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Fare & Advertising Revenue 
 

 

 

Tempo Line 1T Outreach and Launch Activities 

Outreach & Community Communication 
• Members of the BRT Outreach Team played a key role supporting the launch of Tempo.  Team 

members distributed safety information to non-riders, including the mailing of 6,500 multilingual 
brochures to 130 community-based organizations along the corridor.  By leveraging their trusted 
relationships with policymakers and stakeholders the team successfully deepened the Distr ict’s 
reach into the community and to non-English speaking riders, merchants and residents, in 
particular. In November 2020, the Outreach Team officially (and successfully) completed its 
mission. The BRT Outreach Team was demobilized; the BRT Information Center in the Fruitvale 
was officially closed; and staff began archiving all materials from the BRT project website.  The 
closeout was accomplished in coordination with staff from Legislative Affairs & Community 
Relations, Marketing & Communications, Customer Services, Print Shop, Facilities-Maintenance, 
Real Estate, Information Services, and the BRT Project Team at 66th Ave.  The Departments of 
Legislative Affairs & Community Relations and Marketing & Communications now coordinate 
efforts to engage communities along the Tempo route. 
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Interagency Coordination 
• Partnered with the City of Oakland to humanely and temporarily relocate an unhoused resident 

encamped at the BRT’s Northern Layover so a safety/crash barrier could be installed.  The barrier 

now protects Tempo bus operators using the modular restroom located at the corner of Castro 
and San Pablo. 

• Members of the BRT Outreach Team delivered an update on Tempo to the Oakland Bicyclist & 
Pedestrian Advisory Commission’s (BPAC) Infrastructure Committee.  Several questions were 
answered about the system’s design and operation, with a well-received offer to sidebar about 

any specific technical questions the committee may have. 

Internal Coordination 
• Led multi-departmental coordination and execution of a month-long, community-wide effort to 

notify the community that cameras on Tempo coaches would be used to enforce illegal parking 
in the system’s bus only lanes.  A report to the California Legislature, required by statute, 
memorialized the many actions taken by the District to successfully implement the program.  As 
a result of these efforts, very few parking citations were issued when service began on August 9, 
and no vehicles were towed. 

 

 

• Collaborated with Legal, Security Services, and Information Systems to develop Board Policy No. 
411: Tempo Platform Camera Use Policy.  The policy serves as an important framework for how 
the District uses the cameras to protect AC Transit riders and property. 
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• Partnered with Security Services and MARCOM to develop Tempo BRT bus lane enforcement 
and fare compliance strategies that prioritized community education over monetary fines and 
citations.  This approach has further ingratiated our riders to the District and the exciting new 

Tempo BRT system. 

• Partnered with Maintenance to conceive and create Tempo coach and station platform signage. 

The Print Shop recommended materials and Maintenance and Marketing staff met on-site to 
test new decals and approve placements. 

 

Rider & Stakeholder Communications  
• The BRT Outreach Team prepared the community for the start of Tempo service by: 

o A press release to alert the community that cameras mounted on Tempo buses will be used 
to enforce parking in the bus only lanes.   

o Multiple social media posts and eNews to the project’s list of over 5,000 subscribers.   
o Distribution of a multilingual advisory by the Outreach Team and Sheriff’s deputies; and  

o A mailing of 500 copies of the advisory to merchants where illegal parking was most 
prevalent.  The notice urged businesses, their employees, customers, and delivery truck 
drivers to avoid parking in the bus only lane. 

• To reach AC Transit’s line 1 riders with news of substantial changes to their bus service, EAMC 
mounted a robust, multi-lingual outreach effort comprised of both AC Transit staff and 

ambassadors from an outside vendor. This was no easy task during the middle of a pandemic, 
with the need for extensive training in COVID-19 safety protocols and procuring and supplying 
PPE. Marketing also created a brochure “service guide” to help riders ease into the changes. This 

printed piece was created in four versions: English, Spanish, Chinese and Vietnamese. EAMC 
staff coordinated the outreach effort, including training, packing and distributing PPE bags with 

relevant Tempo materials and filling gaps and missed shifts in the schedule in real time. Overall, 
we spent nearly 400 hours talking with riders, filling more than 50 shifts over a two-week period 

in August.  

• Tempo was free to riders for 90 days after launch, but starting November 9, riders would begin 
paying Tempo fares. Since Tempo payment is different than any other AC Transit line, rider 
education was critical. To communicate how to pay Tempo fares, AC Transit marketing staff 
created a number of materials. These included a comprehensive brochure printed in 4 

languages, rail hangers in all Tempo buses, station signage, a video shared widely on social 
media, and other tactics like eNews. The most important tactic, however, was a 7-day outreach 
effort aimed at meeting riders on the platforms and on buses to distribute brochures and teach 
riders how to use the TVM and answer questions. Using an outside agency, we provided 225 
hours of outreach to Tempo riders. 
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COVID-19 Response 

reNEW  
• Launched the reNEW Plan, a comprehensive COVID-19 action plan which uses approachable 

language to inform our riders and the general public about important precautions and 

commitments AC Transit has taken to keep the East Bay safe and healthy during the COVID-19 
pandemic. 

• When the pandemic was declared, AC Transit responded with a comprehensive communications 
and engagement campaign that mobilized all existing assets including bus stops, bus shelters, 
Tempo Line 1T stations, transit hubs, and customer service, plus our entire fleet, the Divisions 
that house them, and all digital communication platforms. Our objective was to nurture trust, 
provide transparency, and engage in ongoing social listening and public education, aligned with 
guidance from public health officials. The campaign included the creation of designated artwork 

that incorporated AC Transit’s primary brand colors to foster affinity while counting on brand 
recognition to ensure easy absorption and theme-based messaging. Hashtags and taglines, 
including #ACTransitStrong, were created to foster engagement and better evaluate results. 

 
The strategies implemented for this tri-lingual campaign included: 

o Website carousel, email marketing, service alerts, news article and web pages, organized 
and illustrated by topics such as: No Fare Collection, Social Distancing, Rear Door 
Boarding, Customer Service Center, Passenger Limits, Community Resources, Onboard 
Installation and others 

o At-stop signage, including tri-lingual notices, flags and signs 
o Onboard Public Service Announcements 
o Curated social media content, artwork and customer education about operational 

changes, plus participation in national actions such as the American Public Transportation 
Association’s (APTA) “Sound the Horn” campaign to honor transit workers working on the 
frontlines during the COVID-19 crisis. 

