that there are currently fewer than 150 users of the Express pass.
Table 4 presents the result of this analysis.

Table 4: Demographic Characteristics of Adult Pass Survey Respondents

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 57% Minority 66%
Higher Income 17% Non-Minority 22%
No Response 27% No Response 12%
Total 101% (due to Total 100%
rounding)

The analysis reveals that a majority of adult pass users are low-income (57%) and minority
(66%), which suggests that these groups will be disproportionately affected by the fare media
transition.

1. Adult Pass
Pre-Transition: Paper Adult Pass Program
Eligibility and Usage

It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product. Currently, approximately 8,000 adult passes are distributed each month.

Cost and Means of Procurement

Customers are able to obtain an Adult Pass for $70 in person between the 16™ of the prior month
and the 15™ day of the pass validity month. The Adult Pass is sold by 48 third-party vendors in
12 communities within the VTA service area, plus VTA’s two customer service centers and by
mail from VTA.

Riding Privileges
The VTA paper Adult Pass is valid for unlimited rides on all VTA regular, limited stop,
community, and light rail routes during the month for which it is issued.

The ride value of the paper Adult Pass can be applied towards a VTA route with a higher ride
value, such as an express route. Customers are able to show the bus operator their Adult Pass and
then pay the upgrade fare with cash.
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Options for Socio-Economically Disadvantaged Riders

Approximately twenty-five non-profit organizations, social service agencies, and schools within
VTA’s service area distribute roughly 700 adult passes per month for free or at a discount to
their clients.

Post-Transition: Clipper Adult Pass Program

Eligibility and Usage
The Adult Pass is intended for adult, full fare patrons, but there are no restrictions on who can
purchase this fare product.

Cost and Means of Procurement

The VTA Adult Pass can be loaded onto an adult Clipper card. Prior to the launch of Clipper in
June 2010, the adult Clipper card cost $5, but since then it has been free. The cost of the Adult
Pass remains the same, $70. Customers can purchase this pass by going to clippercard.com,
calling the Clipper Customer Service Center, setting up Autoload, visiting a participating Clipper
retailer, or by using a self-serve Add Value or Ticket Vending Machine located at select transit
stations and terminals. The vending window associated with the sale of the paper Adult Pass is
the same for the Clipper form of the pass. The Adult Pass is sold by 63 Clipper third-party
vendors in 17 communities within the VTA service area, plus VTA’s two customer service
centers.

Riding Privileges
The Adult Pass is valid for unlimited rides on all VTA regular, limited stop, community, and
light rail routes during the month for which it is issued.

The Adult Pass can also be used for a fare credit on an express route. However, the customer
must have enough cash value on his or her Clipper card to pay the upgrade fare (which is equal
to the difference between the express fare and the local fare) or the Adult Pass will not count as a
local fare credit. In this situation, the customer would need to pay the full fare using cash.

Options for Socio-Economically Disadvantaged Riders

Only the adult passes that are sold via retail outlets are being transitioned to Clipper-only
availability. Paper adult passes that are distributed by non-profits and social service agencies to
clients for free or at discounted rates will continue to be available after the fare media transition
has occurred.

The key variables in comparing these two versions of the Adult Pass are summarized below.
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Table 5: Summary of Changes for Adult Pass Transition

Fare Product Features Pre-Transition: Paper Adult Post-Transition: Adult Pass
Pass on Clipper
Cost of the Product $70 $70
Riding Privileges Valid entire month on regular, | Valid entire month on regular,
community, and light rail community, and light rail
routes; fare credit on express routes; fare credit on express
routes routes
In-Person Access 48 retailers in 12 cities 63 retailers in 17 cities
Other Ways to Access Mail Mail, online, Autoload, phone
Options for Disadvantaged | Distribution by non-profits and | Continued distribution (of paper
Patrons social service agencies passes) by non-profits and
social service agencies

2. Express Pass
Pre-Transition: Express Pass Program

Eligibility and Usage

The Express Pass is intended for adult, full fare patrons, but there are no restrictions on who can
purchase this fare product. It provides the most utility for patrons who routinely travel on express
routes. Currently, fewer than 300 express passes are purchased each month.

Cost and Means of Procurement

Adult customers are able to obtain an Express Pass for $140 in person between the 16™ of the
prior month and the 15" day of the pass validity month. The Express Pass is sold by 9 third-party
vendors in 6 communities within the VTA service area, plus VTA’s two customer service centers
and from VTA by mail.

Riding Privileges

VTA accepts the paper Express Pass for payment of an adult fare on all of its regular, express,
limited stop, community, and light rail routes. The VTA paper Express Pass is valid for
unlimited rides on these routes during the month for which it is issued.

Post-Transition: Clipper Express Pass Program

Eligibility and Usage
It is intended for adult, full fare patrons, but there are no restrictions on who can purchase this
fare product. It provides the most utility for patrons who routinely travel on express routes.

Cost and Means of Procurement

The VTA Express Pass can be loaded onto an adult Clipper card. Prior to the launch of Clipper
in June 2010 the adult Clipper card cost $5, but since then it has been free. The cost of the
Express Pass remains the same, $140. Customers can purchase this pass by going to
clippercard.com, calling the Clipper Customer Service Center, setting up Autoload, visiting a
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participating Clipper retailer, or by using a self-serve Add Value or Ticket Vending Machine
located at select transit stations and terminals. The vending window associated with the sale of
the paper Adult Pass is the same for the Clipper form of the pass. The Express Pass is sold by 63
Clipper third-party vendors in 17 communities within the VTA service area, plus VTA’s two
customer service centers.

Riding Privileges
The Express Pass is valid for unlimited rides on all VTA regular, express, limited stop,
community, and light rail routes during the month for which it is issued.

The key variables in comparing these two versions of the Express Pass are summarized below.

Table 6: Summary of Changes for Express Pass Transition

Fare Product Features Pre-Transition: Paper Post-Transition: Express Pass
Express Pass on Clipper
Cost of the Product $140 $140
Riding Privileges Valid entire month on all routes | Valid entire month on all routes
In-Person Access 9 vendors in 6 cities 63 vendors in 17 cities
Other Ways to Access Mail Mail, online, Autoload, phone

Potentially Adverse Effects of the Adult Pass Transitions

As tables 5 and 6 demonstrate, the cost of the adult and express passes and the riding privileges
they provide do not change in the transition to Clipper. Moreover, Clipper affords riders
increased methods of accessing the product in the form of online and Autoload purchasing.
Finally, the paper adult passes that non-profits and social service agencies distribute for free or at
a discount to their clients are not being transitioned to Clipper-only availability.

As mentioned above, the adult Clipper card is currently free, but MTC has proposed
implementing a card acquisition fee of $3 with a minimum load of $2 in the near future. The
proposed $3 cost of the adult Clipper card as well as the Clipper retail (in-person) distribution
network will be discussed in the “Retail Network Distribution Analysis” section of this report.
3. Youth Pass

Youth Pass Ridership Profile

In order to determine who will be impacted by the Youth Pass transition, the monthly pass

survey responses were cross-tabulated with the youth fare category responses. The results of this
analysis are in Table 7.
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Table 7: Demographic Characteristics of Youth Pass Survey Respondents

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 41% Minority 71%
Higher Income 15% Non-Minority 14%
No Response 44% No Response 15%
Total 100% Total 100%

The data indicates that 41% of Youth Pass users are low-income, although there is a high non-
response rate to this question. A majority of survey respondents are minority (71%).

Pre-Transition: Paper Youth Pass Program
Eligibility and Usage

Patrons between the ages of 5 and 17 are eligible to use the Youth Pass. Currently,
approximately 5,000 youth passes are distributed each month.

Cost and Means of Procurement

Customers are able to obtain a Youth Pass for $45 in person between the 16™ of the prior month
and the 15™ day of the pass validity month. It is available at 45 sales outlets in 12 cities within
the VTA service area, plus VTA’s two customer service centers and by mail from VTA.

Riding Privileges
The Youth Pass is valid for unlimited rides on all VTA regular, express, limited stop,
community, and light rail routes during the month for which it is issued.

Options for Socio-Economically Disadvantaged Riders

Approximately 20 schools and school districts, plus 10 non-profit organizations and social
service agencies, distribute youth passes for free or at a discount to their students or clients. On
average approximately 1,900 youth passes are distributed this way each month.

Post-Transition: Clipper Youth Pass Program

Eligibility and Usage
Patrons between the ages of 5 and 17 are eligible to use the Clipper form of the Youth Pass.

Cost and Means of Procurement
With Clipper, there are two steps required to obtain this fare product:

1. Acquire a youth Clipper card — one-time
2. Load and reload the pass onto the card as needed — ongoing

Youth patrons (or their parents or guardians) must first apply for a youth Clipper card. Within

the VTA service area, this can currently be done at VTA’s two customer service centers.
Requirements for the application are proof of identification and birthdate. Upon submission of
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the youth card application, youth patrons receive their card immediately. During the transition to
Clipper, VTA will also be sponsoring a variety of events at schools, public facilities, and other

locations to take accept applications and issue Youth cards. These efforts are described in greater
detail in the outreach and enrollment section of this report.

The youth Clipper card is free. The cost of the Youth Pass remains the same, $45. After
obtaining a youth Clipper card, customers can purchase this pass by going to clippercard.com,
calling the Clipper Customer Service Center, setting up Autoload, visiting a participating Clipper
retailer, or by using a self-serve Add Value or Ticket Vending Machine located at select transit
stations and terminals. The vending window associated with the sale of the paper Youth Pass is
the same for the Clipper form of the pass. The Youth Pass is sold by 63 Clipper third-party
vendors in 17 communities within the VTA service area, plus VTA’s two customer service

centers.

Riding Privileges

The Clipper Youth Pass is valid for unlimited rides on all VTA regular, express, limited stop,
community, and light rail routes during the month for which it is issued.

Options for Socio-Economically Disadvantaged Riders

Only the youth passes that are sold via retail outlets are being transitioned to Clipper-only
availability. Paper youth passes that are distributed by non-profits, social service agencies, and
schools to clients for free or at discounted rates will continue to be available after the fare media

transition has occurred.

The key variables in comparing these two versions of the Youth Pass are summarized below.

Table 8: Summary of Changes for Youth Pass Transition

Fare Product Features

Pre-Transition: Paper Youth
Pass

Post-Transition: Youth Pass
on Clipper

Cost of the Product

$45

$45

Riding Privileges Valid entire month on all routes | Valid entire month on all routes
In-Person Access 45 vendors in 12 cities 63 vendors in 17 cities
Other Ways to Access Mail Mail, online, Autoload, phone

Procurement Process

No special requirements

One time application required
to obtain a personalized Youth
card

Options for Disadvantaged
Patrons

Distribution by schools, non-
profits and social service
agencies

Continued distribution by non-
profits and social service
agencies

Potentially Adverse Effects of the Youth Pass Transition

As Table 8 illustrates, the cost of the Youth Pass and the riding privileges it provides do not
change in the transition to Clipper. Moreover, Clipper affords riders increased methods of
accessing the product in the form of online and Autoload purchasing. The transition to Clipper
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does add a step to the procurement process in the form of the application procedure to acquire a
youth Clipper card. The number of locations where youth Clipper cards can be acquired is
limited, and the in-person application requirement is also more restrictive. However, after that
initial step is completed, the ability to reload the card with the Youth Pass product is greatly
enhanced. Finally, the paper youth passes that non-profits, social service agencies, and schools
distribute for free or at a discount to their clients are not being transitioned to Clipper-only
availability.

Changes to the in-person availability of the fare product will be discussed in the “Retail Network
Distribution Analysis” section of this report.

4. Senior/Disabled Pass Sticker
Senior/Disabled Pass Ridership Profile
In order to determine who will be impacted by the Senior/Disabled Pass transition, the monthly

pass survey responses were cross tabulated with the senior and disabled fare categories. The
results of this analysis are in Table 9.

Table 9: Demographic Characteristics of Senior and Disabled Survey Respondents

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 70% Minority 51%
Higher Income 6% Non-Minority 34%
No Response 24% No Response 15%
Total 100% Total 100%

The data in Table 9 reflects that the majority of Senior/Disabled Pass users are low-income
(70%) and minority (51%), suggesting that these populations will be disproportionately affected
by the fare media transition.

Pre-Transition: Senior/Disabled Pass Sticker Program

Eligibility and Usage

The Senior/Disabled Pass sticker can be used by persons with disabilities, seniors (65 years or
older), and Medicare cardholders. Currently, roughly 5,500 Senior/RTC pass stickers are
distributed each month.

Cost and Means of Procurement

There are two steps to procuring the Senior/Disabled Pass sticker. Patrons must first acquire a
Regional Transit Connection (RTC) card, which since 2008, also functions as a Clipper card.
Then, customers are able to obtain a Senior/RTC Pass sticker for $25 in person between the 16™
of the prior month and the 15™ day of the pass validity month. The sticker must be affixed to the
RTC card to be valid. The sticker is available from 54 third-party vendors in 12 cities within the
VTA service area, plus VTA’s two customer service centers, and by mail from VTA.
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Riding Privileges
The Senior/Disabled Pass is valid for unlimited rides on all VTA regular, express, limited stop,
community, and light rail routes during the month for which it is issued.

Options for Socio-Economically Disadvantaged Riders

Approximately five schools or school districts and four non-profit organizations and social
service agencies distribute senior/disabled passes for free or at a discount to students or clients.
On average approximately 160 senior/sisabled monthly passes are distributed this way each
month.

Post-Transition: Clipper Senior/Disabled Pass Program

Eligibility and Usage
As with the sticker version of the Senior/Disabled Pass, seniors, the disabled, and Medicare card
holders all are required to have an RTC Clipper card to use this fare product.'

Cost and Means of Procurement
With Clipper, patrons first must apply for an RTC Clipper card, and then they will be able to
load and reload the pass onto the card as needed.

The cost of the RTC Clipper card remains the same, $3. The cost of the Senior/Disabled Pass
remains the same, $25. Once a customer has an RTC Clipper card, they can purchase this pass by
going to clippercard.com, calling the Clipper Customer Service Center, setting up Autoload,
visiting a participating Clipper retailer, or by using a self-serve Add Value or Ticket Vending
Machine located at select transit stations and terminals. The vending window associated with the
sale of the Senior/Disabled Pass sticker is the same for the Clipper form of the pass. The
Senior/Disabled Pass is sold by 63 Clipper third-party vendors in 17 communities within the
VTA service area, plus VTA’s two customer service centers.

