2006

Federal Transit Administration's

INDIVIDUALIZED
MARKETING
DEMONSTRATION
PROGRAM (IMDP)

Final Report

Submitted By:

MELE Associates, Inc.

14660 Rothgeb Drive ¥k
Suite 102 ** *¥¥

Rockville, MD 20850 % *

* *
(p) 240-453-6990 X @ )
(f) 240-453-6991 X o »%
. % X
www.meleassociates.com * * *'k
O



Federal Transit Administration
Individualized Marketing Demonstration Program

Final Report

Table of Contents
1 EXECUTIVE SUMMARY
2 INTRODUCTION

2.1 ABOUT THE PROGRAM

2.1.1  Project Stages
2.1.1.1  ‘Before’ Survey
2.1.1.2 Individualized Marketing Intervention
2.1.1.3  ‘After’ Survey

2.1.2 Implementation of Similar Projects in Other Areas
2.1.21 Viernheim, Germany
2.1.2.2 Portland, Oregon
2.1.2.3 Perth, Australia
2.1.2.4 Gothenburg, Sweden

2.2 THEFTA TEAM

2.2.1  Team Members
2211 FTA
2.2.1.2 MELE Associates, Inc.
2.2.1.3  Socialdata
2.2.1.4  Whatcom Transportation Authority (WTA)
2.2.1.5  Sacramento Regional Transit District
2.2.1.6  Triangle Transit Authority
2.2.1.7  Greater Cleveland Regional Transit Authority

3 COMMUNICATIONS STRATEGY

3.1 PHASE| —PRE SELECTION

3.2 PHASEIl —SELECTION & NOTIFICATION

3.3 PHASEIIl —IMPLEMENTATION

34 PHASEIV —DATA ANALYSIS/ FINAL REPORTING

4 IMPLEMENTATION PLAN

4.1 TIMELINE
4.2 PROCESS OVERVIEW GRAPHIC

POON N 0O0O000 o auuuoaabssPPDhabsabdnpnPoowwrpIDN N -

4.3 PrROJECT FLOW CHART — PHASES |-111 1

4.4 PHASE | — PRE SELECTION 1
4.4.1  Advance Materials 11
4411 Logo 11
4.4.1.2  Color Scheme 11
44.1.3 Header 11
4414  Project Announcement 12
4415  Application Form 12
4416  Scoring Form 12
4.4.1.7  Interested Parties Database 12
442  Events 12
45 PHASE Il — SELECTION & NOTIFICATION 12
45.1  Official Announcement of the IMDP Project 13
45.2 Release of the Project Solicitation 13
453 Collection of Proposals 13
4.5.4  The Selection Process 13
45.4.1  Site Selection Criteria 14
45.4.1.1 Leveraging Resources (25% of total scoring) 14
45.4.1.2 Partnerships & Coordination (40% of total scoring) 14
45.4.1.3 Project Overall Strategic Approach (15% of total scoring) 15
45.4.1.4 Project Characteristics as National Model (20% of total scoring) 15

454,15 Other Considerations 15
1



4542  Site Possibilities 15
45.42.1 Element Charts 16
45.4.2.2 Site Possibility Matches 17
455  Announcement of the Winning Cities 18
4551  Four Final City Selections 18
455.1.1 Bellingham, Washington - Background of City 19
455111 Reasonfor Selection 19
455.1.2 Sacramento, California - Background of City 20
455121 Reasonfor Selection 25
455.1.3 Research Triangle Park / Durham, North Carolina - Background of City 26
455131 Reasonfor Selection 28
455.1.4 Cleveland, Ohio - Background of City 29
455141 Reasonfor Selection 31

4552  FTA City Announcement Press Release 32

46  PHASEIll —IMPLEMENTATION 32
4.6.1  Project Planning 32

46.1.1  Bellingham 33
4.6.1.1.1 Project Area Selection 33
4.6.1.1.2 Transit Service Background 33
4.6.1.1.3 Individual Project Timeline 34

4.6.1.2  Sacramento 34
4.6.1.2.1 Project Area Selection 34
4.6.1.2.2 Transit Service Background 35
4.6.1.2.3 Individual Project Timeline 35

46.1.3 Durham 35
4.6.1.3.1 Project Area Selection 35
4.6.1.3.2 Transit Service Background 36
4.6.1.3.3 Individual Project Timeline 37

46.14  Cleveland 37
4.6.1.4.1 Project Area Selection 37
4.6.1.4.2 Transit Service Background 38
4.6.1.4.3 Individual Project Timeline 38

4.6.2  Before Survey 39

46.2.1  Bellingham 39

4.6.2.2  Sacramento 39

4.6.23 Durham 39

4.6.24  Cleveland 39

4.6.3 Individualized Marketing Intervention 39

46.3.1 Bellingham 39

4.6.3.2  Sacramento 39

4.6.3.3  Durham 39

4.6.34  Cleveland 40

4.6.4  After Survey 40

4.6.4.1 Bellingham 40

46.4.2  Sacramento 40

4.6.43 Durham 40

46.44  Cleveland 40

4.7 PHASEIV —DATA ANALYSIS/ FINAL REPORTING 40
4.7.1  Bellingham 40

47.1.1  Before Survey Statistics 40

4.7.1.2  After Survey Statistics 40

4.7.1.3  Data Analysis 40
4.7.1.3.1 Increase in Environmentally Friendly Modes of Travel 40
4.7.1.3.2 Everyday Mobility 41

4.7.2  Sacramento 41

4.7.2.1  Before Survey Statistics 41

4.7.2.2  After Survey Statistics 41

4.7.2.3  Data Analysis 41
4.7.2.3.1 Increase in Environmentally Friendly Modes of Travel 41
4.7.2.3.2 Everyday Mobility 41

4.7.3 Durham 42

4.7.3.1  Before Survey Statistics 42

4.7.3.2  After Survey Statistics 42

4733  Data Analysis 42
4.7.3.3.1 Increase in Environmentally Friendly Modes of Travel 42



4.7.3.3.2 Everyday Mobility 42

4.74  Cleveland 42
4.74.1  Before Survey Statistics 42
4.7.4.2  After Survey Statistics 42
4.7.4.3 Data Analysis 43

4.7.43.1 Increase in Environmentally Friendly Modes of Travel 43
4.7.43.2 Everyday Mobility 43

4.7.5  Detailed City Results 43

CONCLUSION 44

APPENDIX |

6.1 CITY SELECTION |

6.1.1 Forms i
6.1.1.1  Application Form i
6.1.1.2  Application Evaluation Form viii

6.1.2  Spreadsheets Xi
6.1.2.1  Interested Parties Spreadsheet xi
6.1.2.2  Application Rankings XV

6.1.3  Applications Xvii
6.1.3.1  Bellingham Application Xvii
6.1.3.2  Durham Application XXXill
6.1.3.3  Sacramento Application xlii
6.1.3.4  Cleveland Application Iviii

6.1.4  Letters Ixvii
6.1.4.1  Announcement Letter Sample (Before Survey) Ixvii
6.1.4.2  Main Mailing Letter (Before Survey) Ixvii
6.1.4.3  Project Award Letter Ixviii
6.1.4.4  Project Non-Award Letter Ixviii
6.1.45  Scoring Instructions E-mail Ixix

6.1.5  Press Releases / Memos Ixx
6.1.5.1  FTA Winning City Press Release Ixx
6.1.5.2  Background for Decision Memo Ixxi

6.2 PROJECT BACKGROUND LXXII

6.2.1  Similar Projects in Other Cities Ixxii
6.2.1.1  Portland Case Study Ixxii
6.2.1.2  Roy Cresswell Paper Ixxiii
6.2.1.3  Australia Case Study IXxxix
6.2.1.4  OECD Berlin Paper XC



1 Executive Summary

The Individualized Marketing Demonstration Program (IMDP) is a pilot program developed to test
the effects of individualized marketing on public transportation ridership trends. It is based on a
concept successfully used in Europe, Australia, and limited parts of the United States. The concept
is one of measuring behavior change due to personalized marketing efforts. It includes a before
survey, (self-administered mail-back one-day trip diary), a marketing/behavior change
intervention, (dialogue marketing technique with market segmentation), and an after survey. Each
phase lasts approximately six weeks.

This report details the selection process leading up the commencement of the IMDP, all stages
within the program, and results for each city involved. Cities involved include: Bellingham, WA;
Sacramento, CA; Durham, NC; and Cleveland, OH. This report is accompanied by four individual
city reports, which include further detailed results for each city.
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2 Introduction

2.1 About the Program

The Individualized Marketing Demonstration Program (IMDP) is a Federal Transit Administration
research program aimed at increasing public transit ridership with a minimal need for new capital
investment, all the while maintaining people's mobility.

Thus far, the concept has proven successful in Europe and Australia and has shown promising
results in Portland, Oregon. With the idea that similar results can be obtained throughout the
country, the FTA will be investing federal resources in a partnership with transit agencies in four
competitively selected pilot communities in the U.S.

The FTA’'s IMDP centers on personalized, individual marketing of potential commuters who might
consider using public transit, but need more information. Utilizing a dialog-based technique for
promoting the use of public transport, the program provides targeted, personalized, customized
marketing tailored for individuals that are most likely to change their travel behavior.

The primary model for this project is the UITP (International Public Transportation Association)
project conducted in Europe. The UITP project involved 45 transit agencies from over 13 countries.
The “Switching to Public Transport” experiment was very successful in demonstrating that effective
individualized marketing can significantly increase the level of ridership, bolstering the theory that
a “"new customer consciousness” has developed in which people view public transit more favorably
and are leaning in the direction of considering transit as the single-auto congestion continues to
worsen.

Pilot projects in both Europe and Australia have yielded a reduction in car usage of around 10%,
while large-scale individualized marketing efforts yielded up to 14% reductions (results tracked
after one and two years.) A 1999 independent cost-benefit analysis of the Perth, Australia
demonstration project yielded a 1:13 return on investment.

The first U.S. pilot project in Portland, Oregon yielded a reduction in car travel of 8% and an
increase in travel by environmentally friendly modes of 27%. The one-year evaluation of the
pilot’s success began in September 2003, and Portland officials have indicated that if the results
hold firm, they will consider replicating the process throughout the city.

Now, the FTA is taking the project to four locations in the United States, teaming with local transit
authorities and local governments that have been selected on a competitive basis to be part of this
promising pilot. Each location will have unique characteristics to test the true potential of the
individualized marketing concept.

2.1.1 Project Stages

The IMDP project design was separated into three separate stages: the ‘Before’ Survey;
Individualized Marketing Intervention; and the ‘After’ Survey. Each stage was designed with a
specific purpose in mind, and would ideally take six weeks to complete.

2.1.1.1 ‘Before’ Survey

In each city, the ‘Before’ survey was conducted using a mail-back survey technique utilizing a one-
day trip diary for all household members. A main mailing letter and an information pamphlet
accompanied the mail-back survey diaries, which were received by respondents on their nominated
travel days. A series of telephone calls and reminder letters were then used to motivate the
respondents to return their travel surveys.

Federal Transit Administration Individualized Marketing Demonstration Program Final Report 2



The goal of the ‘Before’ survey was to gather information about the target and control areas,
including residents’ current travel patterns and habits, their interest in public transportation,
walking, and cycling modes, and their willingness to learn more about environmentally friendly
modes of transportation in their community.

Each ‘Before’ survey was further substantiated by a segmentation phase. In this phase of the
‘Before’ survey, households were separated into three main categories, and two sub-categories:

1. Group ‘I’ - Participants willing and able to change their mobility patterns, and those
interested in receiving more information about the how, when, and why of public
transportation and alternate transportation methods.

2. Group 'R’ - Participants already using one or more environmentally friendly
transportation mode. This group was then separated into two sub-groups:

a. ‘R with” meaning participants already using environmentally friendly
transportation mode(s) but interested in receiving information.

b. ‘R without’ meaning those already using environmentally friendly mode(s)
but not interested in receiving further information

3. Group ‘N’ - Households not interested in changing their transportation habits, and
those determined to have no potential for change.

Once categorized, it was possible to identify households that were willing and able to change their
mobility patterns, and those who already use one or more environmentally friendly modes.
Households that were not interested and had no potential for change received no further direct
contact, but were sent information from each city’s respective transportation agency.

2.1.1.2 Individualized Marketing Intervention

The Individualized Marketing Intervention stage was separated into two categories: the motivation
and information phases; and the convincing phase.

The motivation and information phases focused attention on all households in the ‘I’ (interested)
group and in the 'R with’ group (regular users of one or more environmentally friendly modes with
information needs). Households in the 'I' and 'R with’ groupings were mailed a Service Sheet that
contained a comprehensive list of public transportation, bicycling, and walking materials that could
be ordered. The ‘R without’ group respondents received a gift item for already using an
environmentally friendly mode, along with additional information materials. This design
methodology was utilized because it was observed that regular users of alternative modes without
information requests could benefit from new and updated materials.

In the convincing phase, further services, or ‘home visits’ were offered to households as an
opportunity to learn more about a particular alternative mode via a face-to-face conversation with
a qualified representative for each mode, (bus driver, cycling and/or walking professional). The
convincing phase was instrumental in motivating and encouraging households to try out an
alternative mode they were interested in.

2.1.1.3 ‘After’ Survey

The ‘After’ survey phase was very similar to that of the ‘Before’ survey, in that it was conducted
using a self-administered mail back survey for households and individuals. The survey forms were
identical to in both the ‘Before’ and ‘After’ survey. Announcement letters, reminder letters, and
phone calls were also used to motivate residents to fill out and return their travel surveys.

Once received, results from the ‘After’ survey were compared to those of the ‘Before’ survey to
attain results of the IMDP in each city.
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2.1.2 Implementation of Similar Projects in Other Areas

A large part of the reason the solicitation for proposals for the IMDP was initially released was
because the success individualized marketing has had in other areas of the United States and the
World. Four cities where individualized marketing has shown substantial results are: Viernheim,
Germany; Portland, Oregon; Perth, Australia; and Gothenburg, Sweden.

2.1.2.1 Viernheim, Germany

In Viernheim, Germany, the use of individualized marketing caused car use to be reduced by 12%.

2.1.2.2 Portland, Oregon

Portland, Oregon’s individualized marketing program showed a reduction of 8% in car travel, and
an increase in public transit, walking, cycling, and carpooling by 27%.

2.1.2.3 Perth, Australia

Following a project similar to the IMDP in Southern Perth, car as driver trips decreased by 14%;
walking increased by 35%; cycling increased by 61%; and public transportation increased by 17%.

2.1.2.4 Gothenburg, Sweden

Gothenburg, Sweden also showed substantial change after individualized marketing intervention,
with a car use reduction of 13%, an increase in walking by 4%, cycling by 45%, and public
transportation by 45%.

2.2 The FTA Team

2.2.1 Team Members

The FTA team consists of the Federal Transit Administration (FTA), MELE Associates, Inc., and
Socialdata America. Each team member contributes to the success of the Individualized Marketing
Demonstration Program through their unique capabilities and various backgrounds. As the investor
of the team, FTA has contracted MELE Associates, (who then teamed with Socialdata), to perform
the Individualized Marketing Pilot in four selected locations, through close coordination and
partnership with the transit agencies and local officials of the city/state. Using the knowledge
gained from past projects, and also the strengths of each member, the FTA Team anticipates a
very successful research demonstration program with outstanding results.

2.2.1.1 FTA

The FTA is one of eleven modal administrations within the U.S. Department of Transportation.
Headed by an Administrator who is appointed by the President of the United States, FTA functions
through a Washington, DC headquarters office and ten regional offices which assist transit agencies
in all 50 states, the District of Columbia, Puerto Rico, the U.S. Virgin Islands, Guam, Northern
Mariana Islands, and American Samoa.

The FTA serves as the ‘parent organization’ in the IMDP. All activities performed in the project are
reported to the FTA, as funding for the project is directly provided by the FTA.

2.2.1.2 MELE Associates, Inc.
Established in 1971 and incorporated in 1993, MELE Associates, is a Veteran-owned, minority-

owned, award-winning small business (SDVOSB) that understands the value of highly effective,
cost-efficient, creative solutions that emphasize customer satisfaction. We graduated from the
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Small Disadvantaged 8(a) business program under the Small Business Administration in October of
2002, and have been recognized as "Small Business Contractor of the Year", as well as one of the
“FAST 50" fastest growing tech companies in Maryland in 2003, 1999, and 1998.

MELE’s responsibilities in the IMDP include oversight and communication of the project as a whole.
MELE will establish relationships between the FTA, Socialdata, the individual cities, and itself,
provide status updates to the FTA, and, once the project is completed, organize, write, and deliver
the final reports.

2.2.1.3 Socialdata

Socialdata America, Institute for Transport and Infrastructure Research Pty. Ltd. is the American
division of the International SOCIALDATA GmbH Group, which was established in 1972 - then
under the name "Sozialforschung Broeg" - by Werner Broeg. SOCIALDATA is working in the field of
mobility and transportation research, urban and housing research, energy and environmental
research, health and social research as well as communication and media research. The innovative
research of SOCIALDATA is recognized worldwide; since the foundation in 1972, projects have
been carried out in all countries of the EU as well as in Australia, Norway, Israel, Switzerland,
Hungary and in the United States of America.