Highlights and key metrics from the campaign are as follows: 
o 700 car cards created and installed behind the operators’ seats. 
o 2,000 ad cards created and installed along the interior and back of the buses containing 

information about service changes and face covering requirements. 
o The printing and installation of over 2,000 large flyers about social distancing guidelines.  
o Hundreds of multi-lingual decals installed on the livery pertaining to rear door boarding, 

the suspension of fare collection installed, and rider capacity limits. 
o Thousands of handrail hangers were printed informing the public about free testing sites 

and planned August service changes. 

o Thousands of flags, bags, schedules, and temporary suspension decals were created 
informing the public about emergency and planned service changes in March and April, 
followed by service restorations in August, and impacts to supplementary school service.  

o More than 250 signs were installed at high ridership stops regarding face mask 
requirements. 
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o Flyers attached to poles alerting the public about emergency operations and modified 
service. 

o Hundreds of flyers were attached to poles alerting the public about emergency 

operations and modified service. 

Interagency Coordination  
• Staff from Legislative Affairs & Community Relations and Accessible Services participated on the 

Center for Independent Living’s panel, Shifting Gears: How Bay Area Public Transit is Adapting to 

COVID-19 with Accessibility in Mind.  Other agencies represented on the panel included SFMTA, 
BART, Amtrak and Seamless Bay Area.  The panel’s goal was to give transit agencies the 
opportunity to share their strategies for making public transit safe by reducing the spread of the 
COVID-19 virus with accessibility in mind.  District staff highlighted our reNEW plan and efforts to 
implement the Bay Area: Healthy Transit Plan, in addition to our participation on MTC’s Blue 

Ribbon Task Force.   
 

Advocacy and Outreach 
• Crafted and submitted several letters to state and federal policymakers requesting additional 

emergency funding, affirming transit operators as essential workers, and echoing a call from the 
Amalgamated Transit Union (ATU) to ensure that- immediately following vaccination of the 
state’s healthcare workers- transit, paratransit, and school transportation workers are inoculated 

alongside other essential workers. 

• After Congress passed the Coronavirus Aid, Relief, and Economic Security (CARES) Act, staff 

engaged a variety of community based organizations (CBOs), spanning the gamut of 
constituencies, to submit letters and public comment at meetings of the Metropolitan 
Transportation Commission in support of the funding allocations recommended by the Blue 

Ribbon Task Force to AC Transit.  These efforts helped deliver over $114 million in CARES Act 
funding to the District. 

• Between July and December 2020, the LACR team participated in 35 virtual townhalls, briefings, 
webinars, presentations and other meetings regarding COVID-19.  Since the pandemic was 
declared in March the team has participated in nearly 160 such events, gathering and reporting 
critical information back to District leadership about the virus’ spread, updated health orders, 
vaccine development and rollout, school re-openings and more.  Importantly, many of these 
venues provided opportunities for staff to advocate for the immediate inoculation of AC Transit 
workers alongside essential workers. 

• Engaged school board members, city councilmembers and other elected officials to clarify school 
reopening plans so the District could restore supplementary service. 

• Successfully petitioned the Federal Motor Carrier Safety Administration (FMCSA) to “pause,” 
until the COVID-19 pandemic significantly subsides or is resolved, the regulation pertaining to 
the DMV’s 10-test minimum requirement.  This has allowed the District’s commercial driver’s 



Attachment #1 SR 21-380 

 
 

External Affairs, Marketing & Communications Department Activity Report FY2021   10 

license examiners to retain their driver testing and certification credentials through 2021 so that 
new operators and mechanics can be licensed to drive buses. 

• Supported community awareness about the Coliseum Vaccination Site and free shuttle service 

by sending notices to elected officials and requesting they share information with their 
constituents. 

Rider Communications 
• The wide-reaching effect of COVID-19, coupled with shelter-in-place orders and ongoing 

demonstrations in our service area, created systemic service challenges.  In response, the 
communications team launched a COVID-19 Impact Messaging Campaign.  The campaign, rolled 

out with minimal time for planning and preparation, addressed these challenges using every AC 
Transit asset and platform at our disposal.  The fast deployment provided critical information to 
our riders, verified AC Transit as a trusted and reliable lifeline and transit provider, and led to 
steady social media growth despite the pandemic-induced downturn in ridership. 

COVID-19 Communications:  Social Distancing Changes 
• Goal:  Update existing communications regarding six feet social distancing requirement changes 

to three feet.  Inform riders of up-to-date federal guidelines in place, in addition to, AC Transit’s 
reNEW Health & Safety initiatives.  

• Strategy & Tactics:  Ad Cards, Car Cards, eNews Alerts, Decals on Bus Exterior & Interior, 
Homepage Carousel link to dedicated Webpage, Map Case Signage, Social Media Posts, STC 

Pylon Displays 

• Results:  Installed bus exterior decals with updated passenger loading capacity charts on entire 

fleet district-wide; in total, approximately 3,000 pieces of signage (designed, translated and 
printed) were visibly and widely distributed to inform riders of the newly relaxed restrictions.  
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Leading the Way to a Zero Emission Future  

AC Transit has 
been building a 
position of 
leadership in the 

“zero emission” 
segment of 
public transit for 
over 18 years. 
As we embark 
on the pathway 
to a 100% 

emission-free 
fleet, it has 

become clear 
that we cannot 
keep up the logistics and additional cost of segmenting the ZEB fleet into a separate livery.  An 

updated design has been developed that integrates attributes of our local and Transbay services, 
while introducing familiar aspects of the ZEB vehicle designs. When we meet our zero-emission bus 

goal, this will be the livery of our entire fleet. 

• EAMC staff supported development of the District’s Zero Emission Rollout Plan.  The Plan is a 

requirement of CARB’s Innovative Clean Transit (ICT) rule, which mandates that the District 
operate a 100 percent zero-emission fleet by 2040. 

