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Report No: 
Meeting Date: 

Alameda-Contra Costa Transit District 

STAFF REPORT 
TO: Operations Committee 

AC Transit Board of Directors 

FROM: David J. Armijo, General Manager 

SUBJECT: Clipper Program Quarterly Update 

BRIEFING ITEM 

RECOMMENDED ACTION(S): 

Consider receiving Clipper Program Quarterly Update. 

EXECUTIVE SUMMARY: 

14-252 
December 10, 2014 

This is a quarterly status report on Clipper participation and outreach activities for the period, 
July through September 2014. The volume of quarterly Clipper tags continues to steadily 
increase, as does the market penetration rate. Development of the UC Berkeley Clipper 
integrated Class Pass is underway and will significantly boost Clipper ridership. Staff is actively 
engaged in planning a significant expansion of the retail network, which includes review and 
consideration of strategies employed in other metropolitan areas. During the quarter, several 
marketing efforts addressed Clipper youth participation, and a more wide-reaching marketing 
campaign, focused on low-income and cash-paying customers, will extend through the end of 
the fiscal year. 

BUDGETARY /FISCAL IMPACT: 

There is no budgetary or fiscal impact associated with this report. 

BACKGROUND/RATIONALE: 

Clipper Usage 

Clipper use on AC Transit continues to increase with 4,872,985 tags recorded for the quarter, 
17% higher than the similar quarter last year. Similarly, the nine-month total for calendar year 
2014, at 14.3 million, represents a significant 15.8% increase over the first nine months of 
2013. 

Historically, penetration rate has continued to steadily increase over the past several years, as 
reflected in the chart on the next page. The weekday market penetration rate for AC Transit 
reached an all-time high of 36.9.6% in July and 35.2% in September; the dip in August resulted 
from a sharp spike in overall ridership, with no corresponding jump in Clipper participation. 
This pattern is similar to that of 2013. 
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E-Cash 

Product 

AC Youth Local (31 day rolling) 

AC EasyPass 

AC Adult loca l (31 Day Rolling) pass 

BART to AC Travel Token 

AC Senior/Disabled Local Monthly Pass 

AC Transit Service local Travel Token 

AC Adult TransBay (31 Day Rolling) pass 

ACT Day Pass Accumulator- Adult- NEW 

ACT Day Pass Accumulator - RTC -NEW 

ACT Day Pass Accumulator- Youth - NEW 

ACT Day Pass Accumulator- Seniors- NEW 

AC Transit Service Trans Bay Travel Token 

VTA to AC One use Travel Token 

VTA Express ECO pass - NEW 

GGT to AC One use Travel Token 

AC employee pass 

Sam Trans to ACT One Use Travel Token 

Cal train to ACT One Use Travel Token 

TOTAL 

Jul Aug 

552,015 539,331 

119,173 125,847 

214,558 206,498 

211,299 207,363 

92,591 94,778 

296,684 298,532 

3,018 2,870 

46,911 44,093 

17,284 18,001 

3,507 3,820 

3,621 3,606 

1,071 1,081 

2,190 2,122 

3,390 3,122 

2,222 2,345 

533 469 

129 117 

33 24 

13 5 

1,570,242 1,554,024 

Clipper Penetration Rate 
2010-2014 
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Sep 2014 YTD 

559,071 4,387,822 

252,354 1,782,658 

242,466 1,912,899 

222,288 1,794,444 

97, 780 1,099,131 

292,414 2,336,951 

2,706 435,458 

46,039 405,076 

17,497 52,782 

3,357 10,684 

3,646 10,873 

944 3,096 

2,100 15,773 

3,107 28,964 

2,406 18,162 

412 3,766 

109 982 

22 391 

1 93 

1,748,719 14,300,005 
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UC Berkeley Class Pass-Potential Boost to Penetration Rate 

Prior Clipper update reports discussed a potential 4 million tag increase that is expected to 
result from the conversion of the UC Berkeley current "flash pass" function on their student ID 
card. Exact ridership data is not available due to the limited functionality of the existing card, 
but is estimated based on studies conducted both by UC Berkeley and AC Transit on 
transportation patterns and bus-riding behavior. 