Socialdata’s responsibilities in the IMDP are comprised of the hands on stages of the project,
including the ‘Before’ survey, individualized marketing intervention, and ‘After’ survey. Socialdata
staff will be directly involved with transit representatives from each city, which includes providing
on-site staff to conduct the survey elements.

2.2.1.4 Whatcom Transportation Authority (WTA)

Whatcom Transportation Authority is the public transportation association serving Whatcom
County, Washington. As the organization that services Bellingham, Washington, one of the IMDP
selected cities, WTA will be directly involved with the IMDP and will work directly with the FTA team
to complete the program in Bellingham.

2.2.1.5 Sacramento Regional Transit District

Sacramento Regional Transit District (SRT) is the public transportation association serving
Sacramento, California. As the organization that services Rancho Cordova, a suburb of
Sacramento, one of the IMDP selected cities, SRT will be directly involved with the IMDP and will
work directly with the FTA team to complete the program in Sacramento.

2.2.1.6 Triangle Transit Authority

Triangle Transit Authority (TTA) is the public transportation association serving Research Triangle
Park, North Carolina. As the organization that services parts of Durham, one of the IMDP selected
cities, TTA will be directly involved with the IMDP and will work directly with the FTA team to
complete the program in Durham.

2.2.1.7 Greater Cleveland Regional Transit Authority
Greater Cleveland Regional Transit Authority (GCRTA) is the public transportation association
serving Cleveland, Ohio. As the organization that services Cleveland, one of the IMDP selected

cities, TTA will be directly involved with the IMDP and will work directly with the FTA team to
complete the program in Cleveland.
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3 Communications Strateqgy

3.1 Phase I — Pre Selection

Generate interest in the project from the broad “transit” stakeholder community
Develop a “pool” of interested transit agencies willing to partner with FTA and
commit time and resources to a joint project

Raise awareness of FTA’s initiative in this area

Disseminate information on similar pilot projects to educate stakeholders

Gather contact emails and telephone numbers from ATPA conference participants
who attend Dr. Broeg’s sessions for follow-up feedback contact by
MELE/Socialdata

Develop flyer for distribution at APTA Annual Meeting to bring Public Transit
Officials to three presentations by Dr. Werner Broeg

Coordinate with FTA for email distribution

Coordinate with APTA for inclusion in give-away packages for all conference
attendees

e Have flyer direct individuals to FTA website for more information
e Develop case study handouts
e Coordinate posting of case studies on FTA website
e Bring hand-outs to APTA conference
e Targeted calls to ATPA conference attendees that are high-probability participants
in the program (either have expressed interest previously, or possess the right
mix of criteria/factors)
e Coordinate logistics for session with Dr. Werner Broeg and interested parties to
find out more about this project and learn about case study successes.
3.2 Phase Il — Selection & Notification
¢ Raise the level of excitement, generate interest in the project
e Solicit input from potential transit authority participants to refine approach
e Provide broad distribution of project information to enable the widest
e audience to consider applying for the program
e Set up ProjectSpace and distribute access data to SocialData / FTA
e Finalize Project Plan and distribute for Comment
3.3 Phase 111 — Implementation
e Conduct Before Survey, Intervention, After Survey
e Maintain independence of the target area - prevent detailed media exposure from
affecting results
3.4 Phase IV — Data Analysis / Final Reporting

Federal Transit Administration Individualized Marketing Demonstration Program Final Report
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4 Implementation Plan

The implementation plan consists of all steps preceding the selection of the four cities to participate
in the Individualized Marketing Demonstration Program (IMDP), up to the conclusion of the project
and distribution of the final report. The Implementation plan includes four phases, which will be
discussed in further detail throughout this document:

e Phase I - Pre Selection

e Phase II - Selection & Notification

e Phase III - Implementation

e Phase IV - Data Analysis / Final Reporting
4.1 Timeline

A general timeline has been created to show the progress of the plan (see Figure 1), and will be
described in more detail in the sections following the timeline. Each of the phases is listed in the
timeline, with corresponding dates, and action items.

PHASE 1 PHASE 11

Sep 2003 Oct 2003 Nov 2003 Dec 2003 Jan 2004 Feb 2004
Develop Pre- Criteria Conduct Pilot | Proposals Announcement
/Distribute Announcement | Finalized Solicitation Due of 4 Winning
Advance (APTA Conf, Cities
Materials uT)
FTA Press
Distribute Official Selection of Release
Materials Announcement 4 Cities

PHASE 111

Mar 2004 Apr 2004 May 2004 June 2004 July 2004 Aug 2004
BELLINGHAM - | BELLINGHAM - | BELLINGHAM - | BELLINGHAM | BELLINGHAM | BELLINGHAM -
Unofficial Kick- | Materials / Before Survey - - Data Analysis
Off Meeting / Information Individualize | Individualize
Project Acquisition d Marketing d Marketing
Planning Intervention Intervention
CLEVELAND -
Unofficial Kick- CLEVELAND
Off Meeting -
Project
Planning
TRIANGLE - Meeting
Unofficial Kick-
Off Meeting TRIANGLE -
Project SACRAMENTO
Planning - Project
Meeting Planning
SACRAMENTO
- Unofficial
Kick-Off
Meeting
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PHASE 111 (cont)

Sept 2004 Oct 2004 Nov 2004 Dec 2004 Jan 2005 Feb 2005
BELLINGHAM - | BELLINGHAM - | BELLINGHAM - | BELLINGHAM
After Survey After Survey Data Analysis / | - Project
Results Plan
Conference
CLEVELAND CLEVELAND -
- Before Survey
Materials /
Information
Acquisition
TRIANGLE - TRIANGLE - TRIANGLE - TRIANGLE -
Materials / Before Survey Before Survey TRIANGLE - Individualized
Information Individualize | Marketing
Acquisition d Marketing Intervention
Intervention
SACRAMENTO SACRAMENTO SACRAMENTO SACRAMENTO
- Materials / - Before - Before -
Information Survey Survey Individualized
Acquisition Marketing

Intervention

PHASE 111 (cont) PHASE 1V

Mar 2005 April 2005 May 2005 June 2005 July 2005 Aug 2005
Best Data Final Draft
Practices Analysis Report
Memorandu
m
CLEVELAND - CLEVELAND - CLEVELAND -
Individualized Individualized After Survey
Marketing Marketing CLEVELAND
Intervention Intervention -
After Survey
TRIANGLE -
After Survey TRIANGLE -
Project Plan
TRIANGLE -
SACRAMENTO SACRAMENTO After Survey SACRAMENTO-
-Individualized - SACRAMENT | Project Plan
Marketing After Survey O-
Intervention SACRAMENT | Data
O- Analysis /
After Survey | Results
Conference
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4.2 Process Overview Graphic

The Process Overview Graphic breaks down the work of the IMDP by month, showing which duties

will be completed by the FTA Team, and which will be completed by the cities.

Process Overview

FTA Team

FTA Staff, MELE Associates; Socialdata

Month One
Introductory Meeting

Presentation on Process

Fvect blanning Set Project Plan

Direction and Guidance
Review Marketing Materials
Database Preparation

FTA Team

FTA Team

Month Two and Three
Before Survey

Month Four

Individualized
Marketing Intervention

Test Mailing

FTA Team
Survey Production
Mail out
Collection
Analysis

FTA Team
Coordination
Direction
Phone Calls

In-home interviews

Distribution of requested information

Months Five and Six
Wrap-up / Field Report

Other interventions as needed

FTA Team
Lessons learned
Best Practices

Anecdotal Summary of Initial Data

Months Six to Fourteen
After Survey

February 2005

Preliminary Report
and Meeting

August 2005
Final Draft

September 2005

Report Release
and Conference

FTA Team
Survey Production
Mail out
Collection
Analysis

FTA Team
Analysis
Initial Draft Report
Guidance
Presentation

FTA Team
Analysis
Report
Guidance

FTA Team
Final Draft Report
Lessons learmned
Best Practices

Meeting Coordination

i
]

Locality
Program Mgr (Part FTE); Associate Mgr (Part FTE);
Other Staff as Needed (Transit Employees)

Locality
Coordinate Presentation on locality

Meeting Logistics
(Program Managers, Key Stakeholders)

Locality
Coordinate Meeting Logistics

Define Target Area
Set Project Plan
Pilot area information/mailing list data

D Locality

Project Coordination

|:| Locality

Provide Marketing Materials
(on-hand and developed)

Coordinate Incentives

In-Home Interviews

Project Coordination

D Locality

Demographics and other locality information
Advice on locality transit issues
Review Draft

D Locality

Project Coordination
QOccasional advice

|:| Locality

Review Draft Report

Travel to Meeting

Meeting Coordination
Participate in Presentations

|:| Locality

Occasional Advice
Review Draft, Provide Input

|:| Locality

Travel to Meeting
Participate in Presentations
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4.3 Project Flow Chart — Phases 1-111

A project flow chart diagramming Phases I — III of the Implementation Plan has also been created,
(see below). This process flow chart shows how Phases I - III correspond with one another, as
well as how the timing of the project amongst the four cities coincide. The color blue has been
used to show Bellingham's project steps, red for Cleveland, green for Triangle, and purple for
Sacramento. These colors will remain standard for each city throughout the entirety of the

document for charting purposes.
Bellingham Cleveland @

Application
Pre- Finalized/ Introductory Introductory
Announcement Posted Mtg / Project Meeting
v Planning
Evaluation of '_
Applications Materials / Introductory Introductory
) Information Meeting Meeting
Develop list of Acquisition
Interested v ¥
Parties Selection of 4
Pilot Cities Before Survey
Y v
Negotiations
& Individualized Project
Marketing Planning
Intervention
v v \ 4
Individualized Materials / Project
Marketing Information Planning
Intervention Acquisition
v Y v A4
Data Analysis / Before Survey Materials / Project
Field Report Information Planning
Acquisition
2 v v v
After Survey Individualized Before Survey Materials /
Marketing Information
Intervention Acquisition
v 2 A 2 v
Results Individualized Individualized Before Survey
Conference Marketing Marketing
Intervention Intervention
v Y v v
Project Plan Data Analysis / Individualized Individualized
Field Report Marketing Marketing
Intervention Intervention
2 v v
After Survey Data Analysis / Individualized
Field Report Marketing
Intervention
L 7 L 2 v
Results After Survey Data Analysis /
Conference Field Report
v v v
Project Plan Results After Survey
Conference
Y L Z
Project Plan Results
Conference
Y
Project Plan
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4.4 Phase I — Pre Selection

Pre Selection can be defined as all steps occurring before selection of the four winning cities. For
the purposes of this document, pre selection began with the development and distribution of
advance materials (see appendix for samples), and concluded with the pre-announcement at the
October 2003 APTA Conference in Salt Lake City, UT.

4.4.1 Advance Materials

The advance materials involved in this step included the following:

FTA Individualized Marketing Demonstration Program Logo (see Figure below)
FTA IMDP color scheme (see Figure below)

FTA IMDP Header (see Figure below)

IMDP Project Announcement (see Appendix)

IMDP Application Form (see Appendix)

IMDP Application Scoring Form (see Appendix)

IMDP Interested Parties Database (see Appendix)

FEDERAL TRANSIT ADMINISTRATION
INDIVIDUALIZED MARKETING DEMONSTRATION PROGRAM

BEg

C
M
Y
K

4.4.1.1 Logo

The Federal Transit Administration IMDP logo was created using the bus, train, and metro graphics
shown above in Figure 2. The graphics were acquired directly from the FTA and were approved for
use on this project. Using the logos, the IMDP color scheme was used to slightly modify the
coloring of the people in the graphics, in order to match the IMDP color scheme created for this
project.

4.4.1.2 Color Scheme
The IMDP Color Scheme was created using slight variants on the FTA colors already in place on the

newly revamped website (www.fta.dot.gov) and other FTA documents/publications. It was created
to bring uniformity to all IMDP document, publications, and etc.

4.4.1.3 Header

The FTA IMDP Header was created using the IMDP Color Scheme and Logo, and was used on the
Application, Official Scoring Form, and other IMDP documents.
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4.4.1.4 Project Announcement

The IMPD Project Announcement was created to communicate that the project will affect the
behavior of large groups of people by targeting individuals. In addition, we needed to show that
this is directed to all forms of transit: bus, rail, and ferry. Colors and shapes were chosen based
upon those of the new FTA website.

4.4.1.5 Application Form

The IMDP Application Form was created using the IMDP Header, Color Scheme, and Logo, and was
created for use by the transit agencies when submitting their application(s). Application questions
were based upon the four scoring factors listed in The Selection Process above, (Leveraging
Resources, Partnerships & Coordination, Integration of Project with Overall Strategic Approach, and
Value of Project Characteristics as National Model). Application questions were fashioned with the
goal of obtaining information about the transit agency, its goals and expectations in regards to the
IMDP project, and the agency's potential as a participant in the project.

4.4.1.6 Scoring Form

The IMDP Application Scoring Form was created using the IMDP Header, Color Scheme, and Logo,
and was created for use by the evaluation committees while scoring the IMDP applications. The
Scoring form was fashioned on a 1-5 scale, with one being the lowest, and five being the highest,
wherein the evaluator could rank the applicant. The application form also had space for comments
by the evaluator, and an "extra credit" section for applicants who went above and beyond the
requirements. Application scoring forms were then collected by MELE Associates, Inc., who
recorded all information, and then mathematically ranked the applicants according to the
evaluators' scores.

4.4.1.7 Interested Parties Database

The IMDP Interested Parties Database was created as a list of names, organizations, titles,
address, phone numbers, and e-mail addresses for all transit agencies that showed interest in or
asked questions about the IMDP, or were listed in the MTAP directory. The IMDP Interested Parties
Database was updated on a daily basis throughout the Pre Selection, and Selection process, and all
parties on the list were informed about updates, changes, or problems in the process.

4.4.2 Events

During the Pre Selection Phase, a FTA Communicators Task Force Meeting was held in Salt Lake
City, Utah on Tuesday, September 30, 2003 for all potential participants in the Individualized
Marketing Demonstration Program. A flyer, known as the IMDP Project Announcement was created
and e-mailed to all possible participants, as well as handed out at the conference.

A series of presentations were held at the APTA Conference in Salt Lake City regarding
individualized marketing as a concept, and the Individualized Marketing Demonstration Program,
including:
e "Individualized Marketing: The Power of One on One"
e "Bucking the Trend: How Transit Systems are Increasing Ridership"
"FTA Individualized Marketing Campaign Briefing Session"

4.5 Phase Il — Selection & Notification
Selection & Notification can be defined as all steps occurring between the pre-selection and

implementation phases. For the purposes of this document, selection and notification began with
the official announcement of the IMDP project and concluded with the FTA Press Release.
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The Selection & Notification phase involved many different events, including:

Official announcement of the IMDP Project
Release of the project solicitation
Collection of proposals

The Selection Process

Announcement of the winning cities
Negotiations

FTA Press Release

451 Official Announcement of the IMDP Project

The Individualized Marketing Demonstration Program was officially announced in early November
2003, via the FTA website (www.fta.dot.gov), and via e-mail to all individuals/groups listed in the
IMDP Interest Parties Database, (see Appendix). The goal of the announcement was to make
transit agencies/authorities/companies aware of the solicitation so that proposals could be brought
in, as well as to familiarize them with the concept being presented. (See Appendix for full text of
announcement).

452 Release of the Project Solicitation

The project solicitation for the Individualized Marketing Demonstration Program was released in
late November. (See Appendix for full text of solicitation). An e-mail was sent out to all
individuals/groups listed in the IMDP Interested Parties Database, (see Appendix). The project
solicitation description was also posted on the website, along with a PDF version of the application
and criteria.

4.5.3 Collection of Proposals

An e-mail address (individualized.marketing@fta.dot.gov) was set up on the FTA server to receive
all application submissions, as well as questions about the solicitation or application. The e-mail
address was set up so that all e-mails would be automatically forwarded to Ginger Cruz and Candis
Larson at MELE Associates, Inc. Doug Birnie was given access to the box at FTA for occasional
inventory.

When a submission arrived, it was saved, printed, duplicated, and filed accordingly by MELE
Associates, Inc. At the cut off date of January 12, 2004, 66 applications had been received, saved,
printed, duplicated, filed, and sent to the Pre-Evaluation and Final Evaluation Committee.