• EAMC staff has developed a preliminary outreach plan for the District’s broader zero emission 
program to key stakeholders, including policy makers, funders, regulatory agencies, industry 
counterparts, community-based organizations, and the public. While AC Transit has been a 
leader in the zero-emission transit for 20 years, its successes are not widely known.  Promoting 
our achievements and current initiatives will elevate AC Transit’s profile and likely make it more 

competitive for funding. 

Materials to support this program continue to be developed. The established tagline “Leading the 
way to a Zero Emission Future” has been integrated to the extent possible for applications of 

program materials. 

Knowing that the ZEB team has a high visibility in sharing knowledge and representing AC Transit 
when participating in virtual events, branded Zoom/Teams backgrounds have been developed to 
share with staff and ask that they use them in all ZEB-related virtual meetings. 
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Custom decals have been designed and installed to brand the 

dispensers at the new D2 station. These correspond with the look of 

both the fuel cell dispensers and battery chargers at D4.  

 

In preparation for putting 

the 60’ New Flyer ZEB in 

service, campaign creative 

and tactics have been 

developed, including a 

custom paper bus model, 

which will be produced by 

the print shop. 
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Federal and State Legislative  

Advocacy Across the District  
• Staff worked with the Board of Directors to pass a resolution demonstrating with support of the 

values and principles of the Black Lives Matter movement.  In a show of public support for social 

and racial justice causes, the District displayed “Black Lives Matter” on buses across the entire 
service area through the end of 2020. 

 

 

• Collaborated with other Bay Area transit providers to identify shared legislative priorities in 

2021.  The meetings included identifying Bay Area priorities for a federal infrastructure package, 
potential principles for developing a regional project list, and the possible return of 

Congressional earmarks. 
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• Updated and secured Board approval of the District’s 2021 State & Federal Advocacy Program, 
which provides guidance for the District’s advocacy activities in Washington, D.C. and 
Sacramento. Special emphasis on securing new emergency and stimulus funding to address the 

impacts of the COVID-19 pandemic on the District’s budget, operational capacity, and to support 
local economic recovery.  

• Provided community relations planning and support, including community and partner meetings 
and communications, to the Planning Department’s project manager assigned to the Dumbarton 
Corridor Project.  The project is funded by an Individuals with Disabilities Education Act (IDEA) 
grant, which provides federal funding for the education of children with disabilities. 

• Participated in the My Eden Voice (MEV) Listening Session Report Out. MEV is a community 
group that advocates for resources and attention to residents in the unincorporated 
communities of Ashland, Cherryland, and San Lorenzo. AC Transit serves riders from these 

communities on Lines 10, 28 and 93.  This is an area that is disproportionately represented by 
immigrants, Black and Brown populations and low economy individuals. These meetings were 

attended by Supervisors Miley and Chan and/or their staff, along with community-based 
organizations and area residents. 

• Participated in a PilotCity Project Mentorship rapid networking event with six teams of high 
school students from Alameda and Contra Costa Counties.  Participation was in-kind and non-
monetary, with the primary focus and contact with students from San Leandro and San Lorenzo. 

• LACR engaged a public education consultant to assist with the development of a comprehensive 
outreach plan for a potential revenue measure in the next election. This public education plan 
will be critically important in guiding our efforts to cultivate the relationships and communicate 
the accomplishments and needs of the District we seek additional revenues for the District’s 
capital projects and operations, particularly while it is recovering from the long-term impacts of 
the pandemic. 

• In 2020 we again encouraged our riders, as we have in every election year, to exercise their 
Constitutional right to vote!  Through a combination of onboard messaging, social media, 
eNews, website updates, and more, we urged District staff and our riders to register to vote by 
October 19 and cast their ballots by November 3. 
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• Staff from Legislative Affairs & Community Relations coordinated with the Oakland Athletics, 
Metropolitan Transportation Commission (MTC), and the Alameda County Public Health 
Department to help “Get out the Vote” in November.  The A’s provided 3,000 KN-95 face masks 

and 1,300 Clipper cards, each loaded with a one-day local pass, to residents of local shelters, RV 
sites and homeless encampments so that lower-income Alameda County residents could safely 
cast their ballots on or before Election Day.   

Federal Advocacy 
• Successfully petitioned the Federal Motor Carrier Safety Administration (FMCSA) to “pause,” 

until the COVID-19 pandemic significantly subsides or is resolved, the regulation pertaining to 

the DMV’s 10-test minimum requirement.  This has allowed the District’s commercial driver’s 
license examiners to retain their driver testing and certification credentials through 2021 so that 
new operators and mechanics can be licensed to drive buses. 

• EAMC was actively involved in the regional campaign to have every county resident complete 
the 2020 U.S. Census.  The campaign included a board resolution in support of the 2020 Census, 
a dedicated webpage and carousel on the AC Transit website, weekly messaging on District 
social media pages from April to October, messages in Gillie rooms at all Divisions and on the 
pylons at the Salesforce Transit Center. 

• Advocated for economic recovery efforts that aided public transit, including sending letters to 
the House Transportation & Infrastructure Committee urging inclusion of a Zero Emission Bus 
Program in the $1.75 billion INVEST in America Act, and to our congressional delegation 
supporting infrastructure funding included in the $1.5 trillion Moving Forward Act.  Also 
advocated with Senate Banking Committee members to increase Low-No Bus Deployment 
Program funding in Surface Transportation Reauthorization (STR).  

• At the request of Director Beckles, sent a letter in support of S.B. 4278 / H.R. 7389, the 

“Freedom to Move Act.”   

State Advocacy 
• Composed and submitted “Report to the California Legislature on Automated Parking 

Enforcement in the Tempo Bus Rapid Transit System’s Bus Only Lanes.”  The report was required 

by Senate Bill 1051 (Hancock), signed into law in 2016, and authorizes AC Transit to use forward-
facing cameras on coaches to enforce through video imaging parking violations occurring in the 

Tempo BRT system’s bus only lanes.   

