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Evolving and Growing the Pilot Program

Concept to Reality Foundational Program Grow the Program:

(Phase 1: Done) Structure and Initial Increase participation

- Establish policy Rollout and reach
framework (Phase 2: Done) (Phase 3: Continuing and New)

* Transit agency support - Set up system infrastructure, - Consistent discount and agency
I GE RG] administrative processes participation

* Subsidy program by .

Targeted marketing and outreach
MTC and operators * Customer roll out

* Remove barriers to sign up
* Pilot evaluation

* Continual process improvements
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Applying the Pillars of MTC’s Equity Platform

&

Define and
Measure

Establish'Goals
and Metrics

Evolving and Growing
the Program

Listen and Focus and Deliver
Learn
Co-create Partner and.Execute
We Are Here
Applying Stakeholder Program
Feedback to Implementation

“Phase 3”

Train and
Grow

Use results'to'improve
future policy
and programs

Phase 3 Assessment






Clipper START Customer Statistics

Through November 2023

Applications Program Active

Submitted Enrollees Program users

29K Total 25K Total 9K Toial
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Factors Contributing to Driving Uptake

Strategies Being Advanced

NEW

Clipper-wide
transit agency
participation &
50% discount

Continuing
Marketing and
Outreach Efforts:

e Equity Priority Community
geographic targeting

e Multilingual marketing
NEIEELS

Other Factors
e Post-COVID reopening

¢ Increased transit
ridership




Marketing and Outreach

Continue effective campaign with

input from marketing assessment

Improved coordination with transit
operators

Contract with community-based
organizations

Develop new resources such
as videos
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Exploring Customer-Focused Strategies

Cross-Cutting Challenges in Internal Means-Based
Means-Based Policies/Programs Agency Coordination
* Reaching Eligible Residents * Regional Survey Results — Spring 2024

* Transit Passenger Snapshot Survey:
Passenger habits, riders’ demographics,

Self-Verification frequency of trip-making, trip purposes

* Travel Diary Study

Auto-Enrollment (with customer consent)

Marketing
* Unified Benefits Portal — On-going

Eligibility Threshold * One-stop-shop customer application for

MTC'’s transportation benefit enroliment

Product Improvement: Fare Policy
* Technical Analysis — January 2024 to

Engagement summer 2024



Range of Options Technical Analysis
for Each Strategy: e N\ / \ / \

Preliminar =
e y ._‘-. u
Assessment N I, ®)
_— Auto-enrollment Self-verification Eligibility Threshold (ET)
How will this strategy .
Enrollees in partner . . Lo .
impact: programs are enrolled Simplified eligibility ET income level
intp Clipper START verification process adjustment; ET
* Ease for customer g\g:‘ts*;;l;)smmer S BoEE definition

use and participation

« County level (e.g. Automated Verification | | « [ncome level amount

[Fresh )
rate? CalFresh) ¢ Community Based * Federal Poverty Level vs.
* State level (e.g. Medi- Organization (CBO) Peer Area Median
i ?
Subsidy Needs: Cal) Verification Income (County)
* Transit Peer Agency S
Regulatory Programs (e.g. SFMTA  Open Self-Verification
challenges/authority? Liteline) (Honor System)
* Automated cross-
Timelines and cost? enrollment among MTC
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* Program monitoring

* Continuous improvement in marketing and outreach efforts

* Spring/summer findings from survey and technical analysis — to inform Program

Enhancements
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