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What we know:
« Antiquated farebox

« Expensive to collect
revenue

“ » Most vulnerable population

| qgualify for free/discounted
( fares

. Discount
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Youth 5 through 17 | Fares&Passes

Children under 5 Free




Clipper Vendor Recruitment
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Who is Paying Cash on MUNI?

PAY WITH Custor_ners currently using
free or discount pass programs

CASH
12% to 14% | IR} 80,000
e | oy, 0 O

ETHNICITY

AGENCY IS INVESTING
$1 2 9 [ LIFELINE

= 2016
MILLION OF ITS \
OPERATING BUDGET IN

FREE MUNI PROGRAMS
IN CURRENT FISCAL YEAR.
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Source: Metropolitan Transportation Commission survey in 2014 about Clipper usage, SFMTA data



Fare Changes in the Forecast

September 2016:
« Monthly Pass increase
based on indexing

ffective
E 714147

January 2017:

« Cash Fare increase
based on differential

 Passports

« Some Monthly Passes
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July 2017:

« Single Ride

* Monthly Passes
« Paratransit Fare

January 2018:
« Passports



Savings of $0.25 on
single ride fares

Faster boarding
Multi system use
Convenient
Flexible
Secure




In-Reach




Phased Approach:
September 2016 to
January 2018

Blended Approach:
Marketing &
Customer Education

Community Partnerships

Ambassadors



Marketing

« Digital:
— SFMTA website
— Social media
— Digital ad buys
— Gov Delivery emails

e Print

— Interior bus ads
— Station banners
— Newspaper ads

* In-Person
— Ambassadors at partners events
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Thank you

Lulu Feliciano
Outreach Manager
701-4453
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