• Composed and sent letters on behalf of the District to Assembly Member Friedman and Senator 
Gonzalez congratulating them on their appointments as Transportation Committee Chairs in 
their respective chambers.  The letters summarized the impacts of the pandemic on our 
operations and encouraged the chairwomen to partner with us to help save public 
transportation while meeting our state’s mobility, social equity and climate goals.  

 



Attachment #1 SR 21-380 

 
 

External Affairs, Marketing & Communications Department Activity Report FY2021   17 

  
 
• Collaborated with Assemblyman Bill Quirk, the District Secretary’s Office and General Counsel to 

advance Assembly Bill (AB) 784, which proposes several amendments to Transit District Law 
intended to update, streamline and provide additional flexibility to the District in providing 
transportation services to the public. 

Zero-Emission Bus Support  

• Partnered with Alameda CTC, SPUR and Assemblyman Rob Bonta to introduce legislation that 
will increase equitable access to transit, reduce traffic congestion, and combat greenhouse gas 
emissions on the Bay Bridge corridor.   

• LACR continued its advocacy for zero emission deployments in a letter from the General 

Manager to state legislators supporting SB 288, provided a letter from the General Manager to 
state legislators supporting AB784 partially exempting zero emission bus purchases from state 

sales tax (signed into law 10/19);  
o Providing comments during CARB’s Heavy-Duty Low Emission Omnibus regulation that 

would give the CARB Executive Officer discretion to allow the District to procure diesel 
buses that might not otherwise be available during our transition to zero-emission. 

o Collaborated with CALSTART and the Zero Emission Bus Coalition to compel the CEC to 

expand eligibility of a grant to better accommodate larger transit agencies, thereby 
making the District eligible for an additional $20M in infrastructure grant funding. 

o Continued our advocacy with state policymakers to provide additional funding for the 
District’s zero emission program.  This includes participating in CALSTART lobby days to 
support state Sen. Hertzberg’s $100 billion recovery plan. Separately, staff submitted 
letters to state legislators requesting additional clean transit funding in the Greenhouse 
Gas Reduction Fund (GGRF) appropriations and infrastructure needs, and a letter to 

Governor Newsom requesting that he prioritize zero emission bus funding in his 2020 
budget proposal. 

o Provided a support letter for National Renewable Energy Laboratory (NREL) Heavy Duty 
H35 H2 fueling proposal with the Department of Energy (DOE). 
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• Zero Emission Bus Program Legislative Matters and Advocacy 
o Contributed to draft of Zero Emission Transit Bus Technology Analysis (ZETBTA)  
o Contributed to draft of ZEB Rollout Plan 

o Worked closely with the California Transit Association and the California Air Resources 
Board to secure regulatory relief from an emissions control equipment warranty that 
would have cost the District an additional $30-35K per vehicle ($1.5M for next diesel 
procurement). 

o Drafted comment letter on changes to HVIP program requesting public transit set aside, 
increased fleet voucher caps, and modifications to vehicle eligibility 

o With CALSTART Zero Emission Bus Coalition, met with Assembly Budget Chair Phil Ting’s 

office advocating for “early action” on Green House Gas Reduction Fund (GGRF) funding 
allocations, as disbursements were held from previous fiscal year due to uncertainty 
around cap-and-trade auction proceeds 

• Developed a comprehensive outreach plan to promote Clean Air Day, which celebrates the 

power of individual action to improve air quality in California.  AC Transit staff recruited partner 
agencies to participate, embarking on a social media campaign that included a rider contest, 
posting car cards, and drafting a Clean Air Day resolution that was adopted by the AC Transit 

Board of Directors. 

Local/Regional Policy 
• In Berkeley, successfully advocated for the elimination of parking minimums and creation of 

parking maximums citywide for new developments, with accompanying transportation demand 
management (TDM) requirements. 

• 2020 saw a great deal of turnover among important policy makers and leaders of key 
stakeholder organizations, as well as the re-election of influential members of our delegation.  
LACR drafted congratulatory letters for approximately 170 policy makers and a variety of 
Executive Directors and CEOs of key organizations. 

• Initiated negotiations with property owner to continue service at Hilltop Transit Center.  Despite 
Hilltop Mall being closed, this is a key service location due to the large transit-dependent 

population being served. 

• Monitored and participated in the Fremont Mobility Commission, which aims to address growing 
traffic congestion, transportation concerns by residents and priorities for multimodal 

coordination as the city continues to grow. 

• EAMC was actively involved in the regional campaign to have every county resident complete 

the 2020 U.S. Census.  The campaign included a board resolution in support of the 2020 Census, 
a dedicated webpage and carousel on the AC Transit website, weekly messaging on District 

social media pages from April to October, messages in Gillie rooms at all Divisions and on the 
pylons at the Salesforce Transit Center. 

• Advocated to the House Transportation & Infrastructure Committee and Senate Banking 
Committee to increase Low-No Bus Deployment Program funding in Surface Transportation 
Reauthorization (STR). 
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• At the request of Director Beckles, sent a letter in support of S.B. 4278 / H.R. 7389, the 
“Freedom to Move Act.”  The Act proposes the creation of a federal grant program aimed at 
supporting local efforts to provide fare-free transit service.  The letter encouraged its sponsors 

to work with our allies at the American Public Transportation Association and members of The 
Bus Coalition to find additional monies and support to advance the proposal’s worthy goals.  

State Legislative Matters 
• Petitioned the Governor, state and local elected officials, and public health leaders in Alameda 

and Contra Costa counties to prioritize the vaccination of transit employees against COVID-19. 

• Advocated for the prioritization of transit workers against COVID-19 at meetings of the California 

Department of Public Health’s “Community Vaccine Advisory Committee”, in regular briefings 
convened by Alameda County’s Health Care Services Agency and Office of Emergency Services, 
and at community town halls hosted by political and public health leaders. 

• Led and/or supported efforts to advance AB 784 (Quirk), AB 455 (Bonta/Wicks), and AB 917 
(Bloom), including the development of fact sheets and press releases, the solicitation and 

submission of community letters of support, and preparation for committee hearings. 

• Convened meetings with the offices of Senators Wieckowski and Skinner, and Assembly 
Member’s Quirk, Wicks, and Lee, to update them on the District’s priorities in 2021.  