Riding Privileges
The Clipper Senior/Disabled Pass is a monthly pass that is valid for unlimited rides on all VTA
regular, express, limited, community, and light rail routes during the month for which it is issued.

Options for Socio-Economically Disadvantaged Riders

Only the Senior/Disabled stickers that are sold via retail outlets are being transitioned to Clipper-
only availability. Stickers that are distributed by non-profits and social service agencies to clients
for free or at discounted rates will continue to be available after the fare media transition has
occurred.

The key variables in comparing these two versions of the Senior/Disabled Pass are summarized
in Table 10.

" In an effort to alleviate cost and administrative burden for both patrons and operators, the RTC program, in
coordination with its member agencies, is planning to require senior patrons without disabilities to load senior
products onto a senior Clipper card, and not an RTC card. The time frame for adoption of this new policy is to be
determined. All current RTC Clipper card holders who are senior patrons will continue to be allowed to load
discount fare products onto the RTC Clipper cards in their possession, and will automatically receive senior Clipper
cards when their RTC Clipper cards come up for renewal.
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Table 10: Summary of Changes for Senior/Disabled Pass Transition

Fare Product Features

Pre-Transition: Paper
Senior/RTC Pass

Post-Transition: Senior/RTC
Pass on Clipper

Cost of the Product $25 $25

Riding Privileges Valid entire month on all routes | Valid entire month on all routes
In-Person Access 54 vendors in 12 cities 63 vendors in 17 cities

Other Ways to Access Mail Mail, online, Autoload, phone
Procurement Process RTC Card required RTC card or Senior Clipper

Card required

Options for Disadvantaged
Patrons

Distribution by schools and
social service agencies

Continued distribution of
stickers by schools and social
service agencies

Potentially Adverse Effects of the Senior/Disabled Pass Transition

As Table 10 illustrates, the cost of the Senior/Disabled Pass and the riding privileges it provides
do not change in the transition to Clipper. Moreover, Clipper affords riders increased methods of
accessing the product in the form of online and Autoload purchasing. The transition to Clipper
does not add a step to the procurement process, since the current sticker form of the pass is
already only valid when affixed to an RTC card. Furthermore, the senior/disabled stickers that
non-profits and social service agencies distribute for free or at a discount to their clients are not
being transitioned to Clipper-only availability.

Changes to the retail availability of the fare product will be discussed later in the “Retail
Network Distribution Analysis” section of this report.

5. Day Pass Tokens

Day Pass Token Ridership Profile

In order to determine who will be impacted by the day pass token transition, the day pass token
survey responses were cross tabulated with the adult and youth fare categories (the two fare
categories for which day pass tokens are available for purchase). The results of this analysis are

in Table 11.

Table 11: Demographic Characteristics of Day Pass Token Survey Respondents

Income Level Percent of Responses Minority Status Percent of Responses
Low-Income 66% Minority 54%
Higher Income 11% Non-Minority 32%
No Response 23% No Response 14%
Total 100% Total 100%
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The analysis indicates that the majority of day pass token users are low-income (66%) and
minority (54%). However, social service agencies distribute the bulk of day pass tokens, and will
continue to distribute the tokens after the fare media transition (which impacts general retail
availability only). Therefore, the survey responses do not necessarily reflect the demographics of
the patrons who will be impacted by the fare media transition.

Pre-Transition: Day Pass Token Program
Eligibility and Usage

The day pass token can be purchased by adult and youth patrons. Currently, approximately 9,000
day pass tokens are distributed each month.

Cost and Means of Procurement

Adult customers are able to obtain five day pass tokens for $27, which represents a ten percent
discount off the standard day pass price of $6. Youth patrons can purchase five day pass tokens
for $22.50, which represents a ten percent discount off the standard youth day pass price of $5.
Day pass tokens are sold by 9 third-party vendors in 3 communities within the VTA service area,
plus VTA’s two customer service centers.

Riding Privileges

VTA accepts the day pass token for payment of a day pass fare, which provides unlimited rides
on all regular and light rail routes within a given day. Tokens may not be used for fare upgrades
or substituted for cash.

Options for Socio-Economically Disadvantaged Riders
As noted above, social service agencies within VTA’s service area distribute the majority of day
pass tokens, for free or at a discount to their clients.

Post-Transition: Clipper Day Pass Accumulator Program

Eligibility and Usage

There are no restrictions on who can access this fare product. Adult and youth patrons are able to
receive the benefit of the Day Pass Accumulator when they have e-cash loaded onto their
respective cards.

Cost and Means of Procurement

All patrons who have e-cash loaded onto a Clipper card automatically have access to the Day
Pass Accumulator. Prior to the launch of Clipper in June 2010, the adult Clipper card cost $5, but
since then it has been free, and the youth Clipper card is free. The standard (as opposed to the
express) accumulator functions by capping the cost of a day’s rides at $6 for adults and $5 for
youth. Customers can access this product by acquiring a Clipper card and having cash value on
their card. This can be accomplished by going to clippercard.com, calling the Clipper Customer
Service Center, setting up Autoload, visiting a participating Clipper retailer, or by using a self-
serve Add Value or Ticket Vending Machine located at select transit stations and terminals.
Clipper e-cash is sold by 63 Clipper third-party vendors in 17 communities within the VTA
service area, plus VTA’s two customer service centers.
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Riding Privileges
The Day Pass Accumulator provides unlimited rides on all VTA regular, community, and light
rail routes for the day on which it is purchased.

Options for Socio-Economically Disadvantaged Riders

Only the day pass tokens that are sold via retail outlets are being transitioned to Clipper-only
availability. Tokens that are distributed by social service agencies will continue to be available
after the fare media transition has occurred.

The key variables in comparing these two versions of the Day Pass are summarized below.

Table 12: Summary of Changes for Day Pass Token Transition

Fare Product Features Pre-Transition: Day Pass Post-Transition: Day Pass
Token Accumulator on Clipper
Cost of the Product Adult — 5 for $27; Youth — 5 for | Variable — caps adult fare at $6,
$22.50 youth fare at $5, calculates best
value
Riding Privileges Valid entire day on regular Valid entire day on regular
routes routes
In-Person Access 9 vendors in 3 cities 63 vendors in 17 cities
Other Ways to Access None Mail, online, Autoload, phone
Options for Disadvantaged | Distribution by social service Distribution by social service
Patrons agencies agencies

Impacts of the Day Pass Token Transition

The cost of the day pass token will change in the transition to Clipper, in that the tokens provide
a discount off of the regular day pass price. However, the Clipper implementation provides
potential savings in a different way, in that patrons no longer have to decide at the beginning of a
day if they will ride enough times to render the day pass fare cost-effective. > With the
accumulator, a patron simply tags his or her Clipper card each time he or she rides, and when the
threshold amount of $6 for adult patrons or $5 for youth patrons is reached, his or her card will
no longer be charged a fare for the remainder of the day. In addition, after acquiring a Clipper
card, Clipper affords riders increased methods of accessing the product in the form of a greatly
expanded retail network and online and Autoload purchasing. Lastly, the social service agencies
that currently distribute tokens to their clients will be able to continue doing so after the retail
availability of the tokens is eliminated.

? Per the same on-board survey that provides the data for this report, approximately 42% of current day pass users
take fewer than 3 rides in a day, thereby losing value by purchasing a day pass, even at the discounted rate afforded
by the day pass token. Therefore, the Clipper implementation of an accumulator could provide savings to these
riders.
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Issues Applicable to Multiple Fare Products

Transfer Agreements

VTA has established transfer agreements with neighboring transit operators including Bay Area
operators subject to MTC jurisdiction (and part of Clipper), as well as inter-regional operators.
With the exception of those for some relatively newer operators, the existing agreements date
back to the early 1990’s and all assume the use of paper fare media which can be visually
validated by coach operators or fare inspectors.

Under the existing agreements, transfers are controlled by location of use, which is not possible
for most bus operators in Clipper. Under Clipper, transfers are controlled by time rather than by
location. While Clipper’s implementation of these transfers attempts to match as closely as
possible the customer benefits provided with paper fare media, there are differences which may
impact some riders. For example:

1. A rider holding a paper monthly pass may use it to transfer to another operator (at
a transfer point) any time after riding their “home” system, or even without any
prior boarding on their home system at all. Under Clipper, a prior boarding within
two hours, on the home system, is required to get a transfer credit.

2. Conversely, whereas a rider holding a paper monthly pass is only eligible for
transfer benefits at designated locations, a rider with a Clipper monthly pass is
eligible for a transfer benefit at any location (as long as they have a prior
boarding on their home system within the time limit).

With regard to impacts on customers, and Title VI protected groups specifically, it is not
apparent that the change, generally from “location based” to “time based” transfers has any
significant impacts. For most riders, already transferring at transfer points and within a two hour
window, the net impact on their fares will be zero. For those rare situations where some riders
may lose a transfer credit, there is generally also a number that may gain a credit.

In terms of specific inter-operator agreements, the planned discontinuation of VTA paper
monthly passes will eliminate one means for VTA riders to receive a transfer credit on
Monterey-Salinas Transit (MST); however, the number of VTA pass customers presently making
such transfers is extremely low (possibly fewer than ten per month), and VTA day passes would
continue to be valid for transfers to MST.

The discontinuation of VTA paper monthly passes will also eliminate a means for VTA
customers to receive transfer benefits on the Highway 17 Express service operated by Santa Cruz
Metro. However, the number of customers presently using VT A monthly passes for such travel
is believed to be very limited given that for regular riders of the service, a special Highway 17
Monthly Pass is more cost effective. VTA paper day passes will continue to be available and
valid for transfers to the Highway 17 express, for less frequent users of the service. Therefore
the impact of discontinuing paper monthly passes is not expected to have a significant impact on
Highway 17 service riders. If the impact is greater than expected, VTA will work with Santa
Cruz Metro to identify appropriate mitigations.
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Retail Network Distribution Analysis

As noted above, there are approximately 63 Clipper vendors located in 17 cities within VTA’s
service area. All Clipper vendors sell all fare products.” However, the change in in-person
accessibility to the fare product requires closer examination to determine if there are adverse
impacts on Title VI-protected communities. Therefore, all five fare products are analyzed herein.
For the youth and senior/disabled passes, this analysis refers only to the reloading of the product
onto the Clipper card, and not to the initial acquisition of the card.

First, predominantly low-income and minority census tracts within VTA’s service area were

identified. Utilizing the definitions and methodology in Appendix D, census tracts that were
above the average for the service area for both low-income and minority concentrations were
labeled predominantly low-income and minority, and are the cities listed in each of the tables
below.

Then, VTA transit stops within these census tracts were noted, and %4, '2, and % mile buffers
were drawn around these stops. Last, the numbers of paper fare product vendors within these
three buffers were compared to the number of Clipper vendors within these three buffers.

A few notes regarding this analysis: One, the availability of VTA paper products varies by fare
product, so there are five pass-specific tables displaying this analysis. Two, the Clipper vendors
sell all products, so the numbers of Clipper vendors listed within each of these buffers remain
constant for each table. Finally, the numbers in the 2 and % mile radii are cumulative.

? Many clients of Santa Clara County Social Services receive state welfare benefits that are loaded on to an
Electronic Benefit Transfer (EBT) card. Walgreens, which comprises about 70% of the Clipper retail network in
VTA'’s service area, accepts EBT cards for purchasing Clipper value.
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Table 13: Distribution Comparison of Paper and Clipper Adult Pass Vendors
Pre-Transition Post-Transition
Potential | Potential | Potential
& & &

Paper Paper Paper Existing Existing Existing

Adult Adult Adult Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2 mile | 3/4mile | 1/4 mile | 1/2 mile | 3/4 mile
Campbell 2 3 3 3 4 4
Cupertino 0 0 0 0 0 0
Fremont 0 0 0 1 1 1
Gilroy 1 1 1 2 2 2
Milpitas 0 0 1 0 1 2
Morgan Hill 1 1 1 1 1 2
Mountain View 2 3 3 2 2 2
Palo Alto 0 1 2 1 3 3
San Jose 19 22 25 22 26 33
Santa Clara 3 3 3 2 2 3
Sunnyvale 0 3 3 1 1 4

Unincorporated Santa

Clara County 1 3 7 2 6 10

For the Adult pass vendors, Mountain View and Sunnyvale show a slight disparity in favor of the
paper adult fare product in the half-mile and three quarter-mile buffers, but in general, Clipper's
retail availability is on a par with or better than the retail availability of the paper adult fare
product.

A map of this analysis is included at Appendix E.
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Table 14: Distribution Comparison of Paper and Clipper Express Pass Vendors

Pre-Transition

Post-Transition

Potential | Potential | Potential
& & &

Paper Paper Paper Existing Existing Existing

Express Express Express Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2 mile | 3/4mile | 1/4 mile | 1/2 mile | 3/4 mile
Campbell 2 3 3 3 4 4
Cupertino 0 0 0 0 0 0
Fremont 0 0 0 1 1 1
Gilroy 1 1 1 2 2 2
Milpitas 0 0 0 0 1 2
Morgan Hill 1 1 1 1 1 2
Mountain View 1 1 1 2 2 2
Palo Alto 0 1 2 1 3 3
San Jose 2 4 6 22 26 33
Santa Clara 2 2 3 2 2 3
Sunnyvale 1 1 4 1 1 4

Unincorporated Santa

Clara County 0 1 3 2 6 10

For the Express Pass vendors, Clipper equals or enhances in-person availability of the fare

product.