4.5.4 The Selection Process

The request for IMDP applications was sent out to various cities, transit agencies, and other
interested parties in late November, with an application cut off date of January 15, 2004. At the
end of that cut off date, 66 different applications had been submitted from 33 different states, as
well as the District of Columbia. Once the applications had been collected, and the request for
applications had closed, a selection process was put into place that included the following steps
(see figure below):

Collection of applications from all applicants by January 15, 2004
Initial review of applications by the Pre-Evaluation Committee
Selection of ten finalists by the Pre-Evaluation Committee
Review by the Final Evaluation Committee

Selection of four winning cities

Final four cities announced
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Using a number of variants, as well as a lengthy review process, a Pre-Evaluation Committee, and
a Final Evaluation Committee were assembled to review the applications. These committees
consisted of the following (see below):

Pre-Evaluation Committee Final Evaluation Committee
Tina Burke Barbara Sisson

Courtney Kulyk Lois Fu

Ginger Cruz Werner Broeg

Doug Birnie

Joel Ettinger

4.5.4.1 Site Selection Criteria

Both committees were asked to use a pre-determined scoring system, and fill out scoring sheets
provided to them by MELE Associates, Inc. (see Appendix for full scoring sheet). Using first the
Pre-Evaluation Committee, then the Final Evaluation Committee, each evaluation was reviewed and
scored according to the following factors:

4.5.4.1.1 Leveraging Resources (25% of total scoring)

This factor focused on: the applicant's ability to secure resources beyond those provided by the
FTA; and the applicant's commitment to the success of the project through examination of the
commitment and resources being provided, including in-kind contribution of material, equipment,
space, staff time, and other creative contributions.

4.5.4.1.2 Partnerships & Coordination (40% of total scoring)

This factor focused on special consideration given to appropriate partnerships created by the
applicant for implementation of the project. Scoring took into effect the applicant's ability to
clearly explain how the staff would coordinate with the project team, how both would contribute
toward the success of the project, and how the results of the project would be utilized to improve
the applicant's organization. Scoring also was determined by whether the applicant addressed how
the project would coordinate with related activities in the organization and community, as well as
successful partnerships with community organizations in the past.
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4.5.4.1.3 Project Overall Strategic Approach (15% of total scoring)

This factor focused on the degree to which the project would fit into an overall approach to
increase ridership in the applicant's location. Greater consideration was given to areas that have
demonstrated success in planning and executing other initiatives aimed at increasing ridership, and
could show a high level of commitment throughout the organization for the project.

4.5.4.1.4 Project Characteristics as National Model (20% of total scoring)

This factor focused on whether demographic and situational characteristics of the city proved to be
of high value as a research demonstration to other locales. Scoring also took into effect the
applicant's ability to point out the value of the location as a national or regional model.

4.5.4.1.5 Other Considerations

Along with the four main scoring components listed above, many other considerations were
incorporated into the selection process, including:

Population size: Active Fleet Size:
Very Small Less than 100,000 Small <50 peak vehicles
Small 101,000 - 250,000 Mid 50 to 100 peak vehicles
Medium 251,000 - 500,000 Large 100 to 500 peak vehicles
Large 501,000 - 750,000 Very Large over 500 peak vehicles
Very Large 750,000 and above
Unlinked Passenger Trips: Climate Zone:
Low Less than 1 million Zone 1 Very cold
Mid 1 million to 4 million Zone 2 Cold
High 4 million to 30 million Zone 3 Moderate
Very High over 30 million Zone 4 Warm
Zone 5 Very Warm
Diversity Index (based on % of non-whites):
Very Low Less than 20%
Low 21 - 40%
Moderate 41 - 60%
High 61 - 80%
Very High 81% and above

4.5.4.2 Site Possibilities

Other determining factors while scoring included possible sites that could be targeted during the
Individualized Marketing Demonstration Program, such as:

Area A This area could be located in a smaller city to contrast the big city and small city
results/mentality.

Area B This area could be a designated location (economic development zone) within a very
large city.

Area C This area could consist solely of public transit in the individualized marketing process.
This will enable FTA to see if promoting just one mode is more advantageous than
promoting three modes and vice versa.

Area D This area could combine some type of health element with the project such as playing
on the message of daily exercise. The American Heart Association would be a good
tie-in on this pilot, combining messages that 30 minutes of daily activity are good for
your health.

Area E This area could combine some type of system improvement with marketing efforts,
such as a new bus line or service. This will address the issue of “if you build it (and it
is marketed effectively,) they will come”

Area F This area could focus on a combination of individualized marketing and a car restraint
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scheme such as parking or parking fees, pedestrian areas, cycle priority lanes, etc.

Area G This area could demonstrate the effects of the program on an area with some type of
direct cooperation with the community (grassroots movement)

Area H This area could include a system change such as a new fare scheme in the pilot.

Area I This area could be one that has a transit agency with a higher-than-average capacity,
but a lower-than-average usage/ridership.

Area ] This area could focus on the public ridership trends among older individualized,
especially those in retirement homes or assisted living.

Area K This area could focus on the public ridership trends among University students, staff,
and frequenters.

Area L This area could analyze the results of Individualized Marketing despite sudden rises /
incidents in crime.

The goal is that by targeting selected areas with different characteristics, the project will provide a
basis for analyzing and recommending a best practice strategy for the United States, as well as
provide a complete and accurate evaluation process.

4.5.4.2.1 Element Charts

Each of the cities was selected according to the four areas listed on the IMDP Application,
demographic considerations, and the site possibilities listed in section 4.5.4.2. Element charts
were assembled for each city to show the difference between the areas, such as diversity, location,
etc., (see below). As can be seen from the charts, the four cities chosen represent four very
different types of areas, and elements of each city's study will be highly replicable across the
United States.

Organization Name: Whatcom Transportation Authority
City / County / State: Bellingham / Whatcom / Washington

Population Size Active Fleet Ridership Stats | Climatic Zone Diversity
Very Small - Large Mid Zone 3 - Moderate | Very Low
67,171

Density: Very small town

Socio-Economic: Moderate

Employment: 66%

Per Capita Income: $19,000

Ridership Trend: Increase

Application Characteristics: Small City; All Modes - Bike/Walk/Ride; Land Use Changes
Designed to Facilitate Alternate Modes

Proposed Candidate Budget: $158,000

Relative Financial Commitment to Project: 632%

Organization Name: Sacramento Regional Transit District
City / County / State: Sacramento / Sacramento / California

Population Size Active Fleet | Ridership Stats Climatic Zone Diversity
Medium - Large High Zone 3 - Moderate | High
407,018

Density: Large new diverse suburban area

Socio-Economic: Low

Employment: 60%

Per Capita Income: $19,000

Ridership Trend: Decline

Application Characteristics: Collaborative Team; Bilingual; New Area; Rapid Growth; Suburban
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Setting
Proposed Candidate Budget: $128,000
Relative Financial Commitment to Project: 233%

Organization Name: Triangle Transit Authority

City / County / State: Research Triangle Park / Wake / North Carolina

Population Size Active Fleet | Ridership Stats Climatic Zone Diversity
Large - 627,846 | Large Mid Zone 4 - Warm Low
Density: Low density mid sized metro growing

Socio-Economic: High

Employment: 74%

Per Capita Income: $27,000

Ridership Trend: Increase

Application Characteristics: Inner-Urban; Fast Growing; Diverse; Moderate Income
Proposed Candidate Budget: $30,000

Relative Financial Commitment to Project: 38%

Organization Name: Greater Cleveland Regional Transit Authority
City / County / State: Cleveland / Cuyahoga / Ohio

Population Size Active Fleet | Ridership Stats Climatic Zone Diversity
Medium - Very Large Very High Zone 2 - Cold High
478,403

Density: Dispersed rural

Socio-Economic: Low

Employment: 57%

Per Capita Income: $14,000

Ridership Trend: Increase

Application Characteristics: Midwest; College Town; Good Travel Options
Proposed Candidate Budget: $30,000

Relative Financial Commitment to Project: 55%

Bellingham

»

Sacramente*

4.5.4.2.2 Site Possibility Matches
Potential cities were also compared to the site possibilities listed below to chart potential matches

to previously decided areas of interest. Each of the four winning cities matched closely to two of
the site possibilities.
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Area A: This area could be located in a smaller city to contrast the big city and small city results/mentality.

Area B: This area could be a designated location (economic development zone) within a very large city.

Area C: This area could consist solely of public transit in the individualized marketing process. This will enable FTA
to see if promoting one mode is more advantageous than promoting three modes and vice versa.

Area D This area could combine some type of health element with the project such as playing on the message of
daily exercise. The American Heart Association would be a good tie-in on this pilot, combining messages
that 30 minutes of daily activity are good for your health.

Area E This area could combine some type of system improvement with marketing efforts, such as a new bus line
or service. This will address the issue of “if you build it (and marketed effectively,) they will come”

Area F This area could focus on a combination of individualized marketing and a car restraint scheme such as
parking or parking fees, pedestrian areas, cycle priority lanes, etc.

Area G This area could demonstrate the effects of the program on an area with some type of direct cooperation
with the community (grassroots movement)

Area H This area could include a system change such as a new fare scheme in the pilot.

Area I This area could be one that has a transit agency with a higher-than-average capacity, but a lower-than-
average usage/ridership.

Area ] This area could focus on the public ridership trends among older individualized, especially those in
retirement homes or assisted living.

Area K This area could focus on the public ridership trends among University students, staff, and frequenters.

Area L This area could analyze the results of Individualized Marketing despite sudden rises / incidents in crime.

D = Bellingham D = Sacramento D = Triangle D = Cleveland

4.5.5 Announcement of the Winning Cities

The four winning cities were determined in February of 2004, using scores from the Pre-Evaluation
Committee, Final Evaluation Committee, and ratings from a mathematical formula created to
weight and rank the Committee scores, (see Appendix for rankings). Notification of the results was
sent via USPS in the form of an "Award Letter," (see Appendix), or "Non-Award Letter," (see
Appendix). The winning cities were also faxed their notification, in order to assure receipt of the
information.

4.5.5.1 Four Final City Selections

The winning cities selected were:

Whatcom Transit Association (WTA) - Bellingham, WA
Sacramento Regional Transit District (RT) — Sacramento, CA

Triangle Transit Authority (TTA) — Research Triangle Park, NC
Greater Cleveland Regional Transportation Authority (RTA) - Cleveland, OH

Each city is described in detail in the city's own words, in the following pages. Included in the
description is background on the city's transportation system(s), information about the authority/
organization/agency, reasoning as to why the city would make a good candidate, etc. These
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excerpts were taken from each city's application to the FTA. (For the full application text, please
see the appendix).

4.5.5.1.1 Bellingham, Washington - Background of City

WTA'’s 180 employees provide public transportation services throughout Whatcom County, with the
majority of services focused on the county’s largest city, Bellingham. In 2002, Whatcom’s Fixed
Route buses were occupied by 2,675,000 riders (breaking their previous record by more than 5%)
and Specialized Transportation mini-buses were occupied by 156,313 riders. For the past five
years, WTA has ranked among the top three transit agencies in Washington State for Fixed Route
productivity, carrying an average of 31 passengers per hour. In October of 2003, Whatcom
increased ridership by nearly 21,000 passengers largely in part by users of newly expanded
evening and Sunday service and new rural routes to communities in eastern Whatcom County.

Whatcom’s strategic plan to enhance its community aligns with the FTA Individualized Marketing
Demonstration in its efforts to initiate the following: increase ridership by reaching new riders;
promote alternative modes of travel, i.e. walking, bicycling, rail, ferry, and ridesharing trips; solve
transportation problems with innovative services and marketing to create a new market share
among people who are currently driving for most of their trips and work in new ways with
community partners to improve access, land-use, and zoning to enhance transportation choices;
and, expand WTA's role in non-transit travel alternatives.

WTA is partnering with the City of Bellingham, Whatcom County, and Whatcom Council of
Governments to assist and empower a group of citizen activists, business leaders, and residents to
help solve the region’s transportation problems. This group is called the Community Transportation
Advisory Group (CTAG). While CTAG provides the grassroots work to foster innovation, WTA is
also developing support from community leaders, elected officials, agency and department staff for
a new approach to transportation investment.

WTA employees and management are committed to reducing the number of automobile trips in
Bellingham. The general public in Bellingham area revealed through surveys and interviews that it
would like WTA to provide and promote viable travel alternatives to people who currently drive.
WTA believes there is a window of opportunity in which to respond to challenges related to growth
in Bellingham.

Bellingham is located on the northern edge of the Puget Sound between Seattle, Washington, and
Vancouver, British Colombia. Its spectacular natural environment attracts a steady stream of new
residents. Bellingham is the largest city in rural Whatcom County and it is one of the fastest
growing areas in the state. Bellingham provides an excellent test of how individualized marketing
will work in small cities, and the enthusiasm of the community leaders and the public will be critical
to long-term, local investments to achieve local transit-building goals and to build a more
sustainable, community-based transportation system.

WTA plans to use the results to justify local investment in individualized marketing, indicate where
higher frequency of fixed route service is warranted, Improve marketing and educational materials,
test the value of group pass sales and expand current programs, compare the cost-effectiveness of
individualized marketing with the existing worksite trip reduction program, expand the
constituency, continue educating local citizens about transportation choices, provide persuasive
data to people on various modes of travel, and highlight appropriate investments in pedestrian
bicycle in transit facilities and services.

4.5.5.1.1.1Reason for Selection
Bellingham was selected based on four criteria previously established before project solicitation

began, including: Leveraging Resources; Partnerships & Coordination; Integration of Project with
Overall Strategic Approach; and Value of Project Characteristics as National Model.
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In response to these criteria, Bellingham proposed a budget of $158,000, which was a 632%
relative financial commitment to the project. The city also promised office space for use during the
project, equipped with two computers, a fax line, Internet and five phone lines. A secured area for
storage of materials and survey documents was also guaranteed.

Bellingham established partnerships with the City of Bellingham, Whatcom County, and Whatcom
Council of Governments as well as a group of citizen activists, business leaders, and residents
called the Community Transportation Advisory Group (CTAG). Bellingham also promised to
develop support for this new approach to transportation investment from community leaders,
elected officials, agency and department staff.

Bellingham provided statistics from past years, to demonstrate what they are already doing to
increase ridership. For example, fixed route ridership has increased by 13% since 1999, and
boardings per hour have increased by 14%. Bellingham has also reduced bus pass rates at
Western Washington University to boost mass transit usage.

Bellingham provided many positive factors that contributed to its desirability as a candidate for the
project. For example, though the city is small, such an area would give a contrast between the big
city and small city results and mentality, and provide a good representation of small cities
nationwide. Also, Bellingham’s selection would give an opportunity to focus on a combination of
transportation options, such as buses, cycling, and walking.

Other determining factors in city selection included: population size; active fleet size; number of
unlinked passenger trips; climate zone; and diversity index.

Bellingham offers a very small population of only 67,171 people. This initially caused hesitation
during the city selection process , but because of Bellingham’s high score in the other criteria, it
was determined that the city results could be used for comparison in other small cities throughout
the United States.

Bellingham'’s active fleet size was a very positive contributing factor to the city’s selection, as they
have between 100 and 500 peak vehicles, which is considered a large fleet size.

Bellingham’s unlinked passenger trips were also a determining factor in city selection, as they
ranged between 1 million and 4 million, considered a mid ridership statistic.

Bellingham'’s climate also served as a substantial national model, due to their moderate weather,
and the option to study how precipitation affects mass transportation.

Like its population size, Bellingham’s diversity index was very low, with less than 20% of non-
whites.  Despite this low score, other factors were strong enough to keep Bellingham in
consideration.

4.5.5.1.2 Sacramento, California - Background of City

The Sacramento Regional Transit District (RT) is the lead agency in a collaboration including a
statewide non-governmental organization that specializes in marketing transit (Odyssey), the
Sacramento Area Council of Governments (SACOG), and the City of Rancho Cordova for the
individualized marketing demonstration project.

Regional Transit operates approximately 80 bus routes and 27 miles of light rail covering a 418
square-mile service area. Buses and light rail run 365 days a year using approximately 65 light rail
vehicles, 220 buses powered by compressed natural gas (CNG) and 20 diesel buses. Buses
operate daily from 5:00 a.m. to 11:30 p.m. every 15 to 60 minutes, depending on the route. Light
rail trains operate from 4:30 a.m. to 1:00 a.m. daily with service every 15 minutes during the day
and every 30 minutes in the evening. RT employs a work force of approximately 1,100 people, 80
percent of them dedicated to operations and maintenance of the bus and light rail systems. RT is
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governed by a seven-member Board of Directors comprised of members of the Sacramento City
Council and the Sacramento County Board of Supervisors. The fiscal year 2003 operating budget is
$97.8 million, with a capital program of $99.8 million.

RT's vision is to provide a coordinated regional public transportation system that delivers quality
and environmentally sensitive transit services that are an indispensable part of the fabric of
communities throughout the Sacramento region.

Odyssey is a 501(c) 3 nonprofit organization that is dedicated to promoting public transit.
Odyssey’s mission is to make public transportation and other equitable, efficient transportation
choices more competitive through policy reform and marketplace improvements. Odyssey is a
statewide organization with an annual budget is $750,000 and staff of 10. Odyssey has been
working with RT and six other transit operators in the Sacramento region to increase transit
ridership through inexpensive customer-focused and tailored marketing. This ongoing project is
funded by the U.S. Environmental Protection Agency, the California Air Resources Board, the
Sacramento Area Council of Governments, and the California Department of Transportation, and
positions Odyssey to provide valuable community contacts, creative marketing approaches, and
excellent opportunities for disseminating the results of “Mobility Marketing” through state and
national networks.