• Met with CalSTA Secretary Kim to request transit bus set aside in Transit and Intercity Rail Capital 
Program (TIRCP) 

• Participated in January 14 Meet Your State Assembly member Townhall with Asm. Alex Lee. 

• On February 5, submitted AC Transit as a supporter of the California Special District Association 

(CSDA) advocacy effort with the federal government to allocate 5% of State CARES Act unspent 
funding for Special Districts and completed National Special Districts Association Survey (NSDA).  

• Participated in February 26 State Assembly member Bill Quirk virtual meeting regarding COVID 
with public health experts. 

• Participated in the February 4 COVID vaccine update meeting hosted by State 

Local and Regional Legislative Matters 
• At the Board President’s request, researched and met with Alameda and Contra Costa counties 

to explore how surplus buses might be used to support anti-homelessness efforts. 

• Provided ongoing support of the Board President in her role as Chair of the Alameda County 

Transportation Commission’s “Planning, Policy & Legislation Committee.” 

• Provided supportive comments for parking reform policy at Berkeley Planning Commission, 

including encouraging additional enforcement mechanisms for TDM compliance. 

• Collaborated with Berkeley Councilmember Harrison and Director Walsh to establish a set aside 
for quick build project from the Berkeley Transportation Network Company (TNC) User Tax.  Set 
aside was unanimously approved for referral to the budget process. 
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• Secured a reprieve from property owners of Hilltop Mall site of monthly charge for use of Hilltop 
Transit Center by offering amenities (seating and refuse facilities) and monthly cleaning.  Site has 
since been sold and staff is working with developer project team to ensure public transit service 

is fully integrated in project through a specific planning process currently underway. 

• Supported Service Planning & Development Department with the presentation content review 

to the January 26 Union City Council to support the execution of their cooperative agreement for 
the Dumbarton Corridor Improvement Project.  This effort also included coordination with City 
and AC Transit staff. 

• Developed the outreach and public engagement slides for the service recovery update to the 

March 12 Hayward ILC Meeting. 

Community Relations 

Transit Talks Planning 
• Developed and project managed the preparation of an outreach series of community update 

meetings with Board members and executive/senior staff by geography, promoted as Transit 
Talks, to be held in the fourth quarter as virtual meetings held by Zoom. One of the tactics 
included development of a webpage for the project.  Working with the Communications team, a 

new URL was set:  actransit.org/talks. 

• Prepared and presented the outreach and public engagement aspects of the Service recovery 

plan update at the February 9 Executive Committee meeting. 

• Talks, with Board Directors, executive/senior staff by geography to be held in late Spring as 

virtual Zoom meetings.  Job starts for the various promotional tactics were issued in March. 

• Conducted extensive research to effectively transition to virtual public meetings, including 
interview with other public agencies for best practices, numerous discussions with internal IT 
staff and Zoom tech support, and interpreters. 

• Developed process documents and systems to formalize all processes and best practices for 
conducting virtual public meetings to ensure seamless execution. 
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Rapid Corridors Outreach Planning 
• Contributed to all print and digital materials, including notice letters, fact sheets, survey, 

frequently asked questions (FAQ), and presentations. 

• Developed processes and best practices for Rapid Corridors virtual public meetings. 

Supplementary School Outreach 
• Monitored, advocated, testified, and reported at School District Board of Education Trustees’ 

meetings regarding reopening plans for Districts. 

• Conducted outreach to all school districts within the AC Transit service area to obtain 
information about their re-opening plans for the Spring 2021 semester and 21-22 school year.  
Information obtained was used for the development of schedules for the March and schedules 
and route changes for the August 2021 sign up. 

Operator Restroom Outreach 
• Conducted outreach to public agencies (City Halls, County Buildings, Public University/College 

Campuses) to obtain access (or restore access) to restroom facilities for operators at layover 

points.   

Awards and Accolades  
• Submitted an award application to the California Transportation Foundation for “Outstanding 

Public Outreach” related to the BRT project.  This application resulted in the District’s 

community engagement effort being recognized as a finalist in the “Outstanding Public 
Outreach” award category. 

General Outreach, Community and Stakeholder Involvement 
• Participated on Leadership Oakland Alumni Association panel discussion, “Advocating through 

the Pandemic: Engaging, Rebuilding & Emerging.” 

• Secured recognition in Hayward Chamber Black History Month recognition of community leaders 
for AC Transit Board Director Mark Williams. 

• Secured Leadership Circle sponsorship and recognition with the San Leandro and Hayward 
Chambers of Commerce, which offers AC Transit an opportunity to promote its community 

partnership. 

• Participated in the February 9 San Leandro Chamber Government Relations Committee meeting 

featuring “Meet the Interim City Manager F. Robustelli”. 

• Assembly member Alex Lee and Santa Clara County Supervisor Lee. 

• Participated in the February 5 San Leandro Chamber “Open for Business” First Fridays event.  

• Participated in the February 11 Ashland Cherryland Healthy Communities Collaborative working 
group, the Livable Streets bucket. 
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• Attended the March 11 Ashland Cherryland Healthy Communities Collaborative General 
Membership Meeting. 

• Attended Hayward South Alameda County Chapter of the NAACP Membership Meeting. 

• Regularly attended My Eden Voice, a grassroots community meeting. 

• Participated in the March 19 Fremont Chamber virtual Coffee with City Councilmember Raj 
Salwan. 

• Actively supported the launch of the first Black Business Roundtable, a new affiliate of the 
Hayward Chamber and founded by new Hayward City Councilmember Angela Andrews with 
support and encouragement by AC Transit Board Director Mark Williams.  Meetings are held 

monthly on the 2nd Friday at 12noon, virtually and there were two meetings this reporting 
period. 

• Participated in the February 17 Fremont Chamber Coffee with City Councilmember Yang Shao 

(District 4).  I was able to ask the Councilmember if he supported transit operators as essential 
workers, in which he replied, “yes, they provide an essential service….” 

• Participated in the March 17 Fremont Mobility Commission meeting.   

• Attended and facilitated the attendance of Board Directors Mark Williams and Diane Shaw at the 

77th Annual Hayward Chamber Business Awards Gala, held virtually. 