A map of this analysis is included at Appendix F.
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Table 15: Distribution Comparison of Paper and Clipper Youth Pass Vendors
Pre-Transition Post-Transition
Potential | Potential | Potential
& & &

Paper Paper Paper Existing Existing Existing

Youth Youth Youth Clipper Clipper Clipper

Vendors | Vendors | Vendors | Vendors | Vendors | Vendors

Area/City 1/4 mile | 1/2 mile | 3/4mile | 1/4 mile | 1/2 mile | 3/4 mile
Campbell 2 3 3 3 4 4
Cupertino 0 0 0 0 0 0
Fremont 0 0 0 1 1 1
Gilroy 1 1 1 2 2 2
Milpitas 0 0 1 0 1 2
Morgan Hill 1 1 1 1 1 2
Mountain View 2 3 3 2 2 2
Palo Alto 0 1 2 1 3 3
San Jose 18 21 24 22 26 33
Santa Clara 2 2 2 2 2 3
Sunnyvale 0 3 3 1 1 4

Unincorporated Santa

Clara County 1 3 7 2 6 10

For the Youth Pass, Mountain View and Sunnyvale show a slight disparity in favor of the paper
youth fare product in the half-mile and three quarter-mile buffers, but in general, Clipper equals

or improves in-person accessibility to the fare product. A map of this analysis is attached at

Appendix G.
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Table 16: Distribution Comparison of Paper and Clipper Senior/Disabled Pass Vendors

Pre-Transition

Post-Transition

Potential | Potential | Potential
& & &

Paper Paper Paper Existing Existing Existing

Senior/RTC | Senior/RTC | Senior/RTC | Clipper Clipper Clipper

Vendors Vendors Vendors Vendors | Vendors | Vendors

Area/City 1/4 mile 1/2 mile 3/4 mile 1/4 mile | 1/2 mile | 3/4 mile
Campbell 2 3 3 3 4 4
Cupertino 0 0 0 0 0 0
Fremont 0 0 0 1 1 1
Gilroy 1 1 1 2 2 2
Milpitas 0 0 1 0 1 2
Morgan Hill 1 1 1 1 1 2
Mountain View 3 4 4 2 2 2
Palo Alto 0 1 2 1 3 3
San Jose 23 27 30 22 26 33
Santa Clara 2 2 2 2 2 3
Sunnyvale 0 3 3 1 1 4

Unincorporated Santa

Clara County 2 4 8 2 6 10

For the Senior/Disabled pass vendors, Mountain View, San Jose, and Sunnyvale show a slight
disparity in favor of the current Senior/Disabled sticker, but in general, there is near parity

between the paper and Clipper availability of the fare product.

A map of this analysis is included at Appendix H.
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Table 17: Distribution Comparison of Day Pass Token and Clipper Vendors
Pre-Transition Post-Transition
Potential | Potential | Potential
& & &
Existing Existing Existing
Token Token Token Clipper Clipper Clipper
Vendors | Vendors | Vendors | Vendors | Vendors | Vendors
Area/City 1/4 mile | 1/2 mile | 3/4mile | 1/4mile | 1/2 mile | 3/4 mile
Campbell 0 0 0 3 4 4
Cupertino 0 0 0 0 0 0
Fremont 0 0 0 1 1 1
Gilroy 0 0 0 2 2 2
Milpitas 0 0 0 0 1 2
Morgan Hill 0 0 0 1 1 2
Mountain View 0 0 0 2 2 2
Palo Alto 0 1 1 1 3 3
San Jose 6 6 8 22 26 33
Santa Clara 0 0 0 2 2 3
Sunnyvale 0 0 0 1
Unincorporated Santa
Clara County 0 0 3 2 6 10

Finally, for the Token vendors, the Clipper vendor network greatly enhances in-person
accessibility of the product.

A map of this analysis is included at Appendix I.

In summary, this analysis does not identify any potentially disparate impacts in regard to
changing the retail accessibility of any of the fare products. While in several instances, there is a
slight reduction in the number of vendors, this analysis does not conclude that a one-to-one
duplication of the existing paper vendor network is necessary, due to the fact that Clipper
provides a number of additional ways to access fare products. Furthermore, in many cases, the
Clipper retail network enhances in-person accessibility of the fare products.

Adult Clipper Card Acquisition Fee

As mentioned earlier, the adult Clipper card is currently free, but prior to the regional roll-out of
Clipper in June 2010, it carried an acquisition fee of $5. (Senior and youth cards are always free.)
In order to address a variety of operational difficulties engendered by the waiving of the card fee,
MTC has proposed and is currently considering instituting a $3 card fee plus the requirement of a
two dollar minimum load upon first acquiring the card. Since this is a regional fee, and not one
that is applied transit agency by transit agency, the Title VI implications of such a fee are being
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examined in a separate analysis in conjunction with the finalization of the Clipper Title VI
Summary Report. In conjunction with that analysis, outreach has been performed to determine
whether the fee would present a burden to low-income and minority individuals throughout the
Bay Area. The results of this outreach effort are currently being reviewed.

Customer Education and Outreach

VTA and MTC have started to work closely together to prepare VTA’s ridership for the fare
media transitions of the monthly passes and tokens. Current plans include approximately 85
outreach events between March and July 2012, with “street teams” providing information to
(show a table with multilingual outreach) patrons at transit hubs, community events, community
centers, shopping malls, Walgreens locations (where Clipper is sold), Lucky locations (where
paper fare products will no longer be sold), along heavily used bus routes, senior centers, and
schools. Many of these events will have multilingual street team staffing present to assist with
LEP patrons, as needed. The locations of these outreach events will be identified through close
coordination with VTA’s partners such as Santa Clara County Social Services, NGOs, non-profit
organizations and cultural associations. A list of these events will be appended to this report
when it is available.

Marketing activities are also being finalized. Starting in March, all paper monthly passes will be
wrapped with covers promoting the early transition to Clipper. The covers will have messaging
in English, Spanish, Vietnamese and Chinese. Spanish language television and radio
advertisements will be utilized to reach Hispanic riders. Transit advertisements placed in bus
shelters, interior and exterior spaces and in VTA’s 4G wi-fi splash page will be incorporated in
the plan to reach a majority of our riders. Car cards announcing the fare media transition will be
produced in six languages. Print ads will be placed in newspapers geared at the Latino, Chinese,
Filipino, Vietnamese, Korean, and Punjabi communities. (Examples of these materials will be
appended to this report upon their production.) Both the marketing and outreach plans were
developed to reach 100% of current VTA riders as well as provide awareness to the non-riding
public.

Enrollment Opportunities for Youth and Seniors

As part of the outreach events that VTA and MTC will be conducting, a number of them will
provide both seniors and youth an opportunity to submit an application for a Clipper card.
Greater detail on these events will be added to this report as the outreach planning progresses.

The eligibility verification and enrollment process for youth and seniors is one that was
requested and created by the transit operators, in an effort to reduce fraudulent use of these
heavily discounted fare products. It is expected that the numerous events held to promote
enrollment for discount category patrons will support the initial fare media transitions. MTC has
begun to engage transit agencies to define long term strategies to support eligibility verification
and card issuance for discount cardholders.

Conclusion

Based on data gleaned from the passenger survey commissioned by VTA, all of the fare products
being transitioned to Clipper-only availability are used disproportionately by low-income riders,
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minority riders, or both. Potentially adverse impacts of the transition relate solely to the youth
fare product, in that the locations to obtain a youth Clipper card are fewer and the procurement
process currently requires the additional step of in-person submission of an application. In order
to address this impact, MTC is planning to allow the acceptance of mail-in applications, which
will remove both the in-person aspect and the geographic restrictions of the current process.
MTC is working with VTA and other transit agencies to allow select locations such as schools
and social service agencies to accept youth and senior Clipper card applications, verify
eligibility, and transmit the applications to the Clipper contractor for processing. Prior to
implementation of such arrangements, MTC, the transit agencies and any third-party partner, e.g.
a school or social agency, will establish provisions to ensure the protection of Clipper patrons’
personally identifiable information (PII).
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Summary of Comments and MTC Responses/Recommendations — CIipper® Title VI Documents

Draft Title VI Summary Report: CIipper® Fare Media Transitions (September 2, 2011)
SamTrans Fare Media Transitions to Clipper® - DRAFT Title VI Analysis (December 2011)
VTA Fare Media Transitions to Clipper® - DRAFT Title VI Analysis (March 2012)
Final Draft Title VI Summary Report: CIipper® Fare Media Transitions (May 2012)

MTC released the Draft Title VI Summary Report: CIipper® Fare Media Transitions on September 2, 2011. The report covers MTC's
Title VI analyses related to the transition of AC Transit, BART, Caltrain, Golden Gate Transit and Ferry, and San Francisco Municipal
Transportation Agency paper transit tickets and passes to CIipper®—onIy availability. In late 2011, MTC conducted outreach to solicit
feedback on the Draft Title VI Summary Report. The outreach enabled MTC to collect input from persons protected by Title VI,
including persons living in low-income and minority communities and/or those with limited English proficiency (LEP). MTC conducted
a series of 12 focus groups related to the report, and MTC also solicited public comments by posting the report on MTC’s website,
posting a report summary translated into Spanish and Chinese on MTC's website, distributing news releases announcing the
opportunity to provide comments, and placing advertisements in ethnic media outlets.

As part of the outreach, MTC conducted the focus groups in partnership with community based organizations (CBOs). The focus
groups took place in seven cities: Concord, East Palo Alto, Oakland, Richmond, San Jose, San Francisco, and San Rafael. MTC selected
these cities because of their geographic diversity, and because their residents include a range of individuals protected by Title VI.
Focus groups are, by definition, not a representative sample, but they do offer an opportunity to receive detailed input from a group
of people. A total of 202 participants attended the focus groups, the majority of whom identified as Latino/Hispanic (49.5%),
Black/African American (22.3%), and Asian (20.3%).

In response to the solicitation for public comment, 15 individuals and organizations submitted comments; eight were from
individuals. The following organizations/groups submitted comments: BART, AC Transit, West Contra Costa Transportation Advisory
Committee, SamTrans, Caltrain, OUTREACH, and Silicon Valley Independent Living Center. Staff also made a presentation to the MTC
Policy Advisory Council. All comments received through the public comment process are included in Table 1.

MTC released two subsequent reports: SamTrans Fare Media Transitions to Clipper® — DRAFT Title VI Analysis (December 2011) and
VTA Fare Media Transitions to Clipper® DRAFT Title VI Analysis (March 2012). Both reports were distributed for public comment
from April 2 to May 2, 2012. Comments are included in Tables 2 and 3.
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MTC staff presented a revised Final Title VI Summary Report and recommendations regarding issues raised in the Title VI reports to
MTC’s Policy Advisory Council on May 9, 2012, and to a meeting of staff of transit agencies participating in Clipper® on May 10, 2012.
Comments submitted during and after these meetings are included in Table 4.
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The tables below include summary statements reflecting the general comments expressed by those providing feedback.

Table 1 - Comments to Draft Title VI Summary Report, CIipper® Fare Media Transitions (September 2011) and MTC Response

economically disadvantaged persons. MTC should eliminate
the card acquisition fee. (focus groups, BART letter, Silicon
Valley Independent Living Center letter, Outreach email)

Comments MTC Response/Recommendation
$3 Card Fee and $2 Minimum Load
1. Card fees pose a barrier to adoption of Clipper® for Charging a card fee serves a number of important public

purposes: it offsets the cost of procuring the cards (currently
approximately $3.53 per card); discourages fare evasion
through the fraudulent abuse of the negative balance feature;
and discourages casual disposal and hoarding of cards. Title VI
guidance in FTA Circular 4702.1A, Chapter V.4 states that
offsetting benefits can be taken into account when assessing
any adverse effects of proposed fare changes. In addition to
the purposes described above, use of the Clipper® system
meets a substantial need that is in the public interest and
offers numerous benefits that improve the transit experience
for all riders, regardless of race or income, including: transfer
capabilities, the elimination of the need for exact change,
balance restoration for lost or stolen cards, and the negative
balance feature. MTC has determined that reinstatement of a
$3 card acquisition fee for Adult cards is the least
discriminatory alternative available and plans to reinstate the
fee in September 2012.

2. Minimum load and balance requirements pose a barrier to
adoption of Clipper® for economically disadvantaged
persons. (focus groups, Gail Price email, Outreach email)

MTC will eliminate the minimum load requirement in
September 2012.

3. MTC to reduce the card fee to S1 with a $2 minimum load.
(AC Transit letter)

MTC is setting the card fee at $3 and eliminating the
minimum load requirement.

4. | strongly object to any fees for Clipper® cards. (Alice Sung
email)

See response to comment no. 1.
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need. (focus groups)

Comments MTC Response/Recommendation

5. MTC should conduct additional quantitative analysis to Since June 2010, when the $5 Clipper® card acquisition fee
support the contention that charging a card fee is in the was suspended, MTC has tracked fraudulent use of the card
public interest. (BART letter, SamTrans email, AC Transit that occurs when customers abuse the negative balance
letter) feature. MTC has determined there is a persistent pattern of

fraud and abuse. When MTC implemented a requirement
that customers’ acquiring new cards load at least $2 in value,
there was little reduction in the occurrence of fraud. In March
2011, MTC increased the minimum amount that customers
must load on a new card to S5; this increase did reduce the
frequency of customers’ abusing the negative balance
feature. However, MTC has determined that there is a
continuing need to further reduce customers’ abuse of the
negative balance feature, and the reinstatement of a card fee
that is not valid for transit fares, i.e. not a minimum load
amount, will further reduce fraud.

6. There are perceived inequities in the distribution of free MTC is developing a program to partner with community-
Clipper cards, and some believe this disparity makes based organizations serving low-income individuals to
charging a card fee unfair. (focus groups) provide free cards on an ongoing basis.

7. The card fee is not prohibitive, but some do not see the Comment noted.
value in using Clipper®. (focus groups)

8. There is no reason to buy the card if there is no incentive, There are incentives to use the card in that, with the
especially if it is difficult to get. MTC should offer incentives | transition of paper passes to Clipper®-only availability, the
to use the card instead of charging people to get one. (focus | only way to get the discounts previously offered on paper will
groups) be with a Clipper® card. There are also other benefits from

using the card, such as balance protection.

9. The card should be provided for free to poor communities. MTC is developing a program to partner with community-
(focus groups) based organizations serving low-income individuals to

provide free cards on an ongoing basis.

10. [ Some questioned why they should pay for a card they don’t | Not all transit riders need to acquire a CIipper® card. Transit

riders retain the option to pay for individual (or single) rides

Summary of Comments to and MTC Response/Recommendations — Clipper® Title VI Documents
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Comments MTC Response/Recommendation
with cash.

11. | Government agencies with a lot of money should not ask Transit riders will always retain the option to pay for
poor people to pay for a card to ride transit. (focus groups) individual (or single) rides with cash.

12. | MTC should make the card free if you load a lot of money Comment noted.