SACOG is the Metropolitan Planning Organization for the region, and is an association of
Sacramento Valley governments formed from the six regional counties - El Dorado, Placer,
Sacramento, Sutter, Yolo and Yuba -and 22 member cities. SACOG's directors are chosen from the
elected boards of its member governments. SACOG's mission is "Delivering transportation
projects, providing public information and serving as a dynamic forum for regional planning and
collaboration in the greater Sacramento Metropolitan Area." Its primary charge is to provide
regional transportation planning and funding, as well as a forum for the study and resolution of
regional issues. In this role, SACOG prepares the region’s long-range transportation plan;
approves distribution of affordable housing around the region; helps counties and cities use federal
transportation funds in a timely way; assists in planning for transit, bicycle networks, clean air and
airport land uses; and is undertaking a new program to link transportation and land development.
SACOG has an annual operating budget of about $9.6 million, funded by local, regional, state and
federal transportation funds. It has a staff of approximately 50, including consultants.

The City of Rancho Cordova is a newly incorporated city, established in July 2003. The city is
rapidly growing, has a population of 57,000, and is projected to add 55,000 jobs and 37,000 new
homes in the next decade. The city’s mission is to serve a diverse, growing community and
provide innovative, efficient customer-oriented city services to support and enhance civic
involvement, livable neighborhoods and economic opportunities. The city is committed to
transforming itself into a transit-oriented community. For this reason, the proposed Mobility
Marketing project is an important initiative for the city.

RT’'s Strategic Plan outlines five key organizational values, one of which is ‘Regional Leadership’.
RT’'s fundamental role in the mobility marketing project supports its goal of providing local, regional
and national leadership in innovative marketing programs to increase transit ridership. The
collaborative nature of this venture will also fulfill another key organizational value - to ‘engage a
broad spectrum of community partners’. Another key organizational value is 'Customer Service.'
The data and other knowledge gathered during this pilot project will enable RT to better
understand and provide for the transit needs of our community.

Odyssey’s 2001 - 2005 Strategic Plan calls for the organization to create on-the-ground examples
of transit success. Since Odyssey is a non-profit that does not build capital projects, its approach
is to shift travel behavior through addressing information and perception-related barriers to taking
alternative modes of travel. In other words, Odyssey focuses on soft policy approaches to
changing the way we get around. The Strategic Plan calls for implementing a project called
Community-Based Transit Improvements which seeks to identify and implement a suite of low-
cost, community-based strategies that target specific routes and market segments with high
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potential for increasing ridership. Odyssey conducts community outreach that provides new data
about target markets.

SACOG's Board of Directors in October 2000 adopted 10 goals that are included in the Sacramento
Region's Metropolitan Transportation Plan (MTP) for 2025. The proposed project would support
SACOG'’s MTP 2025 Overarching Goal 1: Quality of Life, as well as Goal 2 (Access & Mobility), Goal
3 (Air Quality), Goal 4 (Travel Choices), and Goal 9 (Health and Safety). Individualized marketing
demonstration would also support several active projects within the Transit Planning and
Coordination element of SACOG’s Overall Work Program (OWP) for FY2003/2004. SACOG is
committed to exploring new methods of providing transit information to current and potential riders
to increase ridership and reduce single-occupancy vehicle usage, which reduces air pollution that,
in turn, enhances the air quality within the Sacramento region.

The City of Rancho Cordova has begun it strategic planning process as a new city. Some of the
goals include creating a transit-oriented community, capitalizing on existing transit infrastructure,
promoting a community “gem” - the biking and walking trail along the American River, and
promoting the image of the city by publishing information on places of interest. All of these goals
would be served by the proposed demonstration project.

An overall goal is to shift travel behavior in Rancho Cordova, a suburb of Sacramento, California.
RT seeks to demonstrate a reduction in passenger vehicle trips and an increase in the number of
trips taken by transit, walking and biking. The research question RT is attempting to answer is:
“To what degree can soft policies, such as household trip planning and community-based
marketing, reduce passenger vehicle trips and increase walking, bicycling and use of transit?”

The Primary Project Aims are:
« To reduce the percentage of household private vehicle trips by 8 percent
« To increase usage of transit, walking and biking by 20 percent (combined)
« To increase transit ridership by 11 percent
« To increase the percentage of household walking trips by 8 percent

The Secondary Project Aims are:

« To evaluate the effectiveness of individualized marketing in increasing the of number of
household trips made by transit, walking and biking

« To quantify the air pollution savings that result from the reduction in household private
vehicle trips taken

« To measure the increase in physical activity and health due to walking, biking, and
walking or biking to transit

« To describe the increased access to jobs, health care, education and social services due
to education about biking, walking and transit options

« To disseminate results and promote project replicability

The project collaborative has already secured some seed funding from the U.S. Environmental
Protection Agency; secured in-kind support from the California Air Resources Board; and formed an
advisory committee of community stakeholders. The project collaborative has also formed an
agreement with the Department of Exercise and Nutritional Sciences at San Diego State University
to evaluate the public health benefits of this approach. The collaborative and RT’s affiliated
partners bring unique resources to the project.

The project collaborative is a partnership including a local transit agency, a metropolitan planning
organization, a community-based organization, and city staff. While RT is the lead agency on this
project, it routinely collaborates and is currently a partner in numerous projects with the other
proposed partners. RT's role will be to lead the project and facilitate the involvement of the other
three collaborators. The collaborative of agencies will contribute to the project's success in
different ways.
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All of the collaborating organizations and other affiliated partners are committed to disseminating
the results of the Rancho Cordova pilot project. However, in particular, Caltrans and SACOG will be
closely evaluating the project’s results in order to determine whether these agencies may fund
other demonstrations in the region or in the state. Odyssey, as a statewide organization with
strong ties to the transit industry and strong community contacts, could serve as an excellent
vehicle through which to replicate the project throughout the state. Caltrans, with local districts
around the state, and Odyssey, with its grassroots contacts statewide, can identify ripe areas for
replication.

Rancho Cordova is a fast growing, middle class inner ring suburb located in the Central Valley of
California. The population is 57,000 with 7,800 children enrolled in the 13 elementary, middle and
high schools. The city has the following features:
« Six bus routes, and one light rail line that together operate at less than 50 percent
capacity
« A new light rail line slated to open in 2004
« Viable, efficient, and safe walking, biking and transit to and from major destination
points
« Unfilled capacity on existing transit, biking and walking routes
« Potential for additional collaborative partners and local stakeholder support
« A large enough size/concentration of target audience (individuals who drive and are
willing to consider switching one to two trips per week)
« Schools near transit routes and school age children with documented low levels of
physical activity that can participate in the project
« Demographics that resemble the state as a whole
« Suburban land use patterns and growth characteristics commonly found not just in cities
throughout California but nationwide

If the individualized marketing demonstration project succeeds in Rancho Cordova, a strong case
for replicability throughout California and other Western states can be made. The demographics
show diverse cultures, growth, land use patterns and transportation characteristics that are typical
of those repeating themselves throughout Western suburbs.

Rancho Cordova reflects the ethnic diversity of California; in fact, it is part of the region that has
become the most ethnically diverse in the state. The racial makeup of the city is 66.7% White,
11.3% African American, 12.9% Latino, 0.9% Native American, 8.2% Asian, 0.5% Pacific Islander,
5.7% from other races, and 6.5% from two or more races.

Rancho Cordova is 14.5 miles from downtown Sacramento on Highway 50, a congested corridor
connecting downtown with the growing suburbs, and recreational destinations in the Sierra
foothills. The city is served by one light rail station, six bus routes, a sufficient network of bicycle
facilities (including lanes and routes), trails and sidewalks suitable for short trips under five miles.
On average, unfilled capacity on the transit lines is more than half, with many of the seats
available during non-peak hours when 80 percent of travel trips are taken.

The city is part of the six-county Sacramento region which has changed dramatically in many ways
since the mid-70’s when the region’s population had reached about 1.1 million. The only major job
center was found in downtown Sacramento. The regional transportation system allowed easy
access between the suburbs and downtown Sacramento. Today, the region has evolved in ways
unforeseen even 10 years ago. The population, now 1.9 million, has spread out significantly and
brought outlying, adjacent communities into the urban area. Rancho Cordova has emerged as the
second major job center rivaling downtown Sacramento. Rancho Cordova is also among the five
districts in the region with the largest number of housing units. Two-worker households have
become the norm, with extensive commuting from one community to another. Low-density
suburban patterns mean people travel overwhelmingly by automobile: 50 percent of trips (are)
drive alone, 43 percent of trips go by auto with two or more occupants, less than 6 percent are
bicycle or walk trips, and 1 percent of trips are by transit (with transit use reaching 20 percent into
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downtown Sacramento during commute hours). The radial transportation system no longer serves
the region’s needs well.

The State forecasts the region’s population to reach 2.8 million by 2025. With that comes a 54
percent increase in travel (demand) and present trends and zoning indicate that residential and
office/industrial areas will continue to develop separately as we find it the case in many Western
cities (and nationwide in fact). Rancho Cordova is among the three major job centers in the region
predicted for 2025, and congestion levels are already slightly above the regional average today.

Nationally, most trips are within one to five miles. In Rancho Cordova, over 70 percent of trips are
less than 30 minutes, and less than 6 percent are made by public transit, biking or walking
combined. Shopping, school and other home-based trips account for nearly half of all trips taken.
Households with school age children take more trips (13.6 to 16.6 per day on average versus 5.7
to 9 per day for households without children).

Sacramento does not meet federal clean air standards for ozone, and unhealthy air days for
sensitive groups are common during the long hot summers. In a recent study, Sacramento logged
40 days over the state standard for ozone levels, and 26 days above the national eight hour
standard—more days than Los Angeles. The asthma mortality rate for ages 1-14 (1990-97) per
1,000,000 population is 26.6 for Sacramento County, compared to 18.8 for California as a whole.
Growth in vehicle miles traveled is a major cause of Sacramento’s air quality problems with
approximately 70 percent of the Sacramento region's air pollution caused by emissions from
internal combustion engines. Like many other parts of the country, childhood obesity and low rates
of fitness is on the rise. In the State Assembly legislative district that encompasses Rancho
Cordova, 23.7 percent of children are overweight and 38.7 percent of children are unfit. Amongst
fifth graders in this district, more than 44 percent are unfit, versus a national average of 38.9
percent.

If the project succeeds in Rancho Cordova, RT believes a strong case for replicability in other
Western cities can be made. As Rancho Cordova attempts to continue to grow, it is challenged
with trying to meet the demand of the associated increase in travel. Yet, the City’s existing public
transit system as well as bicycle facility network and pedestrian facilities are underutilized. The
City acknowledges its struggle with the transportation issues and is in strong support of innovative
projects that promote alternative modes of transportation to its residents and visitors. Because
many California and other Western cities are facing similar growth in inner and outer suburbs as
well as struggling with the associated impacts on public health, Rancho Cordova is a case study
that will be relevant throughout California and other Western states. If this average city can show
significant travel behavior modification, then it is likely the success can be widely replicated.

This project is designed as a collaboration. In addition to RT, Odyssey, SACOG, and the City of
Rancho Cordova, multiple stakeholders will also meet regularly with the project team, i.e. The
California Air Resources Board (ARB), San Diego State University, 50 Corridor Transportation
Management Association (TMA), and the California State Department of Transportation (Caltrans).

Results of the individualized marketing demonstration project will be disseminated. Measures and
methods will be made public and available to others. The study will be disseminated using three
methods: 1) presentation at scientific meetings; 2) publication in peer-reviewed journals; and, 3)
presentation and discussion with community groups, policy makers and industry leaders.

Given that soft policies are politically attractive and cost-effective; the study can support a re-
thinking in planning and financing in both the transportation and public health sectors. The
combination of reduced car travel, increased transit ridership and reduced air pollution will grab the
attention of transportation decision-makers.

Metropolitan Planning Organizations, transit agencies, and air quality districts are under increasing
pressure to meet these different goals and are looking for innovative solutions. Many agencies
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would be interested in replicating the individualized marketing demonstration project if the pilot
succeeds.

The collaborative is confident that it can reach far into the transportation policymaker world to
promote the project’s results because the project team spans the transit, public works, planning,
biking and walking communities.

4.5.5.1.2.1Reason for Selection

Sacramento was selected based on four criteria previously established before project solicitation
began, including: Leveraging Resources; Partnerships & Coordination; Integration of Project with
Overall Strategic Approach; and Value of Project Characteristics as National Model.

In response to these criteria, Sacramento Regional Transit (SRT) outlined its intent to perform the
IMDP as a collaboration between SRT, Odyssey (a non-profit, state-wide organization dedicated to
promoting public transit), SACOG (a Metropolitan Planning Organization), and the city of Rancho
Cordova, which will all meet regularly with the project team and contribute in-kind and/or financial
resources to the project. SRT has also already secured some seed funding from the U.S.
Environmental Protection Agency, in-kind support from the California Air Resources Board, and
Odyssey has been supplied with a grant from the U.S. government. SRT also committed $128,357
of its own funding for the project.

An office was established for the project in the Rancho Cordova Neighborhood Center, which was
centrally located in the target area. The office was equipped with computers, a fax line, internet,
and six phone lines. A post office box was set up for collection of the surveys and service sheets.

SRT listed a number of agencies and organizations willing to participate in the IMDP, with reasoning
for each partnership selection. These agencies and their purposes include:

e The California Air Resources Board (ARB) - review surveys and help trouble shoot any
modeling requiring statistical techniques.

e San Diego State University - quantify the increase in walking and biking, and walking
and biking to and from transit, and evaluate the benefits of the project from a public
health perspective.

e 50 Corridor Transportation Management Association - provide bicycle safety training,
assist in developing and distributing educational materials, and provide transit
timetables and schedules.

e California State Department of Transporation (Caltrans) - publicize results of the project
through Caltrans’ website, statewide and district events, and publications; provide
meeting space for project team; calculate farebox recovery ratio change from project;
and consider funding a follow-up project in the region or in other parts of California, if
successful.

SRT formed a project advisory committee, consisting of the following:
e The California Department of Health Services
e (California Bicycle Coalition
e California Transit Association
¢ WalkSacramento

SRT was also able to form an agreement with the Department of Exercise and Nutritional Sciences
at San Diego State University to evaluate the public health benefits of the Individualized Marketing
approach.

Other determining factors in city selection included: population size; active fleet size; number of
unlinked passenger trips; climate zone; and diversity index.
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Downtown Sacramento offers a medium population of 407,018 people, with Rancho Cordova’s
population much smaller at 57,000 people. However, the Sacramento region has a population of
1.9 million, spanning throughout downtown, suburbs, and adjacent urban communities.

Rancho Cordova is also considered to be the second major job center rivaling downtown
Sacramento, guaranteeing growth in the coming years. As the cost of living rises in many major
cities, growth with expand to the suburbs, causing an increase in jobs and housing demands.
Because of projected growth and increases, Rancho Cordova is considered valuable as a national
model for similar cities, despite its currently small population.

Sacramento’s active fleet size was a very positive contributing factor to the city’s selection, as they
have between 100 and 500 peak vehicles, which is considered a large fleet size.

Sacramento’s unlinked passenger trips were also a determining factor in city selection, as they
ranged between 4 million and 30 million, considered a high ridership statistic.

Sacramento’s climate also served as a substantial national model, due to their moderate weather.

Lastly, Sacramento’s diversity index was high with 61 - 80% of non-whites in the area. This was a
desirable factor in determining Sacramento as a candidate for city selection, as it would serve as a
good representative of mass transit in a highly diverse city.

4.5.5.1.3 Research Triangle Park / Durham, North Carolina - Background of City

The Triangle Transit Authority (TTA) is a regional transit authority serving Wake, Durham, and
Orange counties in North Carolina. The TTA was created in 1989 by the General Assembly, with a
mission “to plan, facilitate, and promote, for the Greater Triangle Community, an affordable, safe
and secure customer-oriented public transportation network which provides mobility, promotes
economic opportunities, and protects the environment.” TTA provides the following services:

e Regional bus and shuttle services connecting Raleigh, Durham, Chapel Hill, Cary, Apex,
Garner, Research Triangle Park, and RDU Airport. TTA also connects four major
universities.

e Paratransit service to those who cannot use our fixed-route services.

e Vanpool service to anyone who lives or works in the three-county jurisdiction.

e Transportation Demand Management (TDM) services to employers in Durham and Wake
counties.

e Planning and design of a 35-mile rail transit system with 16 stations connecting Durham,
RTP, Cary and Raleigh, with shuttles linking RDU International Airport and RTP. The rail
transit system is expected to be operational in late 2007.

e Regional public transit information system including management of a telephone
information system and web-based trip itinerary planner.