• Initiated and project developed a community update series, promoted as Transit  

• Attended and provided AC Transit updates at monthly Hayward Chamber Board of Directors, 
Latino Business Roundtable, Black Business Roundtable and Government Relations Committee 

meetings. 

• Participated in the standing March 25 City of Newark/AC Transit staff coordination meeting. 

• Attended the February 3 San Leandro Facilities and Transportation Committee meeting where a 
BRT update was provided. 

• Provided ongoing community outreach in support of remaining BRT construction activities. 

• Established new Legislative Affairs section for renovated AC Transit website. 

Public Information & Service Changes 
The Public Information team is responsible for communicating service changes, service disruptions, 

at-stop signage and regional displays. The team is also responsible for system map and online 
schedule development.  
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Planned service disruption alerts 
• Goal: Alert riders to planned detours or stop closures due to construction or events 

• Strategy and tactics: Stops bagged or posted with flyers, web copy in Service Notices, alerts on 
electronic ACT RealTime signs and to GTFS-Realtime consumers, eNews 

• Results: Customers notified of 92 planned disruptions  

Regional Transit Information Display (RTIDS) updates  
• Goal: Update signs at regional transit centers, to ensure riders get accurate information about 

available services. Grant-funded program, covering 26 regional transit hubs: Civic Center BART, 
Coliseum BART, Dublin/Pleasanton BART, El Cerrito Del Norte BART, Embarcadero BART, Fairfield 

Transit Center, Fremont BART, Millbrae BART, Montgomery BART, Mountain View Caltrain, Napa 
Soscol Transit Center, Oakland City Center / 12th Street BART, Oakland International Airport, 

Palo Alto Caltrain, Pleasant Hill BART, Richmond BART, Salesforce Transit Center, San Francisco 
Caltrain, San Francisco Ferry Terminal, San Francisco International Airport, San Jose Diridon 
Caltrain, San Jose International Airport, San Rafael Transit Center, Santa Clara/Great America 

Amtrak, Santa Rosa Transit Mall, and Vallejo Ferry Terminal. 
• Strategy & Tactics: Transit center signs, maps on AC Transit web site 

• Results: Updated 715 signs at 26 regional transit hubs 

• Shelter Schedule Verification  

• Goal:  Verify that bus schedules were up to date with correct information 
• Strategy and tactics:  Worked with Maintenance Department to visit all shelters and determine 

status.  
• Results:  Updated 106 shelters with correct information and verified that they, along with other 

shelters updated as a part of service changes, were put into place. 

• Holiday Service Schedules for Presidents Day 2021 through MLK Day 2022 
• Goal:  Communicate to holiday service schedules to riders and other customers 

• Strategy & Tactics:  Car Cards, eNews, Homepage Carousel linked to Service Notices, Social 
Media Posts, and STC Pylon Displays 

System Map Redesign 
• Goal:  Provide an overview of AC Transit lines that makes it easier to understand the wider scope 

of the AC Transit network 
• Web site:  Online map updated with new design 

• At-stop signage:  55 shelter inserts and 286 pole-mounted schedules were updated to include 
the new map 

• Notification eNews:  5,352 recipients, 15% open rate 

• Social media notification:  Published Facebook and Twitter posts. Facebook: 15 reactions, two 
comments, one share, 480 impressions, and 28 total engagements. Twitter: one comment, five 

retweets, six likes, 1,659 impressions and 88 total engagements. 
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Service Changes 
AC Transit’s bus service underwent four quarterly service changes and one supplemental, in August, 
December, March, April (supplemental to restore some school service), and June, to coincide with 

the District’s operator signups.  

August 2020 Service Change 

The August service change introduced the 
Tempo Line 1T service, as well as a number 
of restorations and alterations of bus 
service that had been curtailed due to the 
conditions caused by the COVID-19 
pandemic.  In addition to the replacement 
of Line 1 with Line 1T, there were: 

• 3 lines suspended 

• 14 lines that had been suspended were 
restored (in part) 

• 43 lines with other schedule or routing 
changes. 

Materials were also prepared for the 
restoration of supplementary school 
services (lines 600-699 and specific trips on 
seven local lines), although these changes 
ultimately did not go into effect. 

Printable PDF timetables were prepared for 
the web site for each restored or altered 

line, and a new set of schedules and maps 
was provided for the AC Transit web site.  

For bus stops: 

• 1390 pole-mounted schedules were 

prepared 
• 322 bus shelter map and schedule 

inserts were prepared 

• 46 maps and schedule inserts for Tempo 
stations were prepared 

• 13 updated schedules were prepared 
for electronic kiosks at the Salesforce 

Transit Center 
• 170 changes were made to bus stop flag signs  
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December 2020 Service Change 
The December service change involved refinements of schedules on 43 lines. 
 

Printable PDF timetables were prepared for the web site for 
each restored or altered line, and a new set of schedules and 
maps was provided for the AC Transit web site. 
 
For bus stops: 

• 976 pole-mounted schedules were prepared 
• 280 bus shelter map and schedule inserts were prepared 

• 9 changes were made to bus stop flag signs 
 
 
Irregular Service Changes 
There were 159 planned detours due to construction, special 
events, or similar conditions. Notifications for each of these was 
sent to the AC Transit web site and the AC Transit eNews email 

alert system and included in AC Transit’s GTFS-RT real-time 
feed. Where appropriate, signs were created and placed at 

stops. 
 
 

 
 

 
 

 
 
 

 
 

 
 
 
March 2021 Service Changes  

• Goal: Alert riders to changes in service, including the resumption of five supplemental service 

lines and the end of construction at El Cerrito del Norte BART 

• Strategy and tactics: Car Cards, Homepage Carousel link to web copy in Service Notices, Social 

Media Posts, and STC Pylon Displays 

• Results: At-stop signage: Updated 99 bus shelter schedules and 399 pole-mounted schedules 

• Website stats: 1,301 article views 

• Printable PDF timetables: 21 
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April 2021 Supplementary Service Changes 

• Goal: Communicate the restoration of some supplemental service. 