(such as $20) on it. (focus groups)

13. | Many people think there will be perception that the $3 is a MTC will include information regarding the one-time nature
monthly fee. (focus groups) of the initial card fee in all materials and outreach.

14. | You should only have to pay a fee if you lose the card. (focus | Comment noted.
groups)

15. | The fee is worth it if you ride many transit systems. (focus Comment noted.
groups)

16. | It would be acceptable to charge a fee and require a MTC will eliminate the minimum load requirement in
minimum load if people are educated that they can apply September 2012.
the $2 to their travel. (focus groups)

17. | Make the card free through employers. (focus groups) Employees who receive employee transit benefits can receive

a free Clipper® card.

18. | Itis inequitable that most people have to pay a fee when it MTC is developing a program to partner with community-

is given away in random places. (focus groups) based organizations serving low-income individuals to
provide free cards on an ongoing basis. MTC will inform the
public about the opportunities to take advantage of free-card
promotions.

19. | Alower fee (e.g., 25 cents) would be acceptable. (focus MTC’s analysis shows that a fee that low would not address
groups) the operational problems outlined in the response to

comment no. 1.

20. | The card should be free if the system changes (e.g., The CIipper® card acquisition fee has been suspended since
requiring people to get Clipper® to continue using passes). June 2010, which covers the period of time in which the
(focus groups) passes and tickets covered by this analysis transitioned to

Clipper®-only availability.

21. | Asmall fee like $3 would not prevent them from getting a Comment noted.

card. (focus groups)

Summary of Comments to and MTC Response/Recommendations — Clipper® Title VI Documents
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Comments

MTC Response/Recommendation

22. | The feeis worth it for the convenience (e.g., not having to Comment noted.
carry cash). (focus groups)
23. | Imposition of a card fee could adversely affect youths, There is no fee for youth or senior Clipper® cards. Clipper®
seniors and people with disabilities. (BART letter) does not charge a fee for RTC Clipper® cards. The only fee
charged is that charged by the RTC program, for which MTC is
not responsible; the RTC program is managed by the
participating transit agencies.
Balance Restoration Fee
24. | Rules regarding balance restoration fees are confusing to MTC will set a consistent $5 card and balance replacement
customers. (John Kennedy letter) fee that applies to all customers at all locations.
Youth Card Application Access
25. | Clipper® does not provide sufficient application locations. MTC will develop a mail-in application for youth cards, as well
Areas specifically mentioned include West Contra Costa as permitting email applications. MTC will continue to work
County and the BART and SamTrans service areas. (focus with the transit agencies to explore ways to add application
groups, BART letter, SamTrans email, WCCTAC letter) locations for youth cards.
26. | The reduction in the number of application locations relative | MTC Resolution No. 3866, Revised, requires BART to reduce,
to the number of retail locations previously available will be | but not eliminate, locations for purchasing red
a hardship for BART customers. (BART letter) (disabled/youth) and green (senior) BART tickets. Further,
MTC has deferred to BART with respect to the number and
location of the vendors that will continue offering these
tickets. As of April 2012, BART is selling red and green tickets
through approximately 30 locations, and BART provides
information about the locations through its website. MTC also
is developing a mail-in/email application process for youth
and senior cards.
27. Clipper® has not held a sufficient number of outreach events | MTC worked with transit agencies to determine the best ways

targeted at youth. (focus groups)

to reach Title VI-protected individuals and added outreach
events that targeted youths in each transit agency service
area.

Summary of Comments to and MTC Response/Recommendations — Clipper® Title VI Documents
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Comments

MTC Response/Recommendation

For SMFTA, MTC funded an effort that specifically targeted
youth by arranging for outreach staff to distribute and accept
youth card applications submitted through the San Francisco
Unified School District; outreach staff also contacted private
schools to participate in the same activities.

For AC Transit, MTC outreach staff conducted two series of
outreach events in 2010, which included participating in
community events, reaching riders at Walgreens stores, and
reaching out to riders on-board buses and at the TransBay
Terminal. In 2011, MTC publicized and conducted a third
round of outreach events, all targeting youths, including at
three high schools and two youth centers, at two mall events,
and at three community events. MTC also publicized and
provided outreach support at the AC Transit Customer Service
Center on four days.

For BART, MTC publicized and conducted outreach at 46 BART
stations and 3 malls; MTC also added outreach staff to
support BART and Clipper® customer service centers right
before and right after December 31, 2011, the transition date
for BART fare media.

For SamTrans, MTC conducted outreach at 21 retail events, 3
mall events and 14 transit station events.

For VTA, MTC has planned outreach at more than 10
community events, 31 retail events, a minimum of 2 mall
events, and at 20 transit station events, in addition to other
outreach locations.
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Comments

MTC Response/Recommendation

MTC also sent a mailing to all schools in the BART and
SamTrans service areas (and plans to send a similar one to
schools in the VTA service area) to promote the outreach
events and offer to hold events on-site at schools.

28. | Hours when current locations can be accessed are limited; MTC is implementing a mail-in/email application process for
customers cannot access them outside of business hours (no | youth cards to ensure that customers who cannot come to an
evening or weekend hours), and they often require travel. in-person application location can still apply for a youth card.
(focus groups, WCCTAC letter)

29. | The application asks for too much personal information that Clipper® requires date of birth information because the transit
was not required previously. (focus groups) agencies have varying policies for qualifying for age-based

discounts, e.g. a 15-year old is an adult on BART, but a youth
on AC Transit. Clipper® requires other personal information to
minimize the possibility that an individual customer could
fraudulently acquire two discount fare Clipper® cards.
Personal information submitted by applicants for certain
discount cards or by customers choosing to register their
cards is protected by the restrictions on use of personal
information in the Clipper’ privacy policy.

30. | Clipper does not provide sufficient educational material in MTC has produced Clipper® information (the general All
languages other than English. (focus groups, WCCTAC letter) | About Clipper® brochure and customer guides) in English,

Spanish, Chinese, Vietnamese, and Korean.
31. | Some participants were concerned about providing the CIipper® requires date of birth information because the transit

personal information required to obtain a youth card if they
were undocumented; they fear their information may be
shared with other state and federal agencies. (focus groups)

agencies have varying policies for qualifying for age-based
discounts, e.g. a 15-year old is an adult on BART, but a youth
on AC Transit. CIipper® requires other personal information to
minimize the possibility that an individual customer could
fraudulently acquire two discount fare Clipper® cards.
Personal information received by MTC in the course of
administering the Clipper’ program is protected by a
comprehensive privacy policy. In addition, the Clipper®
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Comments

MTC Response/Recommendation

program will begin to accept those school IDs that show a
student's birth date as a form of identification for proving
eligibility for a youth CIipper® card, and MTC will consider,
through discussion with the transit agencies, expanding the
number of documents accepted as proof of eligibility.

32.

English proficiency (or lack thereof) is a barrier to applying
for a Clipper® youth card. (focus groups, WCCTAC letter)

MTC has translated printed materials into appropriate
languages per the direction of the transit agencies. MTC also
provides multilingual outreach staff for outreach events.

33.

Reducing the number of vendors that accept applications
will not materially reduce fraud. (BART letter)

Participating transit agencies designed the youth card
application process to reduce fraud.

34.

MTC should develop a mail-in application process. (focus
groups, BART letter)

MTC is developing a mail-in/email application process for
youth cards.

35.

Is MTC working through high schools and junior high
schools? (focus groups)

MTC and its transit agency partners have conducted outreach
through schools in targeted communities (those with a high
percentage of Title VI-protected residents). MTC has also
participated in discussions with transit agencies concerning
other approaches for expanding the options for customers to
submit applications for youth cards.

36.

Schools should distribute Clipper® cards. (focus groups)

Distribution of youth CIipper® cards requires specific
equipment that can encode the customer’s date of birth on a
CIipper® card. Accordingly, the distribution of CIipper® cards is
centralized at a small number of locations, and MTC does not
have a budget to expand the number of locations. In order to
facilitate improved access to the cards, MTC is developing a
mail-in/email application process for youth cards. MTC has
also participated in discussions with transit agencies
concerning other approaches for expanding the options for
customers to submit applications for youth cards.

37.

It is too difficult to get a youth card. (focus groups, WCCTAC
letter)

MTC is developing a mail-in/email application process for
youth cards to ensure that customers who cannot come to an
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Comments

MTC Response/Recommendation

in-person application can still apply for a youth card.

38. | Requiring a birth certificate is a burden/stressful. (focus CIipper® accepts multiple forms of identification as proof of
groups) age. In addition, MTC and the transit agencies are exploring
expanding the number of documents accepted as proof of
eligibility.
39. | Sometimes you have to go to more than one place to get a MTC is developing a mail-in/email application for regular
youth card. (focus groups) youth Clipper® cards; customers wishing to purchase an AC
Transit youth pass will need to comply with the policies
established by AC Transit for customers who wish to use that
fare product.
40. | Retailers should be able to identify who is a youth. (focus Retailers can sell value to customers who already have youth
groups) cards.
41. | Take applications at malls. (focus groups) MTC has held special events to provide additional
opportunities to apply for a youth card, including at malls.
42. | MTC should attend parent meetings to educate parents. MTC and its transit agency partners have conducted outreach
(focus groups) through schools in targeted communities (those with a high
percentage of Title VI-protected residents). MTC has also
participated in discussions with transit agencies concerning
other approaches for expanding the options for customers to
submit applications for youth cards.
43. | MTC should accept alternate forms of identification: student | The Clipper program will begin to accept those school IDs that
IDs, medical ID cards, etc. (focus groups) show a student's birth date as a form of identification that
proves eligibility for a youth Clipper card, and MTC is
exploring expanding the number of documents accepted as
proof of eligibility for youth card applications.
44. | Go to where free food programs distribute food to accept MTC is developing a mail-in/email application for regular

youth applications. (focus groups)

youth Clipper® cards. In addition, MTC has participated in
discussions with transit agencies concerning other
approaches for expanding the options for customers to
submit applications for youth cards.

Summary of Comments to and MTC Response/Recommendations — Clipper® Title VI Documents
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Comments

MTC Response/Recommendation

45.

Hold one-day special events for youths to apply. (focus
groups)

MTC has held special events to provide additional
opportunities to apply for a youth card, including at malls.

46.

It is much more difficult to get youth passes than it used to
be. (focus groups)

MTC is developing a mail-in/email application for regular
youth Clipper® cards; customers wishing to purchase an AC
Transit youth pass will need to comply with the policies
established by AC Transit for obtaining an AC Transit-issued
youth card.

47.

The reduction of discount card application locations
constitutes different treatment for youths, seniors and
people with disabilities than regular adult customers. (BART
letter)

The number of application locations for RTC cards used by
persons with disabilities remains the same as it was prior to
Clipper®. Regarding the availability of red (disabled/youth)
and green (senior) BART tickets, MTC has deferred to BART
with respect to the number and location of the vendors that
will continue offering these tickets. As of April 2012, BART is
selling red and green tickets through approximately 30
locations, and BART provides information about the locations
through its website. Finally, MTC is developing a mail-in/email
application for youth and senior Clipper® cards.

48.

MTC should seek input from youths, seniors and people with
disabilities prior to changing program policies. (BART letter)

MTC conducted 12 focus groups in communities composed
primarily of minority, low-income and/or limited English
speaking residents and solicited public comment through
press releases and ads in minority media. MTC made a special
effort to include parents who could address minority, low-
income and/or LEP youth concerns in the focus groups.
Persons with disabilities were not the subject of the analysis,
but MTC has in the past and would continue to see the input
of persons with disabilities in implementing any program
policy changes related to physical accessibility.

Retail Network

49.

We agree that Clipper® retail availability is deficient in the
two locations identified in the draft Clipper® Title VI report

MTC has added retailers in the two locations identified as
deficient. MTC will continue to monitor the retail network to
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Comments

MTC Response/Recommendation

(in the AC Transit and SFMTA service areas). (focus groups)

ensure adequate geographic coverage, particularly for
minority and low-income individuals.

50. | Limited vendors/machines located near transit represent a MTC has added retailers in the two locations identified as
significant challenge for riders who need to add fare during | deficient. MTC will monitor the retail network to ensure that
a trip. (focus groups) adequate retailers are retained. In addition, the negative

balance feature is intended to help customers complete a trip
even if the customer does not have sufficient value for the
entire fare.

51. | Customers are unaware of where retailers were located. The CIipper® website, clippercard.com, lists all participating
(focus groups) retail locations.

52. | MTC should establish additional retail locations in While Walgreens is a significant retail partner, the current
partnership with various public and private entities. Clipper® | retail network includes malls, check cashing businesses,
should be available at places other than Walgreens (e.g., city | grocery stores, and local stores serving Title VI-protected
halls, chambers of commerce, business parks, gas stations, individuals. Self-serve devices are available at all BART and
malls, supermarkets, libraries, nonprofits, welfare office, Muni Metro stations. MTC is exploring ways to partner with
churches, community centers, McDonalds, Walmart, check community based organizations for the purposes of card
cashing businesses, CVS, Latino stores, community colleges, | distribution.

DMV, ATMs, Metro PCS, kiosks on the street, cannabis clubs,
Target). MTC should consider offering a mobile retail
service. (focus groups, MTC Policy Advisory Council
feedback)

53. | There should be more retailers in low-income areas. (focus MTC’s analyses show that locations of Clipper® retailers are
groups) sufficient to meet the needs of the vast majority of low-

income customers. However, MTC has added retailers in the
two locations identified as deficient, and MTC will monitor
the retail network to ensure that adequate retailers are
retained to meet the needs of low-income individuals.

54. | People should not have to travel so far just to load value on | Customers also multiple options for loading Clipper® value

the card. (focus groups, Michael Daugelli email)

including adding value at 350 Clipper® retailers, over the
phone, on the Clipper® website, at transit agency ticket
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Comments

MTC Response/Recommendation

offices, at BART and Muni stations and Golden Gate Ferry
terminals with Clipper® vending machines, and at Add Value
Machines at selected Caltrain stations. Customers will be able
to add value at VTA ticket machines later this year.

MTC works with the transit agencies to identify high priority
retailers, many in low-income and minority communities. The
ultimate decision whether or not a retailer will participate in
the Clipper® program is up to the retailer; a retailer cannot be
mandated to vend Clipper®.