TTA is positioning itself as a mobility manager in the Triangle region and providing information
about a whole range of sustainable transportation options available to the public. TTA is in the
process of making a transition to a Community-Based Social Marketing approach, persuading
citizens in the Triangle to make behavior changes leading them to choose more sustainable
transportation alternatives. TTA has found only modest effectiveness with mass marketing
strategies, and is turning to more targeted communications aimed at overcoming potential
customers’ barriers to using alternative transportation modes.

Activities or projects that TTA is undertaking, or have recently made operational, toward this end
include:
e Hired customer service representatives to staff our call center (Sept. 2002)
e Providing customized door-to-door trip planning for the four public transit agencies in
the region, available through our call center, or on-line at www.GoTriangle.org (October
2003)
e Providing on-line ride matching (available April 2004)
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e Providing a regional Emergency Ride Home program (available April 2004)

e Participating in a Best Workplaces for Commuters registration and publicity campaign
(Spring/Summer 2004)

e Conducting telephone and on-board surveys (several in 2003)

e Conducting an employer-based survey of employee commuting habits in Durham County
(September 2003)

Although TTA has a small bus operation, it employs a large staff for various additional activities or
services (vanpool, TDM, customer information, rail project planning and design) that are effectively
coordinated regionally.

TTA has a history of working with organizations and providing them with customized information
about all sustainable transportation options, appropriate to their needs.

Additionally, TTA has had a culture of actively cultivating relationships with a wide range of
community organizations and individuals for years throughout the planning and design of TTA's
regional rail project connecting Durham, Research Triangle Park, Cary, and Raleigh. These
stakeholders, ranging from residents to businesses to employees to government staff and political
officials, have been involved in advising the transit agency on route alignment, station location,
and station design. TTA has established a relationship of trust with organizations throughout the
community, and are perceived as leaders and innovators on transportation issues in the Triangle
region.

TTA, in partnership with other transit agencies in the region, has also recently launched a new
website, www.GoTriangle.org, which provides a door-to-door trip planner for transit trips in the
region. TTA will be adding on-line rideshare matching to this website in spring 2004. These tools
provide custom information for the specific trips in which users are interested, and are a perfect fit
for individualized marketing.

TTA believes that it will have many of key tools in place by April 2004 that will address important
barriers to using transit and ridesharing. Its marketing strategy for promoting these programs is
currently focused on communications through employers since it has working relationships with
over 100 employers in the three-county jurisdiction through its TDM activities.

To complement this employer-based activity, TTA is interested in the residence-based approach of
the IndiMark program. Last spring, TTA conducted a direct mail campaign to residences near
regional bus routes. The mailer contained a message focused on relieving the stress of driving,
and contained free ride tickets. TTA noted increases in transit ridership resulting from the
campaign, and follow-up surveys indicated that a significant percentage of current riders were
initially influenced to ride due to the campaign. However, there were two primary limitations to the
approach. First, every household received the same generic information about TTA service. TTA
received several comments that the mailer was not effective without information specific to their
residential location. Second, TTA only provided an incentive for using transit, rather than the
whole range of sustainable transportation options. TTA is drawn to the IndiMark program because
of its focus on customized information about all modes available to the customer. TTA has made
strides toward identifying itself as more than transit service providers. They are becoming mobility
managers.

The Triangle region of North Carolina would prove to be representative of many fast-growing, mid-
sized metropolitan areas across the Sun Belt that are struggling with air quality and congestion
problems resulting from a reliance on automobile travel. Like many such areas, the region also
currently has moderate levels of bus-only transit services, though a rail project connecting
Durham, Research Triangle Park, Cary, and Raleigh is in final design.

TTA is committed to the success of this project. The results of individualized marketing
demonstration would help TTA make decisions about whether a residential-based individualized
marketing approach is a viable complement to the employer-based strategies that it has been
using. As TTA prepares for the opening of regional rail service at the end of 2007, it is looking
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toward individual marketing as a tool to help residents understand how the rail service could fit into
their daily activity. TTA sees this as a potentially effective way of promoting other new transit
services in the region that would be geographically targeted. Additionally, TTA would also advocate
broader application of the individualized marketing demonstration with its local and state
governmental partners.

4.5.5.1.3.1Reason for Selection

Research Triangle Park was selected based on four criteria previously established before project
solicitation began, including: Leveraging Resources; Partnerships & Coordination; Integration of
Project with Overall Strategic Approach; and Value of Project Characteristics as National Model.

In response to these criteria, Triangle Transit Authority (TTA) committed a budget of $29,700.

The city provided office space for use during the project, equipped with two computers, a fax line
shared with the TTA internet, and six phone lines. A secured area for storage of materials and
survey documents was also provided.

Unlimited access was provided to all printed marketing materials, such as schedule brochures,
how-to-ride guides, and ridesharing and vanpool brochures. TTA promised participation in the
design process, printing, and mailing of additional marketing materials as well.

TTA also agreed to share a post office box for collection of the surveys and service sheets.

TTA coordinated with numerous organizations to assure support and strategic partnerships. Each
organization was included as a potential partnership for a specific purpose that would directly
benefit the Individualized Marketing program. These organizations included, but were not limited
to:

Durham Area Transit

Durham-Chapel Hill-Carrboro Metropolitan Planning Organization

North Carolina Department of Transportation, Public Transit

Durham County

Triangle J Council of

Local Neighborhood Associations (Crest Street, Old West Durham, Trinity Park, Trinity
Heights, Walltown, and Watts Hospital-Hillandale

In addition to the new partnerships forged by TTA, the transit authority has had a culture of
actively cultivating relationships with a wide range of community organizations and individuals for
years throughout the planning and design of TTA’s regional rail project connecting Durham,
Research Triangle Park, Cary, and Raleigh. These stakeholders, ranging from residents to
businesses to employees to government staff and political officials, have been involved in advising
the transit agency on route alignment, station location, and station design.

TTA outlined its services to the community, proving that it has worked hard to position itself as a
mobility manager in the Triangle region.

The TTA also emphasized projects from previous years that are similar to, and in support of the
concept of marketing to the individual. Some of these projects included:
e Hiring customer service representatives to staff the call center (September 2002)
e Providing customized door-to-door trip planning for the four public transit agencies in
the region, available through the call center, or online at www.GoTriangle.org (October
2003)
e Providing online ridematching (available April 2004)
e Providing a regional Emergency Ride Home program (April 2004)
e Participating in a Best Workplaces for Commuters registration and publicity campaign
(Spring/Summer 2004)

Federal Transit Administration Individualized Marketing Demonstration Program Final Report 28



¢ Conducting telephone and on-board surveys (several in 2003)
e Conducting an employer-based survey of employee commuting habits in Durham
County (September 2003)

TTA also provided many positive factors that contributed to its desirability as a candidate for the
project. For example, the Triangle region of North Carolina is a fast growing, mid sized,
metropolitan area, which is similar to many cities nationwide. Its increasing problem with air
quality and congestion problems resulting from automobile reliance further identifies it with many
large cities throughout the United States. Like many other areas, Durham has only moderate
levels of bus transit service. The city is also one of many representing a mixed income, suburban
setting.

Other determining factors in city selection included: population size; active fleet size; number of
unlinked passenger trips; climate zone; and diversity index.

Durham offers a large population of 627,846 people. Out of the 66 applicants to the Individualized
Marketing Demonstration Program (IMDP), Durham was ranked 16th in population size, making it
an appropriate representation of larger, fast growing cities that may possibly use the individualized
marketing approach in the future.

Durham’s active fleet size was a very positive contributing factor to the city’s selection, as they
have between 100 and 500 peak vehicles, which is considered to be a large fleet size.

Durham’s unlinked passenger trips were also a determining factor in city selection, as they ranged
between 1 million and 4 million, considered a mid ridership statistic.

Durham'’s climate also served as a substantial national model, due to their warmer weather. The
city’'s moderate winters also made it possible to be more lenient with the IMDP schedule in
Durham, seeing as how the area receives little snow, which would interfere with transit ridership
statistics and functionality.

Like that of Bellingham, Washington, Durham'’s diversity index is considered to be low, with only 21
- 40% of non-whites living in the area. However, because of the many other desirability factors of
the area, Durham was kept in consideration despite it's low diversity index.

4.5.5.1.4 Cleveland, Ohio - Background of City

The Greater Cleveland Regional Transit Authority (GCRTA) is the nation’s thirteenth-largest public
transportation system. It serves the residents of Northeast Ohio, a population of more than 1.4
million people, and covers a geographic region encompassing 458 square miles and 58
municipalities surrounding the city of Cleveland.

GCRTA was formed in 1975 through the consolidation of the Cleveland Transit System, Shaker
Transit Lines, and six municipal bus lines. It operates under Chapter 306 of the Ohio Revised
Code, which authorizes the establishment of countywide transit systems. All power and authority
granted to GCRTA is vested in, and exercised by, its Board of Trustees, which is charged with
managing and conducting the transit authority’s affairs. The Board also establishes overall GCRTA
administrative policies implemented by the General Manager.

GCRTA operates 108 rail cars on 34 miles of track and 624 buses on 1,606 route miles. It has four
main rapid transit lines, composed of both light and heavy rail, with a total of 52 passenger rail
stations. The transit authority has also created a network of Park-N-Ride and Transit Centers for
express bus service to Cleveland’s central business district and other large employment corridors.
Other transportation services offered include Community Circulator routes in neighborhoods and
suburbs and Paratransit service for those with disabilities. On average, 180,000 people ride GCRTA
each day, which equates to approximately 53 million passenger trips annually.
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GCRTA’s mission is to enhance the quality of life in Northeast Ohio by providing outstanding, cost-
effective public transportation services. To fulfill this mission, the transit authority is making
significant capital investments to upgrade its fleets and passenger facilities, and now has one of the
newest bus fleets in the country. It has also made on-time performance and customer service
major priorities with its operators. As a result of these changes, GCRTA recorded a system-wide
ridership increase in 2003.

Four years ago, to address growing service complaints and decreasing ridership, GCRTA initiated a
long-term strategic plan to make public transportation an attractive alternative to driving in
Northeast Ohio. During its first two years, the plan focused on rider retention. This was in
response to rider surveys and marketing research that revealed a high level of customer
dissatisfaction, resulting in a steady loss of regular transit users.

GCRTA responded by reengineering its system for riders: purchasing 340 new buses, expanding its
network of Park-N-Rides, and making infrastructure upgrades to its heavy- and light-rail lines. It
also worked with its operators to enhance customer service. These actions caused a dramatic
decrease in service interruptions, improved on-time performance, and produced greater customer
satisfaction. The end result was a stabilization of ridership, with GCRTA posting its first ridership
increase in six years.

In 2003, GCRTA changed its focus from retention to recruitment. It identified the customer
segments offering the greatest opportunity for expanding ridership, which included business
commuters, college students, and those attending sporting and special events. Unique promotional
offers were created for each segment with discount-fare incentives.

GCRTA’s management team realized that in order to gain riders in these segments, the transit
authority would have to do more than simply communicate recent service improvements and
capital investments. What was needed was a better understanding of rider attitudes and
behaviors, particularly among those falling into the “could ride/should ride” category within each
segment. This led GCRTA to fund an ethnographic marketing research study of potential riders.
The study was performed by an outside consultant and involved in-depth, one-on-one interviews
with nonriders in the subject’s own environment. In addition to providing valuable insight into
customer motivations, the study also confirmed the need for additional feedback.

The Federal Transit Administration (FTA) Individualized Marketing Demonstration is seen by GCRTA
as an opportunity to gain further insight into ways to change behavior of the “could ride/should
ride” commuter. This information would be wused by GCRTA to modify its current
marketing/communications efforts and to initiate any necessary changes in its operations in order
to increase public transportation usage throughout Northeast Ohio.

The management of GCRTA places a high value on marketing research and understands the
potential return of well-conceived and carefully executed research studies. As a result, the
organization is prepared to provide the necessary level of support to the FTA Team in order to
ensure the successful execution of a research pilot in Northeast Ohio.

Northeast Ohio is often described as "mainstream America.” It's a metropolitan area sharing many
characteristics with other regions of the country - the crossroads between the Midwest and the
East Coast. Like the region it serves, GCRTA is considered to be typical of public transportation
systems operating in population areas such as Baltimore, Pittsburgh, Chicago, and Minneapolis.
The fact that GCRTA is similar in size and structure to many other transit systems across the
country is important because information gained from a pilot research study conducted in
Cleveland would be useful to a large number of other public transportation authorities.

Another aspect of GCRTA that could contribute to the success of the pilot study is its diverse
service offering. Its system is multi-modal, with bus, express motor coach, light rail, heavy rail,
circulator, loop, and paratransit transportation options available to customers. The target zone
proposed for the pilot study is serviced by all these modes of travel.
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In 2002 and 2003, GCRTA rolled out 340 new clean-air buses equipped with after-treatment filters
capable of removing 90 percent of all particulate matter from the exhaust. As a result, GCRTA now
has one of the cleanest bus fleets in the country. The bus fleet is also 100 percent wheelchair-
accessible, removing the travel barriers commonly faced by those with special needs.

The transit authority in Cleveland also has a long history of firsts. And in 2004, it hopes to be one
of the first transit systems in the country to introduce a Bus Rapid Transit System, with the
groundbreaking of its Euclid Corridor project. Along with rebuilding its infrastructure and
streamlining its operations, GCRTA recently launched a complete image makeover. This consisted
of a comprehensive public relations campaign to communicate the many improvements at the
transit authority and an advertising campaign highlighting the benefits of using public
transportation in Northeast Ohio.

GCRTA intends to use the results of the Individual Marketing Demonstration to modify the
communications strategy developed for the target rider. Additionally, GCRTA plans to incorporate
its findings to create a target profile of individuals most likely to change their travel behavior in
favor of public transportation.

4.5.5.1.4.1Reason for Selection

Research Triangle Park was selected based on four criteria previously established before project
solicitation began, including: Leveraging Resources; Partnerships & Coordination; Integration of
Project with Overall Strategic Approach; and Value of Project Characteristics as National Model.

In response to these criteria, GCRTA established an office in the center of the target area of
Lakewood. The office was equipped with computers, a fax line, internet, and seven phone lines. A
post office box was set up for collection of the surveys and service sheets.

GCRTA acknowledged its plans to work with three partners on the Individualized Marketing
Demonstration Program (IMDP). Descriptions of these partners and their roles in the project are as
follows:

e Cleveland State University’'s College of Urban Affairs: create a sample group and
conduct surveys and interviews in coordination with the FTA Team.

e Northeast Ohio Areawide Coordinating Agency (NOACA): furnish data on traffic patterns,
traffic volumes, projected travel habits, and other statistics, as well as communicate the
results of the study to other organizations in Greater Cleveland.

e Brokaw Inc.: develop marketing materials for use in the research study, and advise
GCRTA in the execution of the IMDP.

GCRTA also outlined its long term strategic plan to make public transportation an attractive
alternative to driving in Northeast Ohio.

During its first two years, the plan focused on rider retention. Rider surveys and marketing
research was done and revealed a high level of customer dissatisfaction, resulting in a steady loss
of regular transit users. GCRTA responded by reengineering its system for riders: purchasing 340
new buses, expanding its network of Park-N-Rides, and making infrastructure upgrades to its
heavy- and light-rail lines. It also worked with its operators to enhance customer service. These
actions caused a dramatic decrease in service interruptions, improved on-time performance, and
produced greater customer satisfaction. The end result was a stabilization of ridership, with GCRTA
posting its first ridership increase in six years.

In 2003, GCRTA changed its focus from retention to recruitment. It identified the customer
segments offering the greatest opportunity for expanding ridership, which included business
commuters, college students, and those attending sporting and special events. Unique promotional
offers were created for each segment with discount-fare incentives. Shortly after, an
ethnographic marketing research study was done of potential riders. The study was performed by
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an outside consultant and involved in-depth, one-on-one interviews with nonriders in the subject’s
own environment. In addition to providing valuable insight into customer motivations, the study
also confirmed the need for additional feedback.

GCRTA compared the similarities of Cleveland’s transportation region to those of systems operating
in areas such as Baltimore, Pittsburgh, Chicago, and Minneapolis. As a metropolitan area,
Cleveland shares many characteristics with other regions of the country, and is considered to be
the crossroads between the Midwest and the East Coast. The fact that GCRTA is similar in size and
structure to many other transit systems across the country is important because information
gained from a pilot research study conducted in Cleveland would be useful to a large number of
other public transportation authorities.

Other determining factors in city selection included: population size; active fleet size; number of
unlinked passenger trips; climate zone; and diversity index.

Cleveland offers a medium population of 478,403 people. It is a typical size of many cities
throughout the United States and offers a wide range of comparison.

Cleveland’s active fleet size was a very positive contributing factor to the city’s selection, as they
have over 500 peak vehicles, which is considered a very large fleet size.