• Strategy & Tactics:  Car Cards, eNews, Homepage Carousel link to project page, Social Media 

Posts, and STC Pylon Displays 

• Results: At-stop signage: 54 flags, 59 flyers; eNews: 2,541 recipients, 16.5% unique open rate; 

Website: Article views: 477, Page views: 480; Printable PDF timetables: 29; Social Media: 11,989 
impressions, 132 engagements 

June 2021 Service Changes  

• Goal: Alert riders to changes in service, including the temporary suspension of supplementary 
school service for the summer 

• Strategy and tactics: Car Cards, Homepage Carousel link to web copy in Service Notices, Social 
Media Posts, and STC Pylon Displays 

• Results: At-stop signage: Created 72 flyers and 5 stop bags. Updated 77 flags, 77 bus shelter 
schedules, and 286 pole-mounted schedules. The bus shelter schedules, and pole-mounted 

schedules included segments of the newly redesigned system map. Social Media stats: 3,663 
impressions; 126 engagements 

• Website stats: 1,606 article views 

• Printable PDF timetables: 11 
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Product and Service Marketing Communications 
The objective of Marketing & Communications has been to inform AC Transit stakeholders (with 
riders as the primary audience) of any initiatives, achievements or concerns of the various AC Transit 
departments, such as but not limited to: Planning, IT, Maintenance, Civil Rights, Public Safety, 
Services, etc.  Additionally, Marketing creates campaigns designed to increase the District’s visibility 
and brand awareness, driving interest in ridership. Market research, social media and website 
management, fare programs management (in partnership with Customer Services),  communicating 
customer needs by optimizing the customer experience, and providing materials for events also falls 
within the Marketing & Communications scope.  

All-Door Boarding Pilot Implementation 
• Goal: Introduce Pilot as a part of the reNEW Service & Operations Plan; educate stakeholders on 

the boarding process, fare payment procedure and anticipated benefits, such as, improved 
service and more reliability; also, actively solicit rider experience feedback. 

• Strategy & Tactics:  Ad Cards, multi-lingual at-stop signage with QR Code, eNews, Decals on Bus 
Exterior, Homepage Carousel link to dedicated Webpage, Popup Signage on Clipper Readers and 

farebox, Brochures, Rail Hangers, Social Media Posts and tutorial posted on YouTube and 
amplified on all social media platforms and multi-lingual survey 

• Results: Over 212 survey responses received, over 50% from riders from 51B 

• Social Media: 76,107 impressions, 635 engagements; the All-Door Boarding announcement was 
top performing post in March, with 57,754 Impressions, 4,031 Media Views, 345 Total 

Engagements = 136 media engagements, 123 detail expands, 38 profile clicks, 26 likes, 19 
retweets, 2 replies, 1 hashtag clicks 

 

 

COVID-19 Vaccine Shuttle 
• Goal: Inform the public, especially East Oakland residents, of the availability of two area shuttles 

going from East Oakland transit hubs to the Coliseum vaccination site. 
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• Strategy and tactics: Website carousel and article, multilingual eNews to all subscribers, social 
media promotion, distribution to all CBOs, informational signage at transit hubs and temporary 
Coliseum stops, media release (in partnership with Media Relations). 

• Results:   Nearly 4,000 residents took the shuttle for vaccination appointments, and AC Transit 
received earned media visibility from a number of outlets 

 

New Website Launch 
• Goal: Launch newly redesign website that offers improved trip planning and navigation, 

expanded rider resources and many options to engage with AC Transit  

• Strategy & Tactics:  
o Internal beta testing and notification, including gathering and recording input, revisions 

and update employee emails from General Manager 
o External beta launch close-out, including website transition announcement, eNews, 

carousel and designated artwork 
o Social media advertising campaign 
o Desktop and Mobile banners placed on both the old and new websites and mobile site as 

well 
o Printed materials, including car cards, rail hangers, posters for CSC, Divisions and GO and 

ad cards 
• Results:  

o Twitter: 15,309 impressions, 90 engagement 
o Facebook: 398 reach, 30 engagement 

• Public input: Content priorities based on responses received from focus group participants and 
survey response prior to finalizing design: 
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AC Transit Official Mobile App  
• Goal: Ended beta phase and repositioned the app within the umbrella campaign for Contactless 

Payment 

• Strategy & Tactics:  Relaunched app webpage to spotlight key benefits such as, the Rider 
Capacity Feature, ACT Real-Time and introducing Pay-As-You-Go Fares 

• Results: Social Media impact includes - Twitter @ 7 posts, 38K impressions, 70 reactions; 
Facebook @ 7 posts, 252 views, 75 reactions; YouTube @ 2 posts, 775 views.   Token 
Transit/Mobile Payment Users from launch through 7/20/21 for Unique Users @ 2,233 riders; 
Passes Sold @ 17,503; Gross Revenue @ $78K 
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Clipper START 
• Goal:   Increase awareness of AC Transit offering discounted adult fares through the Clipper 

START program. 
• Strategy:   Build on previous campaign which targeted current riders by reaching lapsed and 

nonriders through educational campaign with drive to enrollment. Target Chinese and Spanish-
speaking audiences through language-specific ads. 

• Results:   10,788 trips using Clipper START from January to May. Since program launch through 
March 2021, 4,590 applications were submitted with 4,111 approved. Average applicant age was 

39.5 years with 42% Asian and 22% Hispanic or Latino/a/x populations. 
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Contactless Payment Campaign and Clipper Mobile 
• Goal:   Build awareness of contactless payment options and a greater understanding of AC 

Transit’s many fare options.  
• Strategy:   Reach current riders with messaging that promotes contactless payment and provides 

information on other ways to pay. 
• Results:   35,310 impression and 586 engagements on social media 

 

 

Ardenwood Park & Ride Survey 
• Goal:   Obtain customer feedback to help evaluate demand for spaces, prioritize lot 

improvements desired and gauge fare sensitivity in adherence to Title VI compliance.   

• Strategy & Tactics:   Ambassador Outreach, At-Stop Signage with QR Code in multi-languages, 

Car Cards, eNews Alerts, Flyers, Rail Hangers, Social Media Boosted Posts and, Webpage Copy 

Block 

• Results:   74 Customer Survey Responses as of 7/13/21 (survey closing on 7/31/21) 

 



Attachment #1 SR 21-380 

 
 

External Affairs, Marketing & Communications Department Activity Report FY2021   33 

Tempo How to Pay Refresh 
• Goal: Educate riders on how to pay fares on Tempo Line 1T. 