55. | Walgreens is the only retailer advertised; people do not MTC lists all retailers on clippercard.com. MTC is developing
know there are other retailers. (focus groups) printed brochures that list retail locations.
56. | The places in my area code are all easy to get to. (focus Comment noted.
groups)
57. | You should be able to load value on the card at bus stops Customers can add value over the phone, on the Clipper®
and at transit stations. (focus groups) website, at BART and Muni stations and Golden Gate Ferry
terminals, and at Add Value Machines at selected Caltrain
stations and bus hubs. Customers will be able to add value at
VTA ticket machines later this year.
58. | Clipper® needs to advertise retail locations in foreign- MTC produces lists of nearby retailers for use in outreach
language media. (focus groups) events; these lists are translated into multiple languages
based on the language needs where outreach events take
place.
59. | MTC should offer fees for referrals for new retailers. (MTC Comment noted.
Policy Advisory Council feedback)
60. | A paperless ticket program may adversely impact individuals | Comment noted.

with limited English, minorities, and low-income individuals
who do not have ready access to purchasing a card and
adding value to it. (Gail Price email)

Customer Outreach and Education

Summary of Comments to and MTC Response/Recommendations — CIipperE Title VI Documents

Page 13 of 27




Comments MTC Response/Recommendation

61. | MTC has not conducted sufficient outreach in order to reach | In addition to the original 800 outreach events MTC

all customers. (focus groups) conducted in fiscal year 2010-11, MTC has conducted an
additional 332 outreach events in fiscal year 2011-12 to
support the SFMTA, BART and SamTrans fare media
transitions. As of April 2012, MTC currently has planned an
additional 96 outreach events to support the transition of
VTA passes to Clipper®-only availability. MTC will continue to
conduct outreach to support specific initiatives, such as
reinstatement of a card fee.

62. | Communities outside the San Francisco and Oakland urban MTC has conducted outreach events in the geographic areas
centers have seen little or no outreach for the CIipper® served by the transit agencies transitioning paper tickets and
program. (focus groups) passes to Clipper®-only availability, and MTC has scheduled

the events to coincide with these transitions. While MTC and
the transit agencies have concentrated events at the
locations with the greatest number of transit riders, which
are often in the most densely populated areas, MTC and the
transit agencies have also planned events throughout the
service areas of the respective transit agencies.

63. | MTC should conduct additional outreach with an emphasis MTC has increased its efforts to conduct outreach in more
on educating the public in geographically and culturally remote areas with limited access to in-person customer
isolated communities. (focus groups) services. An example is outreach events planned in Gilroy to

support the transition of VTA paper passes to Clipper®-only
availability.

64. | Outreach events need to be more informative, detailing the | Comment noted.
changes that will occur following the transition to the
Clipper® program. (focus groups)

65. | MTC should conduct more outreach in non-English MTC outreach staff members are fluent in Spanish, Mandarin,

languages. (focus groups)

Cantonese, Vietnamese, Russian, Tagalog and Korean. All
outreach events are staffed by outreach staff members who
are fluent in appropriate languages, based on the location of
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Comments

MTC Response/Recommendation

the outreach event.

66. | MTC should conduct more outreach through partnerships MTC is developing a program to partner with community-
with community-based and other organizations (e.g., based organizations for the purpose of card distribution and
churches, retailers, YMCA, county offices, city halls, libraries, | customer education.
drug and alcohol rehabilitation centers, employment
centers, malls, festivals, Laundromats, clinics, hospital
waiting rooms, apartment complexes, health fairs, child care
centers, police stations, community colleges, public housing.

(focus groups)

67. | Target communities where residents are transit-dependent. | MTC conducted outreach to reach all transit riders impacted

(focus groups) by the transition of paper tickets and passes to CIipper®-onIy
availability. In planning the outreach events, MTC paid special
attention to ensuring that events took place in locations that
would effectively reach Title VI-protected individuals.

68. | Educate people about the benefits of Clipper®. (focus All MTC outreach material includes information about the
groups) benefits of Clipper®.

69. | Ensure that information is handed out with cards. (focus Customers receive written information in multiple languages
groups) at outreach events. If customers do not receive information,

they can also call the Clipper® Customer Service Center,
which can provide assistance through a language line service.

70. | TV ads don’t explain thoroughly how to use the card. (focus | Comment noted.
groups)

71. | Hold community meetings to explain how to use the card. MTC and transit agencies provided CIipper® information
(focus groups) through various community events.

72. | Incorporate education about Clipper® into other MTC MTC will provide Clipper® information materials at MTC-
meetings in communities. (focus groups) sponsored meetings.

73. | Conduct outreach on an ongoing basis. (focus groups) MTC is developing a program to partner with community-
based organizations for the purpose of card distribution and
customer education.

74. | Hire people from within the community MTC is targetingto | Comment noted.
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Comments

MTC Response/Recommendation

conduct outreach; create jobs through outreach. (focus
groups)

75. | Set up outreach events so people can load money on the Many of the outreach events have taken place at transit
card at the same time. (focus groups) stations and retailers that have the capability for customers
to add value to their cards. For example, all BART and Muni
Metro stations have Clipper® vending machines, and many
events took place at Walgreens stores that also have the
capability to allow customers to add value.
76. | Ensure that outreach staff are fully educated, so they can All Clipper® outreach staff goes through comprehensive
answer all questions. (focus groups) training and carry reference materials to provide as much
assistance to customers as possible. If they cannot answer all
customer questions, customers can also call the Clipper®
Customer Service Center, which can provide assistance in all
languages.
77. | Ads on transit do not educate about anything beyond the Comment noted.
fact that there is a card. (focus groups)
78. | Conduct demonstrations on TV, especially on foreign- Comment noted.
language channels. (focus groups)
79. | Create a DVD that shows people how to use it. (focus Comment noted.
groups)
80. | Show videos in BART stations. (focus groups) Comment noted.
81. | Conduct outreach targeted at people with disabilities. (focus | Comment noted.
groups)
82. | Advertise outreach events ahead of time. (focus groups) MTC and transit agencies advertise events in advance,
through advertising, media relations the Clipper® website,
Facebook and Twitter.
83. | Run more foreign-language ads. (focus groups) Every Clipper® advertising initiative has included advertising in
multiple languages and advertising in ethnic media outlets.
84. | Put ads on grocery items (e.g., milk cartons). (focus groups) | Comment noted.
85. | Send mailings to residents. (focus groups) Comment noted.
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MTC Response/Recommendation

86. | Place ads at ATMs. (focus groups) Comment noted.
87. | Outreach staff should speak the same language as the MTC makes every effort to staff outreach events with staff
communities they are reaching. (focus groups) members that speak the predominant languages in the area
being served.
88. [ Outreach staff should be of the same economic status as Comment noted.
they people they are trying to reach. (focus groups)
89. | MTC should include customer education information on city | Any city or other government-sponsored website can provide
websites. (MTC Policy Advisory Council feedback) links to the Clipper® website as a way to facilitate access to
online information about Clipper®.
90. | Itis wasteful of MTC to make sure that everyone, regardless | Comment noted.
of language, is fully informed about the Clipper® card. (H.
Giles email)
91. | Why does MTC publish materials in foreign languages? (H. Comment noted.
Giles email)
Other
92. | When card readers malfunction, text on them is in English In addition to the text information, CIipper® card readers have
only. (MTC Policy Advisory Council feedback) lights and tones that indicate successful/unsuccessful
transactions. The lights and tones are designed to provide
information to customers who cannot read the text display.
93. | MTC’s Title VI report does not reflect that most BART red While the MTC methodology did not reflect the same
and green ticket customers are minority and/or low-income. | conclusion about red and green ticket customers, as noted
(BART letter) above, MTC has allowed BART to continue sales of paper red
and green BART tickets and to distribute them through BART
outlets as the agency determines appropriate. As of April
2012, BART still offers about 30 outlets where customers can
get red youth/disabled tickets. MTC also is developing a mail-
in/email application process for youth cards.
94. [ The transition of BART High Value Discount tickets to The MTC methodology did not reflect the same conclusions

Clipper®-only availability adversely affects certain
customers. (BART letter)

for the High Value Discount (HVD) tickets. MTC’s
methodology focused on persons living in low-income
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Comments

MTC Response/Recommendation

communities, minorities, limited English proficiency
individuals. As of the release of the this report, the HVD paper
tickets are still available for purchase at a limited number of
locations. MTC Resolution No. 3866, Revised, does not
require complete phase out of the tickets until the launch of
new functionality on the CIipper® website that will minimize
negative impacts for most remaining customers of the HVD
tickets. The new functionality will allow customers to
combine funding sources, e.g. a transit benefit and a
customer’s credit card, for the purpose of purchasing passes
and tickets.

95. | If MTC allows some people to take advantage of the Comment noted.
negative balance feature (being able to use the card by
putting only $2 on it), then this advantage should be
available to everyone. (H. Giles email)

96. | How do individuals who used to get reimbursed for All in-person devices that add Clipper® card value generate
purchasing paper tickets get reimbursed with Clipper® receipts for customers. In addition, customers can print a
purchases? (Juan Moroder email) receipt after placing an online order. Customers also can use

the transaction history report on the Clipper® website to
provide documentation of purchases for the purpose of
reimbursement.

97. | Some people do not want their travel to be tracked. Some All transit agencies participating in Clipper® offer a cash
people also do not have access to phones, the Internet, or payment alternative for single trips.
credit cards. Customers should always have the option to
pay cash. (Nancy Piotrowski email)

98. | The Clipper® Title VI report is useless busywork. (Rachel Comment noted.

Resnikoff email)
99. | MTC based its equity analyses for all Clipper® cards on MTC worked with all affected transit operators to obtain their

insufficient data. (BART letter, Caltrain email)

best available passenger survey data to support these
analyses.
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Comments MTC Response/Recommendation
100. | The Title VI Report fails to meet the FTA requirement to Section Ill.D, Card Policy, of the Final Title VI Summary Report
provide “substantial legitimate justification” for CIipper® Fare Media Transitions includes a detailed
disproportionately high and adverse effects and show that description of the benefits of the Clipper® program, issues
alternatives would have “more severe and adverse” related to the issuance of free cards, alternatives considered
discriminatory effects. (BART letter) by MTC, and the substantial legitimate justification or
substantial need in the public interest for maintaining the
card fee.
101. | MTC should reconsider whether the determinations on During the design and review process of the TransLink /

which fare media are transitioned to Clipper® deny the
benefits of Clipper® based on criteria set forth for protection
under Title VI. (SamTrans email)

Clipper® system, MTC worked with transit agencies region-
wide to determine which fare products were compatible with
the Clipper® technology and distribution processes available
through the regional Clipper® program services. Many fare
products distributed through “institutional” programs — fare
products that are not generally available to the public that
require verifiable eligibility verification, such as income level —
were excluded from Clipper® implementation. All future
analyses of fare products added to the Clipper® program will
be conducted consistent with FTA guidance.
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Table 2 - Comments to SamTrans Fare Media Transitions to Clipper® - DRAFT Title VI Analysis (December 2011) and MTC
Response

No comments were received on this report.
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Table 3 — Comments to VTA Fare Media Transitions to Clipper® -

DRAFT Title VI Analysis (March 2012) and MTC Response

Comments

MTC Response/Recommendation

Report should reflect that VTA has encouraged and requested
MTC to allow select locations such as schools, social service
agencies, nonprofits, community centers, etc., to accept youth
and senior Clipper® card applications, verify eligibility, and
transmit applications to the Clipper® contractor for processing
and to distribute and load value to cards at these sites. (VTA
letter)

MTC is developing a mail-in/email application for youth and
senior Clipper® cards, and MTC will continue to work with the
transit agencies to explore ways to make the Clipper® youth
and senior card more accessible. MTC notes that VTA
participated with the other CIipper® operators in the design of
CIipper® youth and senior discount cards. The current design
reflects a balance between convenience for the customer and
a desire to reduce fraud for the transit operators.

The requirement to travel to San Francisco to resolve a billing
dispute or other issue with a live customer service agent
constitutes a significant burden and negative impact to Santa
Clara County residents. (VTA letter)

Clipper® customer service locations cannot resolve billing
disputes. The Clipper® customer service accessed by phone,
email or website provides a comprehensive array of customer
services. The in-person locations can replace Clipper® cards
(with some restrictions), but requests for replacement cards
can also be conveniently submitted online, by phone, and by
form.
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Table 4 - Comments on Final Title VI Summary Report: CIipper® Fare Media Transitions and MTC Response

Comments

MTC Response/Recommendation

BART’s concerns about a Title VI analysis and public input
have been addressed. (BART letter)

Comment noted.

BART recognizes that MTC defers to BART on number and
location of paper ticket outlets. BART will ensure any such
determination is informed by public input and will work with
MTC to secure funding for outlets. (BART letter)

Comment noted.

BART has continuing concerns that riders with limited access
to credit will be precluded from this discount fare without
other permanent cash alternatives for High Value Discount
tickets. (BART letter)

MTC has continued to allow sales of BART high value discount
tickets at various locations.

We support MTC’s plans to modify the Operating Rules to
allow for mail-in applications for senior and youth discount
cards. (BART letter, SamTrans/Caltrain email, SFMTA email)

Comment noted.

Descriptions of the card replacement fee and balance
restoration fee are confusing. (Golden Gate Transit email)

MTC revised the text in Section Ill.E. Card Policy, Subarticle 2,
Operational Issues and Minimum Load Requirements of the
Report to include the following: “In addition to the
recommendation concerning the card fee, MTC plans to
combine the separate S5 balance restoration fee and S5 card
replacement fee into a single S5 card balance
restoration/card replacement fee that applies for all
customers at all locations. For most customers, this will mean
a $5 cost reduction for the two services (customers with
Autoload already received both services for $5 so there will
be no change for Autoload customers).”

MTC should provide clarification on when the $3 card fee will
be charged and when the S5 replacement fee would be
charged.

See above.
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7. | We are pleased MTC has undertaken additional public Comment noted.
outreach related to the Clipper® transition and introduced
additional mitigation measures. (SamTrans/Caltrain email)

8. | MTC should work with schools to identify the best means for | MTC will continue to work with transit agencies to explore
ensuring eligibility for the youth discount, including ways to make youth cards more accessible.
verification of birthdates to be provided directly by schools in
a form other than or in addition to a school identification
card. (Caltrain/SamTrans email)

9. | The District requests that MTC establish at least one Clipper® | The Title VI analysis for SamTrans did not indicate a vendor
card vendor in Half Moon Bay. (SamTrans/Caltrain email) deficiency in Half Moon Bay. Nonetheless, MTC has worked

extensively with Cubic to recruit a vendor in Half Moon Bay
based on SamTrans’ request. Thus far, no merchants have
agreed to participate in the Clipper® vendor network. MTC
requests SamTrans’ assistance in securing a vendor in Half
Moon Bay.