Both UC Berkeley and AC Transit are interested in moving the Class Pass to Clipper in order to 
determine actual ridership, reduce fraud, and increase efficiencies, a transition included in the 
current agreement between the entities. A collaborative project among AC Transit, UC 
Berkeley, the Metropolitan Transportation Commission, and Cubic has been launched; while 
the implementation date is not yet determined, the transition could take place as early as the 
fall semester of 2015. 

The cost of Clipper tags and resulting cost of this conversion has been raised by the Board in 
prior staff report discussions. The average cost of a Clipper tag varies between 1.3 and 1.6 
cents depending upon the accumulated volume of tags for the year; the cost for 4 million 
additional tags related to this program would be approximately $51,000. 

Youth Outreach & Marketing Activities 

Marketing staff have engaged in multiple outreach efforts aimed at youth Clipper participation. 
In August, a youth Clipper flyer and mail-in applications were included in the City of Oakland's 
annual backpack distribution {500 were distributed). In September 2014, an email distribution 
was made to all primary contacts of middle and high schools in the District's service area. A 
similar mailing went out to those same middle and high schools with hard copies of the flyer to 
place at the schools along with copies of the youth applications. All of these communications 
included brochures or flyers with applications in English, Spanish and Chinese. 

During community outreach events in September and October, and on an ongoing basis, a 
Clipper outreach kit that contains copies of the youth applications (among other Clipper-related 
materials) is available to the public. A recently developed Clipper retail vendor brochure, listing 
locations throughout the District's service area, will be stocked on buses in late November and 
early December, and a BRT line-specific vendor brochure is now available at the BRT community 
office. 

A substantive Clipper marketing campaign, utilizing Transit Performance Initiative (TPI) funding, 
will be launched in the coming months and will extend through the end of the fiscal year. The 
campaign will include: 

o Audit and review of Clipper data for benchmarking and growth opportunities 
o Peer review of Clipper card marketing "best practices" from other agencies 
o Messaging targeted to specific audiences 
o On-board, at-stop, and digital external communications 
o Incentive opportunities for existing retail vendors 
o In-person outreach with street teams 
o Audience-specific promotions 
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Retail Vendor Network 

District staff is actively engaged in a strategic process of identifying specific target areas for new 
vendors, particularly in low-income, under-served, and high boarding areas. Within the next 
month, Cubic will be presented with a prioritized list of specific "block groups" for Cubic to 
canvass and recruit vendors. The District currently has 100 vendors, with an additional 
allotment of twenty that can be added and supported by Cubic. In addition, staff are working 
with MTC and Cubic to increase that number originally allocated for Alameda and Contra Costa 
Counties. 

Retail Strategies of Other Similar Jurisdictions 

Staff researched several other areas and transit districts, some utilizing similar Cubic products, 
to compare strategies to increase retail access to obtain and reload smart cards, especially by 
low-income and cash-paying customers. As outlined in Attachment 1, data on retail networking 
and availability were gathered and documented for Los Angeles, Miami, Houston, San Antonio 
and Seattle, all with significant low-income populations. Given the range of technologies in 
those areas, and the uniqueness of the Clipper system (one of the first smart card programs in 
the country), a solution or strategy in other jurisdictions that would fit with the current Clipper 
technology and Ticket Vending Machine (TVM) availability is difficult to identify. For example: 

• Houston, with 300 retailers, sells only pre-loaded cards, while their buses have reloading 
machines on them (for cash only). 

• Los Angeles, while probably the closest in program attributes (Cubic projects) and a 
similar demographic, but much larger, now has only 400 vendors, after losing a large 
chain of 500. 

• Miami-Dade has only 25 more retailers than the District, for twice the ridership, 
although their service area is less than the District's. 

• Seattle, while slightly higher in the number of outlets per rider, actually has significantly 
fewer outlets considering their operating area. And, since their system includes light rail 
and ferry, TVMs are more available. 

• San Antonio provides less accessibility and sells only pre-loaded passes. 