Cleveland’s unlinked passenger trips were also a determining factor in city selection, as they
ranged over 30 million trips per year, considered a very large ridership statistic. Because ridership
was already so high, some concern was shown at being able to increase public transportation use
further. However, Cleveland’s ridership statistics were also very promising, as they showed a trend
towards public transportation increase throughout the years.

Cleveland’s climate also served as a substantial national model, due to their cold weather and it's
compatibility to other northern states.

Cleveland’s diversity index was also a positive contributor in city selection, due to the large
percentage of non-whites in the area. With such a diverse population, Cleveland could more
accurately represent numerous neighborhoods throughout the United States, making the project
more easily reproduced in the future with similar results.

4.5.5.2 FTA City Announcement Press Release

The FTA Press Release was put out shortly after announcement of the winning cities via USPS and
fax. The Press Release appeared in local papers in the winning cities, and on the FTA website. (For
full text, please see Appendix).

4.6 Phase 111 — Implementation

Implementation can be defined as all steps occurring from the unofficial kick-off meetings in
Bellingham and Sacramento, and ending with the creation of the Sacramento project plan. The
implementation phase includes the following steps, repeated for each city:

Project Planning Meetings

e Project Revision Meetings

e Kick-Off / Project Progress Meetings

e Results Conference / Data Analysis

4.6.1 Project Planning

Project Planning Meetings have currently been held for all four of the winning cities and took place
on the following dates:
e Bellingham - March 19, 2004
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e Sacramento - March 17, 2004
e Durham - April 06, 2004
e Cleveland - April 07, 2004

The goal of the meetings was to get to know the key members of the cities' organizations, to
introduce the Individualized Marketing Demonstration Program to the cities in more detail, and to
introduce the FTA Team. Below is a brief synopsis of what occurred at each meeting, categorized
by city.

4.6.1.1 Bellingham

The project planning meeting for Whatcom Transit Association was held in Bellingham, WA on
March 19, 2004 to discuss the Individualized Marketing Demonstration Program.

4.6.1.1.1 Project Area Selection

The target area selected is located in the City of Bellingham and is defined by street boundaries.
Several neighborhoods are located in the target area.
e Columbia
Lettered Streets
Cornwall
Sunnyland
Roosevelt

This target area was selected for the following reasons:

e It provided the project with sufficient number of households to draw random
samples for the survey and marketing intervention. It is common practice to have
an area of around 16,000 - 18,000 people to begin with.

e The area had good transit, walking, and cycling amenities and infrastructure. In
addition its topography is also conducive to all of the alternative modes (not hilly).

e The neighborhoods were older and more traditional and would result in a project
with such a characteristic, different from the three other sites. It was discussed
that the FTA Demo would look at four scenarios and not 4 identical projects, which
in the end results with a much broader scope of lessons learned. Bellingham’s
target area is old and traditional much to the contrast of Sacramento, which is
young and has a major system improvement.

The control group for this project will be the rest of the City of Bellingham, meaning a random
sample will be drawn from the rest of the city. This will provide Bellingham not only with a control
group but good mobility indicators for the entire city.

4.6.1.1.2 Transit Service Background

WTA’s 180 employees provide public transportation services throughout Whatcom County, with the
majority of services focused on the county’s largest city: Bellingham. In 2002, Whatcom’s Fixed
Route buses were occupied by 2,675,000 riders, (breaking their previous record by more than
5%), and Specialized Transportation mini-buses were occupied by 156,313 riders. For the past
five years, WTA has ranked among the top three transit agencies in Washington State for Fixed
Route productivity, carrying an average of 31 passengers per hour. In October of 2003, Whatcom
increased ridership by nearly 21,000 passengers, largely by users of newly expanded evening and
Sunday service and new rural routes to communities in eastern Whatcom County.

Bellingham'’s transit system is easy to access and provides relatively low fares for residents. The
major north-south corridor is State Street (which turns into James Street), a commercial area.
Residents in the transit area are presented with two major destinations: Bellis Fair Mall and
downtown Bellingham. Whatcom provides evening and Sunday service. Evening service runs until
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10:30 pm. The fare for WTA is based on a pass and cash only. Riders pay each time they board
the bus, and there are no transfers.

Cash fare $0.50/ride

$0.25/ride for Senior Citizens
Monthly Pass $15/month
University Student Pass $30/quarter
Senior Bus Pass $7/month or $20/quarter
Quarterly Pass $45/quarter
Annual Pass $150/year

At the beginning of the Individualized Marketing Demonstration Program (IMDP), Whatcom
Transportation Authority (WTA) had approximately 35 routes, which serviced 2.8 million riders per
year. According to a 2003 random phone survey of 400 riders and non-riders, the following
information was obtained:

e Nearly one third of county residents rode a bus in 2002

e Of the one third, only 35% rode regularly

e 66% of the riders were between the ages of 16 and 24

e 35% of ridership was comprised of Western Washington University (WWU) students

4.6.1.1.3 Individual Project Timeline
The project timeline agreed upon is as follows:

Before Survey May 2004
After Survey August 2004

Traditionally the each phase of the project takes approximately 4-6 weeks.
4.6.1.2 Sacramento

The project planning meeting for Sacramento Regional Transit was held on March 17, 2004 to
discuss the Individualized Marketing Demonstration Program.

4.6.1.2.1 Project Area Selection

Within the city of Sacramento, a certain area was designated as a “test area.” Houses within the
test received marketing intervention, and a control group was established (based on random
selection) for comparison purposes.

There were many reasons for selecting the particular test area within Sacramento, which included,
but are not limited to, the following:
e The suburban community was populated with younger and racially diverse individuals
e The six bus routes and one light rail line operate at less than 50% capacity
¢ A new light rail service was slated to open in 2004
e The area contained viable, efficient, and safe walking, biking, and mass transit to and
from major destination points
e There was a large concentration of individuals who were willing to consider driving less
often and switching one or two trips per week to alternative modes
e Schools were located near transit routes and school age children showed low levels of
physical activity
e The city’s demographics resembled the state as a whole

The target are selected is located just outside downtown Sacramento in an area called Rancho
Cordova. Rancho Cordova is a fast growing, middle class, inner ring suburb that is served by one
light rail station, six bus routes, a sufficient network of bicycle facilities, (including lanes and
routes), and trails and sidewalks suitable for short trips under five miles.

Federal Transit Administration Individualized Marketing Demonstration Program Final Report 34



The city has a population of about 57,000; its ethnic diversity reflects that of the state, and it is
rapidly growing with high demand for jobs and services. There are many older established
neighborhoods, as well as newly developed neighborhoods in the city. Rancho Cordova is a newly
incorporated city that is dedicated to serve a diverse, growing community through innovative,
efficient customer-oriented city services. It emphasizes civic involvement and livable
neighborhoods.

Rancho Cordova residents have a median age of 32 years, and the average household size contains
2.7 persons. The racial distribution is rather divers with 66.6% white, 11.3% African American,
12.9% Hispanic, 0.9% Native American, 0.5% Pacific Islander, and 8.2% Asian residents.

The target area included the entire city of Rancho Cordova. Random households were selected for
participation in the project, in a similar manner as to selection of the control group.

4.6.1.2.2 Transit Service Background

Sacramento Regional Transit has a service area population of 418 square miles. Included in its
types of service are bus, light rail, paratransit, neighborhood circulation shuttles, and central city
circulating shuttles. There are 267 active buses, with 221 of those as peak vehicles, and 58 active
light rail vehicles, with 44 operating during peak hours. SRT operates approximately 80 bus routes
and 27 miles of light rail. Buses and light rail run 365 days a year. Of SRT’s buses, 220 are
powered by compressed natural gas (CNG) and 20 are diesel. Buses operate daily from 5:00am to
11:30pm, every 15 to 60 minutes, depending on the route. Light rail trains operate from 4:30am
to 1:00am daily, with service every 15 minutes during the day, and every 30 minutes in the
evening.

SRT employs a work force of 1,100 people, with 80% dedicated to operations and maintenance of
bus and light rail systems. SRT is governed by a seven member board of directors comprised of
members of the Sacramento City Council and the Sacramento County Board of Supervisors.

During the 1990s, RT experienced solid ridership growth, but that has declined in recent years.
Total annual ridership has hovered around 27.5 million since 2000. Recent figures show a dramatic
change, with total ridership up 6 percent since July 2003. Some of that gain is likely due to a new
light rail line that opened in September of 2003. However, bus ridership is holding its own with a 3
percent gain during the same period. In addition, the Sunrise Boulevard light rail extension will
open in June 2004.

On average, unfilled capacity on the transit lines is more than half, with many of the seats
available during non-peak hours, when 80% of travel trips are taken.

4.6.1.2.3 Individual Project Timeline
The project timeline agreed upon is as follows:

Before Survey November 2004
After Survey July 2005

Traditionally the each phase of the project takes approximately 4-6 weeks.
4.6.1.3 Durham

The project planning meeting for Triangle Transit Association (TTA) was held on April 6, 2004 to
discuss the Individualized Marketing Demonstration Program.

4.6.1.3.1 Project Area Selection
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Within the city of Durham, a certain area was designated as a “test area.” Houses within the test
received marketing intervention. A control group was also established, based on a random
selection process.

There were many reasons for selecting the particular test area within Durham, which included, but
are not limited to, the following:

e The area provided the project with a sufficient number of households to draw random
samples for the survey and marketing intervention. It is common practice to have an
area of around 16,000 - 18,000.

e The area’s topography was conducive to bicycling and walking modes (relatively flat).

e A future rail station was planned at the Duke Medical Center and at Ninth Street, both of
which are at the southern edge of the test area.

e The neighborhoods were moderate income and racially diverse; therefore, different from
the three other previously selected sites. It was agreed that the FTA IMDP would look at
four scenarios and not four identical projects, resulting in a much broader scope of
lessons learned.

The target area is located in West Durham and is comprised of older and racially more diverse
neighborhoods. There is an incomplete network of sidewalks and limited transit service (several
local bus routes with connections to the rest of the local system and several regional bus routes).
There are also several neighborhood-scale, pedestrian-oriented commercial districts. There are
fairly low car ownership rates for this area (12% have no vehicle available), as compared to the
three county region (6%). There are also a lower percentage of residents driving alone to work in
this area (61%) when compared to the region (78%). Activity in this area is also significantly
influenced by Duke University and Medical Center, and may be a good model for other such
academic locales.

4.6.1.3.2 Transit Service Background

The Triangle Transit Authority is a regional transit authority serving Wake, Durham, and Orange
counties in North Carolina. The TTA was created in 1989 by the General Assembly, with a mission
“to plan, facilitate, and promote, for the Greater Triangle Community, an affordable, safe and
secure customer-oriented public transportation network which provides mobility, promotes
economic opportunities, and protects the environment.” TTA provides the following services:

e Regional bus and shuttle services connecting Raleigh, Durham, Chapel Hill, Cary, Apex,
Garner, Research Triangle Park, and RDU Airport. We also connect four major
universities.

e Paratransit service to those who cannot use our fixed-route services.

Vanpool service to anyone who lives or works in our three-county jurisdiction.
Transportation Demand Management services to employers in Durham and Wake
counties. Planning and design of a 35-mile rail transit system with 16 stations
connecting Durham, RTP, Cary and Raleigh, with shuttles linking RDU International
Airport and RTP. The rail transit system is expected to be operational in late 2007 or
early 2008.

e Regional public transit information system including management of a telephone
information system and web-based trip itinerary planner.

At the beginning of the IMDP, average TTA ridership in the target area fell between 1200 and 1500
people. TTA’s partner organization, the Durham Area Transit Authority (DATA) has slightly higher
ridership, ranging from 45,000 to 60,000 people.

In 1999, Durham County passed a law that companies of 100 or more employees have to
implement an employer information system, which includes:

e An annual commuter service

e Company contact point

e Transportation fares on site
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At the start of the IMDP, TTA was working with 83 companies and over 85,000 employees. 65
employers were surveyed, and 15,500 responses were received. Of the 15,500 responses:
e 81% of employees drove to work alone
6% carpooled
2% other
1% teleworked
1% took the bus
1% drove a motorcycle
<1% vanpooled
<1% bicycled/walked

TTA also operates a vanpooling program. At the start of the IMDP, TTA had 15 passenger vans
with at least 7 passengers per vehicle, which were leased to various agencies/people. A small
monthly fee was charged per rider, with drivers riding free. Of these 15 vans, all but 6 were in
operation, although vanpooling only made up about 1% of commuters.

TTA’s partner agency, DATA was also highly involved in the IMDP. During the start of the program,
DATA had 16 routes, 62 buses, and 4.1 million passengers, with 85% captive riders, 25 passengers
per hour, and 13,000 miles logged per month.

4.6.1.3.3 Individual Project Timeline
The project timeline agreed upon is as follows:

Before Survey October 2004
After Survey April 2005

Traditionally the each phase of the project takes approximately 4-6 weeks.
4.6.1.4 Cleveland

The project planning meeting for Greater Cleveland Regional Transit Association (GCRTA) was held
on April 7, 2004 to discuss the Individualized Marketing Demonstration Program.

4.6.1.4.1 Project Area Selection

Within the city of Cleveland, a certain area was designated as a “test area.” Houses within the test
area received marketing intervention, and those outside the area (control group) were used for
comparison purposes.

There were many reasons for selecting the particular test area within Cleveland, which included,
but are not limited to, the following:
e The area provided an excellent opportunity to study the ridership behavior of senior
citizens
e Travel behavior research obtained from this study could be applied in many areas of the
country where a large percentage of retired individuals reside
e The GCRTA has increased contact and intervention with the senior citizens for special
events, providing bus and rail services to large groups coming from other areas
e GCRTA began offering incentives to the senior market by supplying discount transit
passes (2/3 off for seniors 65 and older)
e Partnerships could arise with senior citizen agencies and golden age centers
e The area had an adequate transit system in addition to many sidewalks and walking trails
e The neighborhoods were well established and comprised of older persons, which made
this project site different from the three others. It was agreed that the FTA IMDP would
look at four scenarios, and not four identical projects, resulting in a much broader scope
of lessons learned.
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The target area is located in an area just outside of downtown Cleveland, known as Lakewood.
Lakewood is comprised of older and well-established neighborhoods. Because of the high
percentage of senior citizens in Lakewood, the target group for the Cleveland project consisted of
households with at least one member who was 55 years of age or older. Households within this
test area received the marketing intervention. A control group was established (based on random
selection) for comparison purposes.

Within the target area, there exists a mixed transit system, (community circulator, bus, and rail),
in addition to an array of sidewalks and walking paths. Twelve to fifteen percent of all transit
riders occur on the rail system, which runs throughout most of the greater Cleveland area. Nearly
all buses in the fleet are low floor buses, which allow easy accessibility to handicapped individuals
by use of ramps. Community circulators run through specific communities.

4.6.1.4.2 Transit Service Background

The Greater Cleveland Regional Transit Authority (GCRTA) is the nation’s thirteenth largest public
transportation system. It serves the residents of Northeast Ohio, a population of more than 1.4
million people, and covers a geographic region encompassing 458 square miles, and 58
municipalities surrounding the city of Cleveland.

GCRTA’s public transportation system is multi-modal, with bus, express motor coach, light rail,
heavy rail, circulator, loop, and paratransit transportation options available to customers.

GCRTA operates 108 rail cars on 34 miles of track and 624 buses on 1,606 route miles. It has four
main rapid transit lines, composed of both light and heavy rail, with a total of 52 passenger rail
stations. The transit authority has also created a network of Park-N-Ride and Transit Centers for
express bus service to Cleveland’s central business district and other large employment corridors.
Other transportation services offered include Community Circulator routes in neighborhoods and
suburbs and Paratransit service for those with disabilities.

In 2002 and 2003, 340 new clean-air buses were added to the fleet. As a result, GCRTA now has
one of the cleanest bus fleets in the country, as well as 100 percent wheelchair-accessible. The
bus system has also recently been upgraded with GPS tracking units, which are monitored by a
communication center.

In 2003, GCRTA recorded a 1.5 percent increase in ridership. It was the first ridership increase
realized by the transit authority in six years, and it reflects the many improvements made by
GCRTA to ensure service reliability and customer satisfaction.

At the beginning of the Individualized Marketing Demonstration Program (IMDP), Greater Cleveland
Regional Transit Authority (GCRTA) 624 buses, 60 heavy rail cars, 48 light rail cars, 77 Paratransit
vehicles, and 64 community circulators. Out of these vehicles, 500 buses, 22 heavy rail cars, 16
light rail cars, 58 Paratransit vehicles, and 50 community circulators run during peak hours.

On average, 180,000 people rode GCRTA each day, which equates to approximately 53 million
passenger trips annually.

4.6.1.4.3 Individual Project Timeline

The project timeline agreed upon is as follows:

Before Survey March 2005
After Survey July 2005

Traditionally the each phase of the project takes approximately 4-6 weeks.
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4.6.2 Before Survey

4.6.2.1 Bellingham

The Bellingham ‘Before’ Survey was done using a self-administered mail back trip diary. A total of
4,400 surveys were mailed, with 739 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 3,661 persons. Of those, 2,196 completed and returned the
survey. This represents a 60% response to the '‘Before’ survey. Nine hundred eighty eight of the
respondents were in the target area and 1,208 were in the control group.