10. | We question whether the population of registered Clipper® MTC revised the text in Section Ill.D. Subarticle 1, Clipper®
card users surveyed in November 2011 offers the best Retailer Network of the Report to include the following
insights into whether there are sufficient vendor network. statement: “At the time MTC conducted the survey, 44% of
MTC should state the percent of Clipper® cards that are the active Clipper® cards were registered to customers, which
registered. (SamTrans/Caltrain email) means that the above survey results reflect the input of

slightly less than half of all customers. In the future, MTC
plans to conduct surveys that engage both registered and
unregistered customers. As mentioned above, input gathered
through surveys is just one of several ways in which MTC will
continue to assess the comprehensiveness of the retailer
network.”

11. | The data analysis provided may not fully explore the potential | Charging a card fee serves a number of important public

implications of the Clipper® transition, particularly the new
proposed card fees, on protected communities.
(SamTrans/Caltrain email)

purposes: it offsets the cost of procuring the cards (currently
approximately $3.53 per card); discourages fare evasion
through the fraudulent abuse of the negative balance feature;
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MTC Response/Recommendation

and discourages casual disposal and hoarding of cards. Title VI
guidance in FTA Circular 4702.1A, Chapter V.4 states that
offsetting benefits can be taken into account when assessing
any adverse effects of proposed fare changes. In addition to
the purposes described above, use of the Clipper® system
meets a substantial need that is in the public interest and
offers numerous benefits that improve the transit experience
for all riders, regardless of race or income, including: transfer
capabilities, the elimination of the need for exact change,
balance restoration for lost or stolen cards, and the negative
balance feature. MTC has determined that reinstatement of a
$3 card acquisition fee for Adult cards is the least
discriminatory alternative available and plans to reinstate the
fee in September 2012.

12.

SFMTA applauds the additional multilingual outreach and
public participation efforts of MTC with regard to LEP and
non-LEP customers and their commitment to continuing such
efforts and working closely with the transit agencies and
community-based organizations throughout the region.
(SFMTA email)

Comment noted.

13.

Has MTC conducted a fare equity analysis on the card
acquisition fee to determine if there will be disparate impacts
on low-income and minority customers? (SFMTA email)

MTC and FTA staff discussed the analysis done to determine
any potential disparate impacts related to the card fee. FTA
informed MTC that the analysis had not followed the FTA
equity analysis guidelines in studying the imposition of a $3
card fee. Rather than requesting a redo of the analysis, the
FTA requested that MTC provide a detailed overview of the
analysis performed, along with a description of the benefits
of the Clipper® program, issues related to the issuance of free
Clipper® cards, alternatives considered by MTC, and the
substantial legitimate justification or substantial need in the
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MTC Response/Recommendation

public interest for maintaining the Clipper® card fee. MTC will
analyze any future fare change in accordance with FTA
guidance, and will confer with any impacted transit operators
concerning the analysis.

14.

It is unclear which CBOs MTC plans to work with or how many
cards would be distributed; it is difficult to determine how
this approach would mitigate potential impacts to affected
customers throughout the region. MTC should provide public
notice about where to obtain a free Clipper® card and require
that free cards be made available at all sales locations
operated by transit agencies. (SFMTA email)

As of June 2012, the initiative to enlist CBO assistance is in
the early planning phase; MTC has yet to determine details
such as the quantity of adult Clipper® cards that will be
available at CBOs, the number of CBOs that MTC will engage,
the expectations for the CBOs for limiting the availability of
free adult Clipper® cards to participants in the CBO programs,
versus making Clipper® cards available to the general public,
and any compensation for CBOs. MTC expects to finalize
details of the initiative by Fall 2012.

15.

How does MTC plan to engage with CBOs? What type of
funding will be provided to CBOs for their assistance with
outreach? How will MTC decide how many locations per
county? (Policy Advisory Council)

See response no. 14 above.

16.

SFMTA reserves comment on the language included in the
“FINAL REPORT SUPPLEMENT: Revised MTC Action” column
pending MTC’s response to SFMTA's fare equity analysis
guestion. (SFMTA email)

Comment noted.

17.

Clipper® staff should be commended for their work relating
to the accessibility of the Clipper® card. (Policy Advisory
Council)

Comment noted.

18.

Why does the analysis ignore County Connection and other
operators in Eastern Contra Costa County? When are other
transit agencies such as WestCAT and County Connection
going to accept Clipper®? (Policy Advisory Council)

County Connection does not currently utilize Clipper®, nor do
any other operators in Eastern Contra Costa County. These
agencies will begin accepting Clipper® cards in 2013. The
focus of MTC'’s Title VI analyses is the fare products that MTC
required transition to Clipper®-only availability vis-a-vis
Resolution 3866.
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19.

Why does the analysis about seniors focus on San Francisco
as opposed to Rossmoor and/or other locations with
concentrations of seniors? Were seniors in the Rossmoor area
targeted for input during the Clipper® outreach/public
participation process? (Policy Advisory Council)

The focus of MTC’s Title VI analyses is the fare products that
MTC required transition to Clipper®-only availability vis-a-vis
Resolution 3866. Since SFMTA’s Senior Pass product was
included in the Resolution, there was an analysis of impacts
to seniors in San Francisco. Because County Connection does
not currently operate Clipper®, the analysis did not focus on
seniors in that area. Seniors in Rossmoor were not targeted
for public participation to provide comments on the Draft
Clipper® Title VI Report, but BART staff held multiple outreach
events in Rossmoor in anticipation of the BART fare media
transition.

20.

What was the methodology for determining disparate
impacts on seniors and persons with disabilities? (Policy
Advisory Council)

There was no separate methodology used for seniors and
persons with disabilities. FTA’s Title VI Circular requires the
analysis of disparate impacts to persons who are low-income,
minority, and LEP.

21.

What specific outreach was done to reach the senior and
disabled communities? (Policy Advisory Council)

Clipper® and transit agency staff held outreach events at a
variety of senior centers and housing developments and
through organizations serving people with disabilities,
particularly during the SFMTA, SamTrans and BART fare
media transition campaigns.

22.

The RTC program should look at other ways of determining
eligibility besides the medical paradigm. (Policy Advisory
Council)

MTC will forward this comment to the Partnership Transit
Coordinating Committee Accessibility Subcommittee, which
manages the RTC Discount Card program, for consideration.

23.

The Clipper® and RTC programs should be merged. (Policy
Advisory Council)

See above.

24,

MTC should look at churches as a way to continue outreach
and educate on the Clipper® program.

Comment noted.

25.

The Clipper® Contractor should continue to look at the
unbanked population and determine ways to reach
individuals in that population. (Policy Advisory Council)

Comment noted.
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26. | MTC should look to social service agencies to continually Comment noted.
outreach and educate on the Clipper® program. (Policy
Advisory Council)
27. | How did MTC conduct Title VI report outreach in Santa Clara MTC contracted with Somos Mayfair and VIVA to conduct
County? (Policy Advisory Council) focus groups in Santa Clara County. Customer education
outreach in Santa Clara County is ongoing, but events have
been widely publicized in multilingual newspaper and other
advertising.
28. | How do visually impaired individuals access balance Visually impaired customers can call the Clipper® Customer

information? (Policy Advisory Council)

Service Center to access their balance 24 hours a day.
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Clipper Outreach Events

As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
July 1, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 1, 2011|Safeway (11am to 3 pm) Retail Support SFMTA Transitions
July 1, 2011 (Super Saver/Wongs Meat Co. (10am to 2pm) Retail Support SFMTA Transitions
July 1, 2011|Walgreens (noon to 4pm) Retail Support SFMTA Transitions
July 5, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 6, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 7, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 8, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 10, 2011 (Sunday Streets-Great Highway (10 to 5) Community Event SFMTA Transitions
July 11, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 11, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 12, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 12, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 13, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 13, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 14, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 14, 2011(SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 15, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 15, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 16, 2011|Green Living Fair, Transit Center @ Serramonte Center Community Event SamTrans Transition
July 18, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 18, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 19, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 19, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 19, 2011[Magnolia Senior Center Senior Center Event SamTrans Transition
July 20, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 20, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 21, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 21, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 22, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 22, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
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Clipper Outreach Events

As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
July 25, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 25, 2011 |Presidio Kiosk (9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
July 25, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 25, 2011|LRVs/Stations (6:30-10:30a) Ride-Along SFMTA Transitions
July 25, 2011|LRVs/Stations(3-7p) Ride-Along SFMTA Transitions
July 25, 2011 |Mobile (6:30-10:30a) line N & 71 Ride-Along SFMTA Transitions
July 25, 2011|Mobile (3-7p) line 47, 22,10 & 19 Ride-Along SFMTA Transitions
July 26, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 26, 2011 |Presidio Kiosk (9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
July 26, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 26, 2011(Mobile (6:30-10:30a) T, 44,5 Ride-Along SFMTA Transitions
July 26, 2011 [Mobile (3-7p) line 22, 23 &24 Ride-Along SFMTA Transitions
July 26, 2011|TVMs/LRVs (3-7p) Transit Center/Station Event SFMTA Transitions
July 26, 2011|TVMs/LRVs (6:30-10:30a) Transit Center/Station Event SFMTA Transitions
July 27, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 27, 2011 (Presidio Kiosk ((9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
July 27, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 27, 2011|LRVs/Stations (3-7p) M, K, City College Ride-Along SFMTA Transitions
July 27, 2011|LRVs/Stations (6:30-10:30a) Ride-Along SFMTA Transitions
July 27, 2011|Mobile (6:30-10:30a) line 1,2, 38 Ride-Along SFMTA Transitions
July 27, 2011|Mobile (3-7p) line 43 Ride-Along SFMTA Transitions
July 28, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 28, 2011 (Presidio Kiosk (9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
July 28, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 28, 2011|LRVs/Stations (3-7p) Ride-Along SFMTA Transitions
July 28, 2011|LRVs/Stations (6:30-10:30a) Ride-Along SFMTA Transitions
July 28, 2011(Mobile (6:30-10:30a) line 9, 14, 47, 22, 33& 27 Ride-Along SFMTA Transitions
July 28, 2011 |Mobile (3-7p) line 8x Ride-Along SFMTA Transitions
July 29, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
July 29, 2011 (Presidio Kiosk (9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
July 29, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
July 29, 2011|Castro/Church, Balboa, J (3-7p) Ride-Along SFMTA Transitions
July 29, 2011(LRVs, all stations (6:30-10:30a) Ride-Along SFMTA Transitions
July 29, 2011 [Mobile (6:30-10:30a) lines 8,9 & T Ride-Along SFMTA Transitions
July 29, 2011(Mobile (3-7p) 49, 38, 43,33,44,31, 28,29,N Ride-Along SFMTA Transitions
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Clipper Outreach Events

As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
July 30, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 1, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 1, 2011|Presidio Kiosk (9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
August 1, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 2, 2011|Onetta Harris Community Center Community Center Event SamTrans Transition
August 2, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 2, 2011 (|Presidio Kiosk (9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
August 2, 2011(SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 2, 2011|City of San Ramon Senior Center Event BART Transition
August 3, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 3, 2011|Presidio Kiosk (9a-1p) & (1-5pm) Customer Service Support SFMTA Transitions
August 3, 2011SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 4, 2011|Pre-Pistahan Tickets Community Event BART Transition
August 4, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 4, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 4, 2011 |Foster City Recreation Center Community Center Event SamTrans Transition
August 5, 2011|Richmond Farmer's Market Community Event BART Transition
August 5, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 6, 2011|Fremont Festival Community Event BART Transition
August 6, 2011|Wu Yee Family Service Center ( 10-2p) Community Event SFMTA Transitions
August 6, 2011SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 7, 2011|Fremont Festival Community Event BART Transition
August 8, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 8, 2011|Japanese Senior Center, Berkeley Senior Center Event BART Transition
August 9, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 9, 2011|Veteran's Memorial Senior Center Senior Center Event SamTrans Transition
August 10, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 10, 2011|Doelger Senior Center Senior Center Event SamTrans Transition
August 11, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 12, 2011|Daly City Pool Community Center Event SamTrans Transition
August 12, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 13, 2011|Pistahan Festival Community Event BART Transition
August 14, 2011|Sunday Streets-Great Highway (10 to 5) Community Event SFMTA Transitions
August 15, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 16, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
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Clipper Outreach Events
2011-2012

As of April 25, 2012

DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
August 16, 2011|El Cerrito Del Norte BART Transit Center/Station Event BART Transition
August 17, 2011 |Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 17, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 17, 2011|Magnolia Senior Center Senior Center Event SamTrans Transition
August 17, 2011|El Cerrito Plaza BART Transit Center/Station Event BART Transition
August 18, 2011 Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 18, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 18, 2011|Canada College Ride-Along SamTrans Transition
August 18, 2011|College of San Mateo Ride-Along SamTrans Transition
August 18, 2011|Downtown Berkeley Street Team/Bus Stop BART Transition
August 18, 2011|Ashby BART Transit Center/Station Event BART Transition
August 19, 2011|Pinole Chamber Business Event BART Transition
August 19, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 19, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 20, 2011|Pittsburg Library Community Event BART Transition
August 21, 2011|North Fair Oaks Festival Community Event SamTrans Transition
August 22, 2011|San Leandro Public Library Community Event BART Transition
August 22, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 22, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 23, 2011 |Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 23, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 24, 2011|Music on the Main, Richmond Community Event BART Transition
August 24, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 24, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 24, 2011|Fremont Senior Center Senior Center Event BART Transition
August 24, 2011(Kennedy Center, Union City Senior Center Event BART Transition
August 25, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 25, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 25, 2011|Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 25, 2011 |Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 25, 2011 (Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 25, 2011(Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 25, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 25, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 26, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
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As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE

August 26, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 26, 2011|Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 26, 2011 (Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 26, 2011(Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 26, 2011 |Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 26, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 26, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 27, 2011|Little House Senior Center Event SamTrans Transition
August 29, 2011 |Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 29, 2011|Presidio Kiosk (8:30a-1p) & (1-5:30pm) Customer Service Support SFMTA Transitions
August 29, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 29, 2011(Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 29, 2011(Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 29, 2011 (Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 29, 2011(Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 29, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 29, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 29, 2011|Pittsburg BART Transit Center/Station Event BART Transition
August 30, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 30, 2011|Presidio Kiosk (8:30a-1p) & (1-5:30pm) Customer Service Support SFMTA Transitions
August 30, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 30, 2011 (Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 30, 2011(Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 30, 2011|Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 30, 2011 (Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 30, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 30, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 30, 2011|North Concord BART Transit Center/Station Event BART Transition
August 31, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 31, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
August 31, 2011|Presidio Kiosk (8:30a-1p) & (1-5:30pm) Customer Service Support SFMTA Transitions
August 31, 2011|Presidio Kiosk (8:30a-1p) & (1-5:30pm) Customer Service Support SFMTA Transitions
August 31, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
August 31, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions

August 31, 2011

Ed Roberts Campus, Berkeley

RTC/Senior Event

BART Transition
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Clipper Outreach Events

As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE

August 31, 2011(Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 31, 2011(Cable Car - Powell/Hyde Street Team/Bus Stop SFMTA Transitions
August 31, 2011 (Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 31, 2011(Cable Car - Powell/Mason Street Team/Bus Stop SFMTA Transitions
August 31, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 31, 2011|Cable Car-California Street Team/Bus Stop SFMTA Transitions
August 31, 2011|Concord BART Transit Center/Station Event BART Transition

September 1, 2011

KX El Camino Route

Ride-along

SamTrans Transition

September 1, 2011

Millbrae BART

Transit Center/Station Event

SamTrans Transition

September 1, 2011

Palo Alto Transit Center

Transit Center/Station Event

SamTrans Transition

September 2, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 2, 2011|Presidio Kiosk (8:30a-1p) & (1-5:30pm) Customer Service Support SFMTA Transitions
September 2, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 6, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 6, 2011|Presidio Kiosk (8:30a-1p) & (1-5:30pm) Customer Service Support SFMTA Transitions
September 6, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 6, 2011|New England Village Senior Center Event BART Transition

September 7, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 7, 2011|Presidio Kiosk (8:30a-1p) & (1-5:30pm) Customer Service Support SFMTA Transitions
September 7, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 7, 2011|Summerset, Brentwood Senior Center Event BART Transition

September 7, 2011

Colma BART

Transit Center/Station Event

SamTrans Transition

September 7, 2011

Daly City BART

Transit Center/Station Event

SamTrans Transition

September 7, 2011

Redwood Station Caltrain

Transit Center/Station Event

SamTrans Transition

September 8, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 8, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 8, 2011|South Berkeley Senior Center Senior Center Event BART Transition
September 9, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 9, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 10, 2011[Autumn Moon Festival (9a-2p) & (2p-7p) Community Event SFMTA Transitions
September 10, 2011|Castro Valley Festival Community Event BART Transition
September 10, 2011|Webster Street Jam Alameda Community Event AC Transit Transition
September 11, 2011[Autumn Moon Festival (9a-2p) & (2p-7p) Community Event SFMTA Transitions
September 11, 2011|Castro Valley Festival Community Event BART Transition

September 11, 2011

Solano Stroll, Berkeley/Albany

Community Event

AC Transit Transition
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Clipper Outreach Events
2011-2012

As of April 25, 2012

DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
September 11, 2011|Sunday Streets(10 to 5) -Western Addition Community Event SFMTA Transitions
September 12, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 13, 2011{SFMTA Customer Service Center Customer Service Support SFMTA Transitions

September 13, 2011

Terra Nova High School

School Event

SamTrans Transition

September 13, 2011

Orinda Senior Center

Senior Center Event

BART Transition

September 13, 2011

Hillsdale Shopping Center

Transit Center/Station Event

SamTrans Transition

September 13, 2011|Orinda BART Transit Center/Station Event BART Transition
September 14, 2011{SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 14, 2011|Linda Mar Blvd. Park & Ride Street Team/Bus Stop SamTrans Transition
September 15, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 15, 2011 (Lafayette BART Transit Center/Station Event BART Transition
September 16, 2011{SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 16, 2011 |Lafayette Senior Center Senior Center Event BART Transition
September 17, 2011|Healthy Village Farm Senior Center Event BART Transition
September 18, 2011[Newark Celebration Days, Newark Community Event AC Transit Transition
September 18, 2011|Sunday Streets-Grant- Chinatown Community Event SFMTA Transitions
September 19, 2011{SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 20, 2011 |Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 20, 2011{SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 20, 2011|San Pablo Senior Center Senior Center Event BART Transition
September 20, 2011|Walnut Creek Transit Center/Station Event BART Transition
September 21, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 21, 2011{SFMTA Customer Service Center Customer Service Support SFMTA Transitions

September 21, 2011

Pacifica Senior Center

Senior Center Event

SamTrans Transition

September 21, 2011

Mission & Goethe, Daly City

Street Team/Bus Stop

SamTrans Transition

September 22, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 22, 2011[{SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 22, 2011|Kaiser Oakland Employee Event BART Transition
September 22, 2011|Albany Senior Center Senior Center Event BART Transition
September 22, 2011{Menlo Park Senior Center Senior Center Event SamTrans Transition
September 23, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 23, 2011[{SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 23, 2011|Concord Senior Center Senior Center Event BART Transition

September 24, 2011

City of San Mateo Health & Wellness Fair

City of San Mateo Health & Wellng

SamTrans Transition

September 24, 2011

Sunset District

School Event

BART Transition
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Clipper Outreach Events As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
September 26, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 26, 2011(SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 27, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 27, 2011[SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 27, 2011|Pleasant Hill Transit Center/Station Event BART Transition
September 28, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 28, 2011[(SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 29, 2011(Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions
September 29, 2011|SFMTA Customer Service Center Customer Service Support SFMTA Transitions
September 29, 2011|MacArthur BART Transit Center/Station Event BART Transition
September 29, 2011|Rockridge BART Transit Center/Station Event BART Transition
September 30, 2011 (Clipper Customer Service Center/Bay Crossings Support Customer Service Support SFMTA Transitions

September 30, 2011

SFMTA Customer Service Center

Customer Service Support

SFMTA Transitions

September 30, 2011

KX El Camino Route

Ride-Along

SamTrans Transition

September 30, 2011

Colma BART

Transit Center/Station Event

SamTrans Transition

September 30, 2011

Daly City BART

Transit Center/Station Event

SamTrans Transition

October 1, 2011

SamTrans

Customer Service Support

SamTrans Transition

October 1, 2011

Dublin Senior Fit Fair

Senior Center Event

BART Transition

October 3, 2011

Contra Costa County School

School Event

BART Transition

October 3, 2011

San Carlos Senior Center

Senior Center Event

SamTrans Transition

October 3, 2011|Church and Duboce Street Team/Bus Stop SFMTA Transitions
October 3, 2011|Geary Blvd and Fillmore (4-7pm) Street Team/Bus Stop SFMTA Transitions
October 3, 2011|Sacramento and Davis (4-7pm) Street Team/Bus Stop SFMTA Transitions
October 3, 2011|Townsend and 4th (4-7pm) (Balboa) Street Team/Bus Stop SFMTA Transitions
October 3, 2011|San Bruno BART Transit Center/Station Event SamTrans Transition
October 4, 2011(36/43/44 Ride-Along SFMTA Transitions
October 4, 2011|Line 1 (3 Ride-Along SFMTA Transitions
October 4, 2011|Njudah X Ride-Along SFMTA Transitions
October 4, 2011|Castro Valley BART Transit Center/Station Event BART Transition
October 4, 2011|Serramonte Center Transit Center/Station Event SamTrans Transition
October 4, 2011|Powell TVM Transit Center/Station Event SFMTA Transitions
October 5, 2011(41/45 Ride-Along SFMTA Transitions
October 5, 2011|Line 14 Ride-Along SFMTA Transitions
October 5, 2011|Pinole Senior Center Senior Center Event BART Transition
October 5, 2011|TVM-AIl Stations/LRVs Transit Center/Station Event SFMTA Transitions
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Clipper Outreach Events

As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE

October 5, 2011|TVMs-All Stations/LRVs Transit Center/Station Event SFMTA Transitions
October 6, 2011|Hacienda Business Park Employee Event BART Transition
October 6, 2011|Kaiser Richmond Employee Event BART Transition
October 6, 2011|38/38L Ride-Along SFMTA Transitions
October 6, 2011|lines 14x/49/47 (6:30-10:30a) Ride-Along SFMTA Transitions
October 6, 2011|Duboce and Church Street Team/Bus Stop SFMTA Transitions
October 6, 2011|SFUSD/19th and Holloway, Line 28 Street Team/Bus Stop SFMTA Transitions
October 7, 2011|Line 29 and T-line Ride-Along SFMTA Transitions
October 7, 2011|Martinez Senior Center Senior Center Event BART Transition
October 7, 2011|City College/Balboa Street Team/Bus Stop SFMTA Transitions
October 7, 2011|Townsend and 4th Street Team/Bus Stop SFMTA Transitions
October 7, 2011|Powell TVMs Transit Center/Station Event SFMTA Transitions

October 10, 2011|Ken Aikens Senior Center Senior Center Event BART Transition

October 11, 2011|Hayward Senior Center Senior Center Event BART Transition

October 13, 2011 |Fremont School for the Deaf Student Event BART Transition

October 13, 2011|West Dublin BART Transit Center/Station Event BART Transition

October 14, 2011

Magnolia Senior Center

Senior Center Event

SamTrans Transition

October 15, 2011

Tanforan Mall, 1150 El Camino Real, San Bruno

Mall Event

SamTrans Transition

October 18, 2011

Pleasant Hill Senior Center

Senior Center Event

BART Transition

October 19, 2011|Pleasant Hill Senior Center Senior Center Event BART Transition
October 21, 2011|Washington Hospital Employee Event BART Transition
October 24, 2011|SFMTA, 3rd Floor, Civic Room Outreach Staff Training

October 25, 2011 |Dublin/Pleasanton BART Transit Center/Station Event BART Transition

October 26, 2011

Walgreens, 399 El Camino Real, SSF

Retail Support

SamTrans Transition

October 27, 2011

Walgreens, 4070 S. El Camino Real, San Mateo

Retail Support

SamTrans Transition

October 28, 2011

Walgreens, 260 El Camino Real, Burlingame

Retail Support

SamTrans Transition

October 29, 2011

Walgreens, 643 Santa Cruz Ave., Menlo Park

Retail Support

SamTrans Transition

October 31, 2011

Livermore Senior Center

Senior Center Event

BART Transition

November 1, 2011

Colma BART

Transit Center/Station Event

SamTrans Transition

November 1, 2011

Daly City BART

Transit Center/Station Event

SamTrans Transition

November 2, 2011

Walgreens, 22 San Pedro Rd., Daly City

Retail Support

SamTrans Transition

November 2, 2011

San Ramon Senior Center

Senior Center Event

BART Transition

November 2, 2011

Palo Alto Transit Center

Transit Center/Station Event

SamTrans Transition

November 2, 2011

Redwood City Station

Transit Center/Station Event

SamTrans Transition

November 3, 2011

Hillsdale Shopping Center

Mall Event

SamTrans Transition
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2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
November 3, 2011|Serramonte Center Mall Event SamTrans Transition
November 3, 2011|Coliseum BART Station Transit Center/Station Event BART Transition
November 4, 2011|Walgreens, 2271 Balfour Rd., Brentwood Retail Support BART Transition

November 5, 2011

SamTrans

Customer Service Support

SamTrans Transition

November 7, 2011

Bridge Pro Mt. Diablo SD, 1266 San Carlos Ave., Concord

Community Event

BART Transition

November 7, 2011|Fruitvale BART Station Transit Center/Station Event BART Transition
November 8, 2011|Walgreens, 216 Westlake Center, Daly City Retail Support SamTrans Transition
November 8, 2011|St. Mary's Gardens Senior Center, 201 10th St., Oakland Senior Center Event BART Transition
November 8, 2011|Richmond BART Station Transit Center/Station Event BART Transition
November 8, 2011|Union City BART Station Transit Center/Station Event BART Transition
November 9, 2011|Pacifica Senior Center, 540 Crespi Dr., Pacifica Senior Center Event SamTrans Transition
November 9, 2011|Bayfair BART Station Transit Center/Station Event BART Transition
November 9, 2011|South Hayward BART Station Transit Center/Station Event BART Transition
November 10, 2011|Walnut Creek Senior Center, 1375 Civic Dr., Walnut Creek Senior Center Event BART Transition
November 10, 2011|Hayward BART Station Transit Center/Station Event BART Transition

November 11, 2011

SamTrans, 1250 San Carlos, San Carlos

Customer Service Support

SamTrans Transition

November 11, 2011

Walgreens, 300 University Ave. Palo Alto

Retail Support

SamTrans Transition

November 12, 2011|Indian Community Center, 525 Los Coches St., Milpitas Community Center Event BART Transition
November 12, 2011|Mastick Senior Center, 1155 Santa Clara Ave., Alameda Senior Center Event BART Transition
November 14, 2011|Antioch Senior Center, 415 West 2nd Street, Antioch Senior Center Event BART Transition
November 14, 2011|South Hayward BART Station Transit Center/Station Event BART Transition
November 15, 2011|Walgreens, 615 Broadway, Millbrae Retail Support SamTrans Transition
November 15, 2011|Richmond Senior Center, 2525 Macdonald St., Richmond Senior Center Event BART Transition
November 15, 2011|Rossmoor Senior Center Event BART Transition
November 15, 2011|Pittsburg BART Transit Center/Station Event BART Transition

November 16, 2011

San Bruno Senior Center, 1555 Crystal Springs Rd., San Bruno

Senior Center Event

SamTrans Transition

November 16, 2011

Fremont BART Station

Transit Center/Station Event

BART Transition

November 17, 2011|Jewish Community Center, 1414 Walnut St., Berkeley Community Center Event BART Transition
November 17, 2011|El Cerrito del Norte BART Station Transit Center/Station Event BART Transition
November 18, 2011|San Leandro Senior Center, 13909 E. 14th St., San Leandro Senior Center Event BART Transition
November 18, 2011|Downtown Berkeley BART Station Transit Center/Station Event BART Transition