Compared to the areas surveyed, the District compares favorably in terms of 1) the number of 
outlets per 1 million riders, and 2) the number of outlets per square mile. However, the reality 
is that more than 60% of the District's customers are not using Clipper, which is the challenge 
for both the current and next versions of Clipper. 

Inter-Agency Transfers 

A question about the status of inter-agency transfer agreements was raised during a prior 
presentation. Reciprocal regional transfer agreements are mandated by the State, and Clipper 
inter-agency business rules generally mimic long-standing agreements used with pre-Clipper 
products. Discounts vary widely among the different operators, so the subject of streamlining 
and unifying the actual agreements among the Clipper agencies is currently under study and 
discussion by a Clipper planning committee from representative agencies. The goal is to 
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provide a more consistent and less confusing customer experience for travel throughout the 
region. Formal recommendations will be forthcoming from this committee. 

ADVANTAGES/DISADVANTAGES: 

This report is being provided to inform the Board of Directors of the activities and usage of the 
Clipper program. 

ALTERNATIVES ANALYSIS: 

This report does not recommend an action. 

PRIOR RELEVANT BOARD ACTIONS/POLICIES: 

None 

ATTACHMENTS: 

1: Smart Card Retail Availability- AC Transit vs. Other Similar Operators/Areas 

Executive Staff Approval: 

Reviewed by: 

Prepared by: 

Tom O'Neill, Acting Chief Information Services Officer 

Michele Joseph, Director of Marketing & Communications 

Victoria Einhaus, Customer Services Manager 
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I 

TRANSIT 
OPERATOR 

ACTransit 

(Cubic) 

VIA 

Metropolitan 

Transit 

Metrolink 

(Cubic) 

Miami-Dade 

Transit 

MTA of Harris 

County 

King Country 

Metro/ORCA 

(ERG/Cubic)) 

SMART UARD RETAIL AVAILABILITY-- AC TRANSIT VS. OTHER SIMILAR OPERATORS/ AREAS 
svc. #lOUiTLEiTS 

~NUAL ~NNU~L MFA PER1MIL 

SERVrCE ARB\ RIDERSHIP RIDERSHIP SQUARE # ~NU~L 

lAREA 111fODES POPUIATrON fALL MODES BUS MILES BUS(S WHERE TO BUY # RETAIL OUTLETS RIDERS 

Alameda/ Bus l.S mil S4mil S4mil 364 S76 Customer Service 100 full retail outlets 1.8S 
cc Centers, AVMs, Plus e-Cash loading 

Counties retailers, BART (e- availability at BART 

cash), online, stations & AVM locations 

autoload, phone & full service Customer 
Service Center 

San Bus 1.7mil 50.8mil 50.8mil 1,213 442 Online/on bus 60 -- Preloaded passes only 1.18 

Antonio Mag Stripe Only/No 

Smart Card 

31-Day & Day Passes 

only 

LA Bus, light 8.6mil 465 mil 352mil 1513 1868 retail locations, 0.65 

rail roving sales 400 

locations, Ace Cash Express, 

vending machines Continental Currency 

Services, Inc., and selected 

Ralphs California check 

cashing stores 

Miami Bus, rail, 2.5 mil 107.3 mil 77.9 mil 308 692 Online, outlets 125 + 5 rail/transit stations 1.21 

mover 

Houston Bus, light 3.5 mil 81mil 65.5mil 1285 769 Transit center, 400 including 4.94 

rail, taxi online, retailers, several chains 

load on bus, rail 

stations Sell only pre-loaded cards; 

not reloadable at these 

locations 

Buses have reloading 

machines on them for cash 

only 

Seattle Buses, 2mil 120mil 95.6mil 2,134 909 Transit centers, park 33TVMs 1.32 

trains, light and rides, rail & light 

rail, ferry rail stations, retailers 125 retailers (2 large 
chains- -QFC & Safewavl 

#OUlii!ETS 

PERSQii.I~RE 

MILE 

0.27 

0.05 

0.26 

0.42 

0.23 

0.07 
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