4.6.2.2 Sacramento

The Sacramento ‘Before’ Survey was done using a self-administered mail back trip diary. A total of
2,600 surveys were mailed, with 380 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 2,200 persons. Of those, 1,288 completed and returned the
survey. This represents a 58% response to the ‘Before’ survey.

4.6.2.3 Durham

The Durham ‘Before’ Survey was done using a self-administered mail back trip diary. A total of
2,400 surveys were mailed, with 470 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 1,930 persons. Of those, 1,043 completed and returned the
survey. This represents a 54% response to the ‘Before’ survey.

4.6.2.4 Cleveland

The Cleveland ‘Before’ Survey was done using a self-administered mail back trip diary. A total of
2,700 surveys were mailed, with 265 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 2,435 persons. Of those, 1,583 completed and returned the
survey. This represents a 65% response to the ‘Before’ survey.

4.6.3 Individualized Marketing Intervention

4.6.3.1 Bellingham

A total of 25 home visits were conducted during the individualized marketing intervention phase.
These home visits were approximately 40 minutes long and were perceived as “positive” by each
household.

4.6.3.2 Sacramento

During the individualized marketing intervention stage, a total of 220 tote bags with information
were delivered personally to Rancho Cordova residents using bicycles and trailers, all within four
days of receiving their service sheets. A total of 15 home visits were conducted and each of these
home visits were approximately 67 minutes long and were perceived as “positive” by each
household.

4.6.3.3 Durham
During the individualized marketing intervention stage, a total of 268 tote bags with information
were delivered personally to Durham residents within three days after receiving their service

sheets. A total of 5 home visits were and each of these home visits were approximately 40
minutes long and were perceived as “positive” by each household.

Federal Transit Administration Individualized Marketing Demonstration Program Final Report 39



4.6.3.4 Cleveland
A total of 47 home visits were conducted during the individual marketing intervention phase.

Nineteen of these visits were conducted via a phone consultation. These home visits were
approximately 45 minutes long and were perceived as “positive” by each household.

4.6.4 After Survey

4.6.4.1 Bellingham

The response rate to the Bellingham ‘After’ survey was 71%, with 1,519 persons (net) returning
their travel survey.

4.6.4.2 Sacramento

The response rate to the Sacramento ‘After’ survey was 68%, with 1,524 persons (net) returning
their travel survey.

4.6.4.3 Durham

The response rate to the Bellingham ‘After’ survey was 66%, with 1,174 persons (net) returning
their travel survey.

4.6.4.4 Cleveland

The response rate to the Cleveland ‘After’ survey was 69%, with 1,814 persons (net) returning
their travel survey.

4.7 Phase IV — Data Analysis / Final Reporting

4.7.1 Bellingham

4.7.1.1 Before Survey Statistics

Results from the ‘Before’ survey indicated that there were 331 persons (37%) in the ‘Interested’ or
‘" group, 289 (32%) persons in the ‘R’ group, and 280 (31%) persons who were ‘Not Interested’ or
‘N’ group.

4.7.1.2  After Survey Statistics

The Bellingham ‘After’ Survey was done using a self-administered mail back trip diary. A total of
2,000 surveys were mailed, with 249 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 2,151 persons. Of those, 1,519 completed and returned the
survey. This represents a 71% response to the ‘Before’ survey. Six hundred fifty nine of the
respondents were in the target area and 868 were in the control group.

4.7.1.3 Data Analysis

After comparing the results from the ‘Before’ and ‘After’ studies, increases were shown in all
environmentally friendly modes of transportation, as can be seen in the sections below.

4.7.1.3.1 Increase in Environmentally Friendly Modes of Travel
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Environmentally friendly modes (EFM) increased substantially following the marketing intervention,
according to daily mode choice. The walking mode increased by three percentage points and
bicycling and public transportation usage rose by one percentage point each.

Relative changes in mode choice measured by the ‘After’ survey in terms of trips per person per
year included an 8% reduction in car (as driver) use with a 10% increase in the car as passenger
mode. Car (as driver) trips were replaced by environmentally friendly modes - walking increased
by 35%, bicycling by 13%, and public transportation by 14%, representing statistically significant
changes.

4.7.1.3.2 Everyday Mobility

Bellingham’s target group, which contained 900 persons, had a total of 690 cars (both before and
after the marketing intervention). A successful IMDP campaign resulted in an 8% reduction in
vehicle miles traveled by these cars. This equates to 250,000 miles reduced per year.

4.7.2 Sacramento
4.7.2.1 Before Survey Statistics

Results from the ‘Before’ survey indicated that there were 352 persons (39%) in the ‘Interested’ or
‘I’ group, 110 (12%) persons in the ‘R’ group, and 438 (49%) persons who were ‘Not Interested’ or
‘N’ group.

4.7.2.2  After Survey Statistics

The Sacramento ‘Before’ Survey was done using a self-administered mail back trip diary. A total of
2,500 surveys were mailed, with 257 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 2,243 persons. Of those, 1,524 completed and returned the
survey. This represents a 68% response to the '‘Before’ survey. Seven hundred forty four of the
respondents were in the target area and 780 were in the control group.

4.7.2.3 Data Analysis

After comparing the results from the ‘Before’ and ‘After’ studies, increases were shown in all
environmentally friendly modes of transportation, as can be seen in the sections below.

4.7.2.3.1 Increase in Environmentally Friendly Modes of Travel

The walking and public transportation modes increased by one percentage point each, according to
daily mode choice. The bicycling and car (as passenger) modes increased slightly, but these
changes were not statistically significant. Car (as driver) use decreased by three percentage points
following the marketing campaign.

Relative changes in mode choice measured by the ‘After’ survey in terms of trips per person per
year included a 2% reduction in car (as driver) use with a 1% increase in the car (as passenger)
mode. Car (as driver) trips were replaced by environmentally friendly modes - walking increased
by 15%, bicycling by 30%, and public transportation by 43%.

4.7.2.3.2 Everyday Mobility
The Sacramento target group, which contained 900 persons, had a total of 780 cars (both before

and after marketing intervention). A successful IMDP campaign resulted in a 4% reduction in
vehicle miles traveled by these cars. This equates to 160,000 miles reduced per year.
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4.7.3 Durham
4.7.3.1 Before Survey Statistics

Results from the ‘Before’ Survey indicate that there were 456 persons (51%) in the ‘Interested’ or
‘I" group, 80 persons (9%) in the ‘R’ group, and 364 persons (40%) who were in the 'Not
Interested’ or ‘N’ group.

4.7.3.2  After Survey Statistics

The Durham ‘Before’ Survey was done using a self-administered mail back trip diary. A total of
2,150 surveys were mailed, with 364 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 1,786 persons. Of those, 1,174 completed and returned the
survey. This represents a 66% response to the ‘Before’ survey. Five hundred eighty one of the
respondents were in the target area and 593 were in the control group.

4.7.3.3 Data Analysis

After comparing the results from the ‘Before’ and ‘After’ studies, increases were shown in all
environmentally friendly modes of transportation, as can be seen in the sections below.

4.7.3.3.1 Increase in Environmentally Friendly Modes of Travel

According to daily mode choice, car (as driver) usage decreased by 4% and the two environmental
modes promoted, (walking and cycling), showed increases. The use of public transportation rose
slightly, but these small changes can only be seen on the detailed level of trips per person per
year.

Relative changes in mode choice measured by the ‘After’ survey in terms of trips per person per
year included a 7% reduction in car (as driver) use with a 7% increase in the car (as passenger)
mode. Car (as driver) trips were replaced by environmentally friendly modes - walking increased
by 15%, bicycling by 25%, and public transportation by 35%, representing statistically significant
changes.

4.7.3.3.2 Everyday Mobility

The Durham target group, which contained 900 persons, had a total of 770 cars (both before and
after marketing intervention). A successful IMDP campaign resulted in an 11% reduction in vehicle
miles traveled by these cars. This equates to 530,000 miles reduced per year.

4.7.4 Cleveland
4.7.4.1 Before Survey Statistics

Results from the ‘Before’ survey indicated that there were 478 persons (40%) in the ‘Interested’ or
‘I' group, 232 (19%) persons in the ‘R’ group, and 490 (41%) persons who were ‘Not Interested’ or
‘N’ group.

4.7.4.2  After Survey Statistics

The Cleveland ‘Before’ Survey was done using a self-administered mail back trip diary. A total of
2,900 surveys were mailed, with 271 returned by the post office without opening for varying
reasons, such as the residents had moved or the address no longer matched the household name.
That reduced the sample size to 2,629 persons. Of those, 1,814 completed and returned the
survey. This represents a 69% response to the '‘Before’ survey. Eight hundred ninety four of the
respondents were in the target area and 920 were in the control group.
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4.7.4.3 Data Analysis

After comparing the results from the ‘Before’ and ‘After’ studies, increases were shown in all
environmentally friendly modes of transportation, as can be seen in the sections below.

4.7.4.3.1 Increase in Environmentally Friendly Modes of Travel

According to daily mode choice, car (as driver) usage decreased by 3%, whereas car (as
passenger) mode increased by one percentage point. The walking mode showed the most
significant change, increasing by 2%. The use of public transportation and bicycling rose slightly,
but these small changes can only been seen on the detailed level of trips per person per year.

Relative changes in mode choice measured by the ‘After’ survey in terms of trips per person per
year included a 4% reduction in car (as driver) use with a 5% increase in car (as passenger) mode.
Car (as driver) trips were replaced by environmentally friendly modes - walking increased by 13%,
bicycling by 33%, and public transportation by 26%.

4.7.4.3.2 Everyday Mobility
The Cleveland target group, which contained 1,200 persons, had a total of 1,040 cars in the
‘Before’ survey, and 1,030 cars in the ‘After’ survey. A successful IMDP campaign resulted in an

8% reduction in vehicle miles travelled by these cars. This equates to 430,000 miles reduced per
year.

4.7.5 Detailed City Results

Detailed results can be found in the IMDP Individual City Reports, including charts, tables, etc.
analyzing and presenting the data.
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5 Conclusion

The Individualized Marketing Demonstration Program (IMDP) was a pilot program developed to test
the effects of individualized marketing on public transportation ridership trends. Conducted in four
cities of varying demographics, the study’s purpose was to determine whether marketing designed
for individual riders could increase ridership better than marketing efforts already in place.

According to the studies done in Bellingham, Durham, Sacramento, and Cleveland, the use of
environmentally friendly modes of travel can increase with concentrated marketing efforts to the
individual. Though statistically small increases are shown in each city, a larger scale program may
bring forth more significant results. However, the time it takes to complete a project such as the
IMDP, and the funding necessary to complete all steps are weighted factors as to whether a larger
scale project would be worthwhile.
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6 Appendix
6.1 City Selection
6.1.1 Forms

6.1.1.1 Application Form

INTRODUCTION

The Federal Transit Administration is undertaking a research demonstration program aimed at
increasing public transit ridership through a new targeted marketing program. Called
“Individualized Marketing”, the concept has proven successful in Europe and Australia, and has
shown promising results in Portland, Oregon.

Utilizing a dialog-based technique for promoting the use of public transit, the program provides
customized marketing tailored to individuals who are most likely to change their travel behavior.
The FTA is investing federal resources in a partnership with transit agencies in four competitively
selected pilot communities in the U.S. The FTA’s pilot projects will test personalized, individual
marketing of potential customers who might consider using public transit, but need more
information. Taking transit options directly to individuals has proven to be a unique method of
boosting ridership.

The primary model for this project is the UITP (International Public Transportation Association)
project conducted in Europe. The UITP project involved 45 transit agencies from over 13 countries.
The "“Switching to Public Transport” experiment successfully demonstrated that effective
individualized marketing can significantly increase the level of ridership, bolstering the theory that
a “"new customer consciousness” has developed in which people view public transit more favorably,
and will consider using transit as automobile congestion continues to worsen.

Pilot projects in both Europe and Australia have yielded a reduction in car usage of around 10%,
while large-scale individualized marketing efforts yielded up to 14% reductions even one to two
years after intervention. A 1999 independent cost-benefit analysis of the Perth, Australia
demonstration project yielded a 1:13 return on investment. Further, public transit revenue
increases tied to the success of the individualized marketing project can pay for the cost of the
project in 2-4 years.

The first U.S. pilot project in Portland, Oregon yielded an initial reduction in car travel of 8% in the
target area as well as an increase in travel on environmentally friendly modes of 27%. The one-
year evaluation of the pilot’s success began in September 2003.

The FTA is seeking applications from transit agencies or government entities that are interested in
participating in the Individualized Marketing Demonstration Projects. Guidelines for the application
are set forth below.

PROJECT FUNDING

For purposes of this demonstration program, the definition of technical assistance is the provision
of contractual expertise to the selected city/location to conduct an Individualized Marketing
Demonstration in partnership with the local transit authority and other local participating
organizations. The FTA will pay for the services of MELE Associates and Socialdata, (collectively
referred to as "The FTA Team”.) The FTA Team will perform the functions necessary to run an 800-
person Individualized Marketing Demonstration, utilizing measurable concepts and an established
methodology for individualized marketing in a designated target zone in your locale. The FTA
Team will also perform “before” and “after” surveys with a control group. The project will require

Federal Transit Administration Individualized Marketing Demonstration Program Final Report i



the close coordination and participation of the transit agency in the selected location, and in-kind
matching in the form of staff and materials. At the end of the demonstration, the FTA will provide
in-depth data and analysis, as well as best practices for each location.

THE PROCESS
Following is a high-level overview of the process that will be undertaken for the four selected cities:
Month 1

Introductory meeting - Local officials will brief the FTA Team on their area, transit features,
demographics, and introduce the Local Project Team. The FTA Team will brief local officials and
stakeholders on the process.

Project Level Meeting - Following the introductory meeting, the Local project manager will work
with the FTA team to define the target area, control group and finalize a project plan (template will
be provided). The FTA Team will initiate database preparation, will perform an initial review of the
locales marketing material and will do test mailings, as well as coordinate with local officials on
logistics. They will also accept input from local project managers on draft letters and instruments
to be used during the project.

Month 2-3

‘Before’ Survey - The FTA team will perform a baseline “before” survey both for the target and
control groups.

Month 4

Individualized Marketing Intervention - The FTA team will conduct the individualized marketing
intervention in the designated area. This will include coordination with local officials on any home-
visits required, and distribution of marketing and other materials that will be provided by the local
area.

Month 5-6

Close-out, data analysis, preliminary field report issued.

Month 6-14

An ‘After’ survey will be performed by the FTA Team, with data analysis performed off-site.
Preliminary results of the first after-survey will be shared with all four pilot locations on or about
November 2004. Final results, best-practices, and more detailed results will be shared with the
individual areas by September, 2005, which is the anticipated completion date for the
demonstration project.

ELIGIBILITY

Eligible applicants include public or private transit organizations, state or local government
agencies, and metropolitan planning organizations. Individuals and private businesses are not
eligible to apply.

SELECTION CRITERIA

Selection of the four pilot locations will be based upon evaluation of the following factors listed in
order of importance, from most important (1) to least important (4):

1. Partnerships and Coordination
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Applicants should give special consideration to creating partnerships that are
appropriate for implementing this project. You should clearly explain how your staff
will coordinate with the FTA project team, and how you will contribute toward the
success of the project, as well as utilize the results of the project to improve your
organization. You should also address how this project will be coordinated with
related activities within your organization, and with your community, and show how
you have successfully partnered with community organizations in the past.

2. Leveraging Resources

This factor will focus on the applicant’s ability to secure resources beyond those
provided by the FTA. The FTA will evaluate the degree to which your organization is
committed to the success of the project by assessing the local financial commitment
and the resources you will be providing - to include in-kind contribution of material;
equipment; space; staff time and any other creative contributions to the success of
the project.

3. Value of Project Characteristics as National Model

Weight will be given to selection of a location that provides demographic and
situational characteristics that will be of high value as a research demonstration to
other communities. The first pilot areas will be instrumental in building a body of
knowledge that will be shared among transit authorities nationwide. Your ability to
identify the value of your location as a national or regional model will be critical in
helping FTA select the final pilot locations.

4. Integration of Project with Overall Strategic Approach

Finally, the degree to which this project fits into an overall approach to increase
ridership in your location will be another key factor in selection of the successful pilot
cities. Greater consideration will be given to those areas that have demonstrated
success in planning and executing other initiatives aimed at increasing ridership, and
who can show a high level of commitment for this project throughout their
organization.

MINIMUM REQUIREMENTS

While the scope of participation will be largely determined by the input received in the application
process, there are minimum requirements that will be expected of each of the participating pilot
locations. Below is a list of those minimum requirements.

1. Some selected pilot locations will host a meeting upon completion of the first after
survey in their area. This meeting will include FTA staff and contractors, as well as
key stakeholders, and possibly other pilot managers. You will be required to provide
meeting space and basic logistics coordination for this meeting.