November 19, 2011

Walgreens, 6100 Mission, Daly City

Retail Support

SamTrans Transition

November 21, 2011

Safeway, 70 Cabrillo Hwy, Half Moon Bay

Retail Support

SamTrans Transition

November 21, 2011

Daly City Senior Center, 101 Lake Merced Blvd., Daly City

Senior Center Event

BART Transition

November 22, 2011

Safeway, 100 Crystal Springs Rd., San Mateo

Retail Support

SamTrans Transition
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2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
November 22, 2011|Colma BART Station Transit Center/Station Event BART Transition
November 23, 2011|Walgreens, 2605 Middlefield Rd., Palo Alto Retail Support SamTrans Transition
November 23, 2011|El Cerrito Senior Center, 6510 Stockton Ave., El Cerrito Senior Center Event BART Transition
November 28, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support BART Transition

November 28, 2011

Safeway, 1100 El Camino Real, Belmont

Retail Support

SamTrans Transition

November 28, 2011

Safeway, 12 Plaza Dr., Pacific

Retail Support

SamTrans Transition

November 28, 2011

Safeway, 860 N. Delaware St., San Mateo

Retail Support

SamTrans Transition

November 28, 2011

Safeway, 921 E. Hillsdale Blvd., Foster City

Retail Support

SamTrans Transition

November 29, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support BART Transition
November 29, 2011|MacArthur BART Transit Center/Station Event BART Transition
November 30, 2011|Walgreens, 45 S. El Camino Real, Millbrae Retail Support SamTrans Transition
November 30, 2011|Walnut Creek BART Transit Center/Station Event BART Transition
December 1, 2011|Walgreens, 191 E. 3rd Ave., San Mateo Retail Support SamTrans Transition
December 1, 2011|Concord BART Transit Center/Station Event BART Transition
December 2, 2011|Emeryville Senior Center, 4321 Salem St., Emeryville Senior Center Event BART Transition
December 2, 2011|Coliseum BART Station Transit Center/Station Event BART Transition
December 2, 2011|North Concord BART Transit Center/Station Event BART Transition
December 3, 2011|SamTrans, 1250 San Carlos, San Carlos Customer Service Support SamTrans Transition
December 5, 2011|North Oakland Senior Center, 5714 MLK Jr. Way, Oakland Senior Center Event BART Transition
December 5, 2011|Millbrae BART Station Transit Center/Station Event BART Transition
December 5, 2011|Union City BART Station Transit Center/Station Event BART Transition
December 6, 2011|Peninsula Jewish Community Center, 800 Foster City Blvd., Foster City |Community Center Event SamTrans Transition
December 6, 2011|Castro Valley BART Transit Center/Station Event BART Transition
December 6, 2011|San Leandro BART Transit Center/Station Event BART Transition
December 7, 2011|Los Altos United Methodist Church, Youth Room Community Center Event SamTrans Transition
December 7, 2011|San Bruno BART Station Transit Center/Station Event BART Transition
December 8, 2011|Bayfair BART Station Transit Center/Station Event BART Transition
December 9, 2011|Brentwood Senior Center, 193 Griffing Lane, Brentwood Senior Center Event BART Transition

December 9, 2011

South San Francisco BART Station

Transit Center/Station Event

BART Transition

December 10, 2011

Walgreens, 2238 Westborough Blvd., SSF

Retail Support

SamTrans Transition

December 12, 2011|Colma BART Station Transit Center/Station Event BART Transition
December 13, 2011|Newark Senior Center, 7401 Enterprise Dr., Newark Senior Center Event BART Transition
December 13, 2011|West Dublin BART Station Transit Center/Station Event BART Transition
December 14, 2011|Daly City BART Station Transit Center/Station Event BART Transition

December 15, 2011

Pacifica Senior Center, 540 Crespi Dr., Pacifica

Senior Center Event

SamTrans Transition
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DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
December 15, 2011|Ashby BART Station Transit Center/Station Event BART Transition
December 16, 2011|North Berkeley BART Station Transit Center/Station Event BART Transition
December 19, 2011|Pittsburg BART Station Transit Center/Station Event BART Transition
December 22, 2011|Walgreens, 1414 El Camino Real, San Carlos Retail Support SamTrans Transition
December 27, 2011|BART Customer Service Center, Lake Merritt Station Customer Service Support BART Transition
December 27, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support BART Transition
December 28, 2011|BART Customer Service Center, Lake Merritt Station Customer Service Support BART Transition
December 28, 2011|Clipper Customer Service Center/Bay Crossings Support Customer Service Support BART Transition
December 29, 2011|BART Customer Service Center, Lake Merritt Station Customer Service Support BART Transition
December 29, 2011|Bay Crossings Kiosk Customer Service Support BART Transition
December 29, 2011|Walgreens, 4170 El Camino Real, Palo Alto Retail Support SamTrans Transition
December 30, 2011|BART Customer Service Center, Lake Merritt Station Customer Service Support BART Transition
December 30, 2011|Bay Crossings Kiosk Customer Service Support BART Transition
January 5, 2012(Cal State East Bay (students only) School Event BART Transition
January 5, 2012|Lafayette Senior Center Senior Center Event BART Transition
January 5, 2012 |Lake Merritt BART Station Transit Center/Station Event BART Transition
January 6, 2012|San Leandro Senior Center Senior Center Event BART Transition
January 7, 2012|Bayfair Center, San Leandro Mall Event BART Transition
January 8, 2012|Serramonte Center, 3 Serramonte, Daly City Mall Event SamTrans Transition
January 9, 2012|Moraga Movers Senior Center Event BART Transition
January 12, 2012|The Groves at Dublin Ranch Senior Apartments, Dublin Senior Center Event BART Transition
January 13, 2012|Alcosta Senior Center, San Ramon (NOTE TO INDIRA: PLEASE CORRECT|Senior Center Event BART Transition
January 14, 2012(Stoneridge Shopping Center, Pleasanton Mall Event BART Transition
January 15, 2012(Hillsdale Shopping Center, San Mateo Mall Event SamTrans Transition
January 18, 2012|Pleasanton Senior Center, Pleasanton Senior Center Event BART Transition
January 18, 2012(Valley Vista Senior Housing, San Ramon Senior Center Event BART Transition
January 19, 2012|Heritage States Retirement Community, Livermore Senior Center Event BART Transition
January 25, 2012|0Oak Center Towers, Oakland Senior Center Event BART Transition
January 26, 2012 |Ridgeview Commons, Pleasanton Senior Center Event BART Transition
April 11, 2012|Outreach Staff Training Training VTA Transition
April 19, 2012|SJSU Earth Day Community Event VTA Transition
April 21, 2012|Cupertino Earth Day Community Event VTA Transition
April 21, 2012|South County Earth Day Community Event VTA Transition
April 24, 2012|Capitol LRV Station Transit Center/Station Event VTA Transition
April 25, 2012|Great Mall Transit Center Transit Center/Station Event VTA Transition
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Clipper Outreach Events

As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
April 26, 2012|West Valley College, Saratoga School Event VTA Transition
April 26, 2012|Paseo de San Antonio LRV Station Transit Center/Station Event VTA Transition
April 28, 2012|Cupertino Cherry Blossom Festival Community Event VTA Transition
April 28, 2012|Walgreens #2384, San Jose Retail Support VTA Transition
April 28, 2012|Walgreens #842, San Jose Retail Support VTA Transition
April 29, 2012|Campbell Farmers' Market F/F Market VTA Transition
April 30, 2012|VTA Customer Service Center Transit Center/Station Event VTA Transition
May 1, 2012|Walgreens #3754 Retail Support VTA Transition
May 1, 2012|VTA Customer Service Center Transit Center/Station Event VTA Transition
May 2, 2012|Great Mall LRV Station Transit Center/Station Event VTA Transition
May 3, 2012|Walgreens #2169, San Jose Retail Support VTA Transition
May 3, 2012|Eastridge Mall Transit Center Transit Center/Station Event VTA Transition
May 4, 2012|San Pedro Square Farmers' Mkt F/F Market VTA Transition
May 5, 2012|Cinco de Mayo Event Community Event VTA Transition
May 5, 2012|Walgreens #9782 Retail Support VTA Transition
May 6, 2012|A La Carte & Art Community Event VTA Transition
May 6, 2012|Cinco de Mayo Event Community Event VTA Transition
May 8, 2012|Mtn View LRV Station Transit Center/Station Event VTA Transition
May 9, 2012|Walgreens #895, Santa Clara Retail Support VTA Transition
May 9, 2012|Valley Fair Transit Center Transit Center/Station Event VTA Transition
May 10, 2012|Ohlone-Chyneweth LRV Station Transit Center/Station Event VTA Transition
May 12, 2012|Berryessa Art & Wine Festival Community Event VTA Transition
May 12, 2012|Walgreens #1179, San Jose Retail Support VTA Transition
May 12, 2012|Walgreens #9516, Gilroy Retail Support VTA Transition
May 13, 2012|Earthquakes-Chivas Pre-Game Community Event VTA Transition
May 13, 2012|San Jose Flea Market F/F Market VTA Transition
May 15, 2012|Walgreens #3344, Palo Alto Retail Support VTA Transition
May 15, 2012|Santa Clara LRV Station Transit Center/Station Event VTA Transition
May 16, 2012|San Antonio Transit Center Transit Center/Station Event VTA Transition
May 17, 2012|Walgreens #3671, Milpitas Retail Support VTA Transition
May 17, 2012|Tasman LRV Station Transit Center/Station Event VTA Transition
May 19, 2012(Santa Clara Farmers' Market F/F Market VTA Transition
May 19, 2012|Walgreens #2265, San Jose Retail Support VTA Transition
May 19, 2012|Walgreens #689, Mountain View Retail Support VTA Transition
May 20, 2012|Oakridge Mall Community Event VTA Transition
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Clipper Outreach Events

As of April 25, 2012

2011-2012
DATE LOCATION NAME OR TYPE OF EVENT PURPOSE

May 20, 2012|Mtn View Farmers' Market F/F Market VTA Transition
May 22, 2012|Great Mall LRV Station Transit Center/Station Event VTA Transition
May 23, 2012|Walgreens #2957 Retail Support VTA Transition
May 23, 2012[Sunnyvale Transit Center Transit Center/Station Event VTA Transition
May 24, 2012|Paseo de San Antonio LRV Station Transit Center/Station Event VTA Transition
May 26, 2012|Berryessa Flea Market F/F Market VTA Transition
May 26, 2012|Walgreens #2659, Mountain View Retail Support VTA Transition
May 26, 2012|Walgreens #5219, San Jose Retail Support VTA Transition
May 27, 2012|Morgan Hill Mushroom Mardi Gras Community Event VTA Transition
May 29, 2012|Ohlone-Chyneweth LRV Station Transit Center/Station Event VTA Transition
May 30, 2012|Walgreens #2612, Santa Clara Retail Support VTA Transition
May 30, 2012|Winchester Transit Center Transit Center/Station Event VTA Transition
May 31, 2012(Mtn View LRV Station Transit Center/Station Event VTA Transition
May 31, 2012|VTA Customer Service Center Transit Center/Station Event VTA Transition

June 1, 2012|VTA Customer Service Center Transit Center/Station Event VTA Transition

June 2, 2012|Walgreens #2739, San Jose Retail Support VTA Transition

June 2, 2012|Walgreens #900, San Jose Retail Support VTA Transition

June 3, 2012[Sunnyvale Art & Wine Festival Community Event VTA Transition

June 3, 2012|Japantown Farmers' Market F/F Market VTA Transition

June 5, 2012|Tasman LRV Station Transit Center/Station Event VTA Transition

June 6, 2012|Walgreens #4372, San Jose Retail Support VTA Transition

June 7, 2012|Eastridge Mall Transit Center Transit Center/Station Event VTA Transition

June 9, 2012(Capitol Flea Market F/F Market VTA Transition

June 9, 2012|Walgreens #4516, Morgan Hill Retail Support VTA Transition

June 9, 2012|Walgreens #840, San Jose Retail Support VTA Transition
June 12, 2012|Walgreens #6585, Campbell Retail Support VTA Transition
June 13, 2012(Valley Fair Transit Center Transit Center/Station Event VTA Transition
June 14, 2012|Walgreens #9516 Retail Support VTA Transition
June 15, 2012(World Refugee Day Community Event VTA Transition
June 16, 2012|Walgreens #2081, San Jose Retail Support VTA Transition
June 16, 2012|Walgreens #7080, Sunnyvale Retail Support VTA Transition
June 17, 2012|Juneteenth Community Event VTA Transition
June 17, 2012(San Jose Flea Market F/F Market VTA Transition
June 19, 2012|Great Mall Transit Center Transit Center/Station Event VTA Transition
June 20, 2012(Walgreens #4416, Cupertino Retail Support VTA Transition
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Clipper Outreach Events
2011-2012

As of April 25, 2012

DATE LOCATION NAME OR TYPE OF EVENT PURPOSE
June 21, 2012|Paseo de San Antonio LRV Station Transit Center/Station Event VTA Transition
June 23, 2012[Morgan Hill Farmers' Market F/F Market VTA Transition
June 23, 2012|Walgreens #3378, San Jose Retail Support VTA Transition
June 23, 2012|Walgreens #3445, San Jose Retail Support VTA Transition
June 24, 2012|Valley Fair Mall Community Event VTA Transition
June 26, 2012|Sunnyvale Transit Center Transit Center/Station Event VTA Transition
June 27, 2012|Walgreens #7079, San Jose Retail Support VTA Transition
June 28, 2012|VTA Customer Service Center Transit Center/Station Event VTA Transition
June 29, 2012|VTA Customer Service Center Transit Center/Station Event VTA Transition
June 30, 2012|Walgreens #2740, Santa Clara Retail Support VTA Transition
June 30, 2012|Walgreens #5454, San Jose Retail Support VTA Transition
TBD Koreatown event TBD VTA Transition
TBD Evergreen College VTA Transition
TBD Foothill College VTA Transition
TBD Little Saigon event VTA Transition
TBD MLK Library event VTA Transition
TBD National Hispanic University VTA Transition
TBD Roosevelt Senior Center VTA Transition
TBD San Jose City College VTA Transition
TBD San Jose City Hall event VTA Transition
TBD SJPL Biblioteca VTA Transition
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