2. Travel budget for your project director to two off-site meetings, (one of which will be
Washington D.C., the other to a location in the continental U.S. to be determined), to
assist in the presentation of project findings.

3. Space allocation - one room with large table and one desk, telephones, (5), and 2
computer terminals with internet connectivity; to be used by FTA project staff for an
initial 4-6 month period, and then for two months during the “after survey” process,
which could occur 6 months to 1 year after the initial individualized marketing
intervention. Meeting space should also be provided as necessary over the course of
the project.
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APPLICATION

Please respond to the following questions. Your response to all 10 questions should be written
clearly in non-technical language, and range between 8-10 pages, but should not exceed 10. The
questions should guide, but not limit, your response.

1.

2.

Briefly describe your organization and your organization’s mission.

Briefly describe how this demonstration project will support your organization’s
strategic plan. Provide concrete examples/references.

Provide a summary of your organization’s goals for this project. What is the
expected outcome, improvement, change or success you will work toward with this
project?

Describe your organization’s proposed involvement in the project. Explain how you
will actively participate in the project’s success.

Is there anything unique or innovative about your organization that would add to the
success of this project?

Provide information on the intended target area, and identify the characteristics that
make your location the best choice for a national pilot.

. Will this project involve collaboration with any other partners (government or

private)? If so, who, and what value would they bring?

What specific marketing/informational material will you utilize (or adapt/create) for
this project, and how is the material going to contribute to the project’s success?

Propose the best timing for the before and after surveys, as well as the individualized
marketing intervention in your location, and explain why you selected those times.

10.How do you plan on using the results from the Individualized Marketing

Demonstration?

Provide a Project Budget Plan that details the matching funds, resources, (including promotional
and incentive items), and staff that you will provide. For each item, provide a budget breakdown
of the in-kind cost, as well as the funding source. The total Project Budget Plan should be no
longer than 3 pages, and will not be counted toward the 10-page limit for the questions above.

Personnel - Identify each position by title and name; include hourly rate (inclusive of
fringe) and the number of hours dedicated to the project.
Consultation and Subcontracted Services

Travel

Supplies

Use of equipment (such as computers, telephones, etc.)
Marketing Publications

Local Area Map

Space Occupancy (general terms only)
Promotional/Incentive Items

Other Direct Costs

PROJECT DATA SUMMARY
Please provide the following information:
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NAME OF ORGANIZATION:

TYPE OF ORGANIZATION:

CITY:

COUNTY:

STATE:

SERVICE AREA POPULATION:

PUBLIC TRANSIT RIDERSHIP STATISTICS (# ANNUAL UNLINKED TRIPS IN 2002):

TYPES OF SERVICE (BUS, LIGHT RAIL, HEAVY RAIL, PARATRANSIT, OTHER...)

NUMBER OF ACTIVE VEHICLES (PER SERVICE)/NUMBER OF PEAK VEHICLES

(Note: For the above, please use National Transit Database Reporting Definitions for 2002)

Briefly describe the characteristics of public transit ridership trends in your area in the past few
years (increasing, stagnant, and decreasing) and any other significant trends that may be impacted
by this project.

Briefly describe any planned events/factors, such as fare increases, service expansions or service
reductions anticipated between February 2004 and February 2005 that may have an impact on
transit ridership.

PROPOSED PROJECT DIRECTOR ORGANIZATION DIRECTOR:
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Key Point of Contact for this Project:

NAME: NAME:
TITLE: TITLE:
ADDRESS: ADDRESS:
E-MAIL: E-MAIL:
TELEPHONE: TELEPHONE:
MOBILE: MOBILE:
Fax: Fax:
WEBSITE: WEBSITE:

*For the Proposed Project Director, summarize his/her unique qualifications for this position and

how they will contribute to the project (limited to space below):

AUTHORIZATION:

This application is hereby submitted for consideration by:

Signature of Authorizing Official

Name (printed)

Title

Date
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If the submitting organization is not the official area transit agency, certification is required stating
that the transit agency is aware of this application, and agrees to participate in the project.
O This application is being made by the Transit Agency.
O This application is not being made by the Transit Agency, but certification is provided
below of the Transit Agency’s participation.

Signature of Transit Agency Authorizing Official

Name (printed)

Title

Date

APPLICATION DEADLINE:

Federal Transit Administration (FTA) agency staff is prohibited from speaking with
potential Proposers about the project during the solicitation.

Please direct all questions to:

FTA Individualized Marketing Program
Ginger Cruz, MELE Associates, Inc.
(240) 453-6960
individualized.marketing@fta.dot.gov

Applicants will be required to submit any further questions in writing prior to the close of
business Friday December 12, 2003 in order for staff to prepare any response required to
be answered and distributed to all interested parties. Questions are best received and
most quickly responded to when sent via e-mail.

Completed applications may be submitted either by post/courier or email, and should arrive no
later than 4 p.m. Eastern Time, January 15, 2004. Please use the “delivery receipt” feature on
your email to ensure that the application has been received. Applications should be emailed to:

individualized.marketing@fta.dot.gov

Word, WordPerfect and PDF files are acceptable. If mailing or couriering please use certified mail,
UPS, or a service that can verify the application was received by the deadline, and mail to:

Federal Transit Administration
Attention: Doug Birnie

Room 9114

U.S. Department of Transportation
400 7th St. SW

Washington D.C. 20590
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6.1.1.2 Application Evaluation Form

DoEs NoT
MEET

PART ONE 10 QUESTIONS

PARTIALLY
MEETS

PARTIALLY
EXCEEDS

1. Briefly describe your organization and your organization’s mission.

2. Briefly describe how this demonstration project will support your
organization’s strategic plan. Provide concrete examples/references.

3. Provide a summary of your organization’s goals for this project. What is the
expected outcome, improvement, change or success you will work toward
with this project?

4. Describe your organization’s proposed involvement in the project. Explain
how you will actively participate in the project’s success.

5. Is there anything unique or innovative about your organization that would
add to the success of this project?

6. Provide information on the intended target area, and identify the
characteristics that make your location the best choice for a national pilot.

7. Will this project involve collaboration with any other partners (government or
private)? If so, who, and what value would they bring?

8. What specific marketing/informational material will you utilize (or
adapt/create) for this project, and how is the material going to contribute to
the project’s success?

9. Propose the best timing for the before and after surveys, as well as the
individualized marketing intervention in your location, and explain why you
selected those times.

10. How do you plan on using the results from the Individualized Marketing
Demonstration?

OO | O00I0I0I 0 0|0

O]l O | Ol00I0I0I0 |00

OO | O|I0010]0] O |O]O| Mmeers

OO0 | O00I00I0 0|0

OO | OlI00|0]0] O O] Breeeos

PART TWO BUDGET PLAN

1. Provide a Project Budget Plan that details the matching funds, resources,
(including promotional and incentive items), and staff that you will provide. O

O

O

O

O

D Personnel D Travel D Use of Equipment D Local Area Map

Consultation and |:I Supplies |:I Marketing Publications D Space Occupancy
Subcontracted Services

D Promotional / Incentive Items

D Other Direct Costs

NOTES:

PART THREE EssAY

1. Briefly describe the characteristics of public transit ridership trends in your
area in the past few years (increasing, stagnant, and decreasing) and any Q
other significant trends that may be impacted by this project.

2. Briefly describe any planned events/factors, such as fare increases, service
expansions or service reductions anticipated between February 2004 and Q
February 2005 that may have an impact on transit ridership.
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PART FOUR PROGRAM MANAGER

1. For the Proposed Project Director, summarize his/her unique qualifications
for this position and how they will contribute to the project.

NOTES:

PART FIVE COLLECTIVE APPLICATION

1. Partnerships & Coordination

NOTES:

2. Leveraging Resources

NOTES:
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DoEes NoT
PARTIALLY
MEETS
PARTIALLY
EXCEEDS

MEET
EXCEEDS

O
O
O | Meets
O
O




PART FIVE (conT)

3. Value of Project Characteristics as National Model:

DoEes NoT
PARTIALLY
MEETS

MEET

PARTIALLY
EXCEEDS
EXCEEDS

O
O

(O | Meets

O
O

NOTES:

4. Integration of Project with Overall Strategic Approach:

NOTES:

PART SIX AUTHORIZED BY TRANSIT AUTHORITY

EXTRA CREDIT [] [CHecK IF APPLICABLE]

Note: This section should be used only if an application goes above and
beyond the expected limits, and can be considered "exceptional.”

YES []

NO []

EXPLANATION:
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6.1.2

Spreadsheets

6.1.2.1

city/state
Albany, NY
Alexandria, VA
Alexandria, VA
Ames, IA
Antioch, CA
Arlington Heights,
IL

Arlington, VA
Arlington, VA
Atlanta, GA
Atlanta, GA
Atlanta, GA
Austin, TX
Austin, TX
Bakersfield, CA
Bakersfield, CA
Baltimore, MD
Baton Rouge, LA
Bellingham, WA
Birmingham, AL

Birmingham, AL
Bismarck, ND
Boise, ID
Boston, MA
Boston, MA
Boston, MA
Boulder, CO
Bowling Green, KY
Brainerd, MN
Bridgeport, CT
Bridgeport, CT
Burlington, VT
Cambridge, MA
Cambridge, MA
Cambridge, MA
Carson City, NV
Charleston, SC
Charleston, WV

Charlottesville, VA
Cheyenne, WY
Chicago, IL
Chicago, IL
Chicago, IL
Cleveland, OH
Cleveland, OH
Cleveland, OH

Interested Parties Spreadsheet

organization

New York Department of Transportation
Virginia Railway Express

Multi Media Services Corporation

Iowa Department of Transportation

Tri Delta Transit

Pace

Arlington County Department of Public Works
Capitol Resources

FTA

Georgia Department of Transportation
Metropolitan Area Rapid Transit Authority
Capital Area MPO (CAMPO)

Texas Department of Transportation
Golden Empire Transit District

Golden Empire Transit District

Maryland Department of Transportation
Louisiana Department of Transportation
Whatcom Council of Governments
Birmingham - Jefferson County, AL
Birmingham Jefferson County Transit
Authority

North Dakota Department of Transportation
Idaho Transportation Department

Mass. Exec. Office of Trans. & Construction
Massachusetts Rehabilitation Commission
Metropolitan Area Planning Council

GO Boulder / City of Boulder

Community Action of Southern Kentucky
City of Brainerd/Crow Wing County

Greater Bridgeport Transit Authority
Greater Bridgeport Transit Authority
Chittendon County Transportation Authority
Cambridge Community Development Dept
City of Cambridge

FTA

Nevada Department of Transportation

SR Concepts

West Virginia Department of Transportation
Thomas Jefferson Planning District
Commission

Wyoming Department of Transportation
Chicago Land Bicycle Federation

FTA

Illinois Department of Transportation
Brokaw, Inc.

Greater Cleveland Regional Transit Authority
RTA
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population
95,658
128,283
128,283
50,731
90,532

76,031
189,453
189,453
416,474
416,474
416,474
656,562
656,562
247,057
247,057
651,154
227,818

67,171
242,820

242,820
55,532
185,787
589,141
589,141
589,141
94,673
49,296
13,178
139,529
139,529
38,889
101,355
101,355
101,355
52,457
96,650
53,421

45,049
53,011
2,896,016
2,896,016
2,896,016
478,403
478,403
478,403

climatic
zone
Zone 1
Zone 3
Zone 3
Zone 2
Zone 4

Zone 2
Zone 3
Zone 3
Zone 4
Zone 4
Zone 4
Zone 5
Zone 5
Zone 5
Zone 5
Zone 3
Zone 5
Zone 3
Zone 4

Zone 4
Zone 1
Zone 2
Zone 2
Zone 2
Zone 2
Zone 1
Zone 3
Zone 1
Zone 2
Zone 2
Zone 1
Zone 2
Zone 2
Zone 2
Zone 2
Zone 5
Zone 3

Zone 3
Zone 2
Zone 2
Zone 2
Zone 2
Zone 2
Zone 2
Zone 2

Xi



Columbia, SC
Columbus, OH
Columbus, OH
Columbus, OH
Columbus, OH

Concord, NH
Dayton, OH
Dayton, OH
Dayton, OH
Dayton, OH
Dayton, OH
Dayton, OH
Denver, CO
Denver, CO
Denver, CO
Dover, DE
Dubuque, IA
Ellicott City, MD
Erie, PA
Fairfax, VA
Fairfield, IA
Fargo, ND
Florence, SC
Frankfort, KY
Ft. Wright, KY
Gloucester, MA
Green Bay, WI
Gulf Port, MS
Harrisburg, PA
Hartford, CT
Helena, MT
Honolulu, HI

Houston, TX
Huntington, WV
Indianapolis, IN
Indianapolis, IN
Jackson, MS
Jackson, WY
Jackson, WY
Jacksonville, FL
Janesville, WI
Jefferson City, MO
Jefferson, LA
Johnsonburg, PA
Johnstown, PA
Juneau, AK
Kansas City, MO
Kansas City, MO
Knoxville, TN
Knoxville, TN
Knoxville, TN
Lakewood, WA

South Carolina Department of Transportation
Central Ohio Transit Authority
Columbus Ohio

COTA

Ohio Department of Transportation
New Hampshire Department of
Transportation

GDRTA

Greater Dayton Ohio Transit

Greater Dayton Ohio Transit

Greater Dayton RTA

Greater Dayton RTA

Greater Dayton RTA

Colorado Department of Transportation
FTA

Regional Transportation District
DelDOT

ECIA

Commuter Solutions of Howard County
Erie Metropolitan Transit Authority
Fairfax VA Dept. of Transportation
Iowa Department of Transportation
Metropolitan Council of Governments
Pee Dee Regional Transportation Authority
Kentucky Transportation Cabinet

TANK

Cape Ann Transportation Authority
Green Bay Metro Transit

Coast Transit

Pennsylvania Department of Transportation
CTTransit

Montana Department of Transportation
Hawaii Department of Transportation
Metropolitan Transit Authority of Harris
County

The Transit Authority

Indiana Department of Transportation
Indianapolis Public Transportation Corp.
Mississippi Department of Transportation
Southern Teutons

START Bus System

Jacksonville Transportation Authority
City of Janesville, WI

Missouri Department of Transportation
Jefferson Parish Transit Admin. / OCD
Area Transportation Authority

Cambria County Transit Authority
Alaska Department of Transportation
ATA

Kansas City Transportation Authority
Knoxville Area Transit

Knoxville Area Transit

Knoxville Transportation

Pierce Transit
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116,278
711,470
711,470
711,470
711,470

40,687
166,179
166,179
166,179
166,179
166,179
166,179
554,636
554,636
554,636

32,135

57,686

56,397
103,717

21,498

9,509

90,599

30,248

27,741

5,681

30,273
102,313

71,127

48,950
121,578

25,780
371,657

1,953,631
51,475
781,870
781,870
184,256
8,647
8,647
735,617
59,498
39,636
11,843
3,003
23,906
30,711
441,545
441,545
173,890
173,890
173,890
58,211

Zone 4
Zone 2
Zone 2
Zone 2
Zone 2

Zone 1
Zone 3
Zone 3
Zone 3
Zone 3
Zone 3
Zone 3
Zone 1
Zone 1
Zone 1
Zone 3
Zone 2
Zone 3
Zone 2
Zone 3
Zone 2
Zone 1
Zone 4
Zone 3
Zone 3
Zone 2
Zone 1
Zone 5
Zone 2
Zone 2
Zone 1
Zone 5

Zone 5
Zone 3
Zone 2
Zone 2
Zone 5
Zone 1
Zone 1
Zone 5
Zone 1
Zone 3
Zone 5
Zone 2
Zone 2
Zone 1
Zone 3
Zone 3
Zone 4
Zone 4
Zone 4
Zone 3

Xii



Lakewood, WA
Lakewood, WA
Lansing, MI
Laredo, TX
Lawton, OK
Lincoln, NE
Lincoln, NE
Little Rock, AR
Los Angeles, CA
Louisville, KY
Madison, WI
Midland, MI
Milwaukee, WI
Minneapolis, MN
Missoula, MT
Montgomery, AL
Montpelier, VT
Muncie, IN
Nashville, TN
Nashville, TN
New Haven, IN
New Orleans, LA
New Orleans, LA
New Orleans, LA

New York City, NY

New York, NY
New York, NY
New York, NY
New York, NY

New York, NY
New York, NY

Newark, DE
Newington, CT
North Little Rock,
AR

Oakland, CA
Oakland, CA
Oakland, CA
Oakland, CA
Oakland, CA

Oklahoma City, OK

Olympia, WA
Omaha, NE
Orange, CA
Orlando, FL
Painesville, OH
Painesville, OH
Philadelphia, PA
Philadelphia, PA
Philadelphia, PA
Philadelphia, PA
Philadelphia, PA

Pierce Transit

Pierce Transit

Michigan Department of Transportation
City of Laredo (Laredo Metro)

Lawton Area Transit System

Nebraska De