• Strategy: Provide materials directly to riders with clear, step-by-step information on how to pay. 

• Results:  Distributed 50,000 “how to pay” brochures; new signage created and installed at every 
Tempo station 

Transit Talks 
• Goal: Support LACR’s series launch of community update meetings by introducing and educating 

stakeholders about the purpose of the new platform and how to participate; also, build 
awareness and promote community engagement 

• Strategy & Tactics: Ad Cards, At-Stop Signage, Car Cards, eNews Alerts, Flyers, Homepage 
Carousel link to dedicated Webpage, Rail Hangers, Social Media Posts, Facebook live, STC Pylon 

Displays, and Telecommunication assistance 

• Results: Website: 3,546 page views between April 1 – June 30; Social Media: 376,559 
impressions, 2105 engagements (includes paid ads); Facebook Live feed: 1,783 views.  

Transit Driver Appreciation Day 
• Goals: Inspire and encourage riders to express appreciation to their operators, educate 

riders regarding the skills and talents operators bring to the job daily, elevate our brand by 
generating social media traffic 

• Strategy & Tactics: Car Cards, Social Media Posts, Dedicated webpage, Carousel image, 
eNews, Thank You cards, Banners, Gillie screens, Video 

• Results: Website: 275 page views between March 9 – 31; Video views: 364 between March 
18 – March 31; Social Media: 4,728 impressions, 245 engagements 
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HR Recruitment Summer 2021 
• Goal:   Relaunch award-winning “Love What You Do” campaign with updated messaging 

targeting applicant pool for Bus Operators  

• Strategy & Tactics:   Waterfall approach using a mix of print collateral, targeted digital ads and 
mass media  

• Results:   Ad Cards, Brochures and Social Media in-market since June 10; Radio Ads in-market 
since July 1; Geofencing scheduled for mid-July and Exterior Bus Ads in-market by August.  269 
applications received since job posting on 6/10/21. 
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Phase II of reNEW Campaign 
• Goal:   Building on first phase of reNEW campaign, strengthen trust with our community through 

reinforcement of message that AC Transit continues to improve to remain prepared for our 
riders. 

• Strategy:   Reach current and lapsed riders with a campaign that highlights recent 

improvements.  
• Results:  85,905 impressions and 10,935 engagements on social media; 1,805 eNews opens; 

1,029 page views 
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Employee Communications 
COVID-19 Employee Vaccine Outreach 

• Goal:   Encourage employees to get the COVID-19 vaccine. 

• Strategy:   Reach every employee with all the information they need to get the vaccine. 
• Results:   Mailed 2,156 vaccination toolkits and 4,312 “I took my shot” stickers; distributed 

2050 toolkits and 4,100 “I took my shot” stickers to worksites 
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GM List of Accomplishments 
LACR staff led development of the General Manager’s annual list of accomplishments which was 

emailed to all staff and distributed to all our operating divisions.  In partnership with the marketing 
and communications team, this year’s accomplishments email included a professional layout and 
featured several photos of the District’s work over a very challenging 2020.  The final report resides 
on MyACT where it is available to all staff and serves as a reminder that, working together, District 
staff continued to achieve much even in the face of unprecedented adversity. 
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Brand Building, Creative, and Social Media 
 

Creative 
There has been an upward trend in the number of formal projects the creative team has executed 
over the past decade. But 2020 has shown a significant increase—an astounding 101 more jobs than 
were accomplished in the previous year, and more than three times the number submitted in 2012. 
 

 
 
Staff has been performing agency-caliber creative development and design work—and have been 
able to accomplish high quality output largely due to the diverse skill set of the team, increased 
efficiency due to tweaks in process, and support from the IT Department.   

 
In addition to the acumen exhibited by the team, two crucial factors allowed the high level of 

productivity in 2020: 
• The introduction of Wrike to facilitate project management, review and approval cycles 

• Support by the District, and in particular the IT Department, in being able to work effectively 
from home 

 

The increased output by internal resources also signifies increased cost savings for the District. 
Having in-house resources for creative development, design and production allows for the 

absorption of projects that would formerly need to be outsourced to vendors. This has raised the 
bar for in-house creative services at a transit agency and is quite an achievement for AC Transit.  
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AC Transit 60th Anniversary  
Amidst a challenging year, the goal of 60th Anniversary campaign has been to infuse our brand with 
some positivity, nostalgia and rider engagement as well as to build community support. A 

commemorative 60th anniversary mark was developed and used to tie together all components of 
this campaign, including: 

• Decal of the anniversary mark installed on each coach of the fleet 

• Tail ads on buses 

• Paper model buses in vintage styles 

• Stickers of buses in vintage styles 

• Keychain featuring the promotional 60th anniversary mark 

• Lapel pin featuring the promotional 60th anniversary mark 

• Social media profile picture and headers 

• “Throwback Takeover” of Instagram channel in October 

• eNews 
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2020 Holiday Campaign 
AC Transit has a 57-year tradition of gifting rider’s free fares on a holiday-themed bus each year. We 

did not want to downplay the changes and 
struggles we’ve had to navigate but convey a 
message of hope and positivity to our community. 
 

Throughout December, the Holiday coach was 
assigned to various routes for 8 days out of each 
Division. The theme of this year’s integrated 

campaign was “Holidays Always Keep Their Sparkle”  
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To reduce costs and better manage the logistics of distribution during the pandemic, the District 
produced a digital Holiday greeting this year. The artwork was created in the style of the free-ride 
Holiday bus and was able to be customized by name to the list of recipients. This digital greeting was 

offered to all department heads. 
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Social Media 
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Community Engagement  

It was difficult in 2020 to maintain the same degree of engagement with our community in times of 
social distancing. Staff have not been able to represent AC Transit at events. So, we have heavily 

utilized digital channels for this interaction, in particular Instagram—which has been positioned to 
build AC Transit’s brand image and good will in the service area. To some extent, AC Transit is iconic 
in the East Bay, and we are doing what we can to reinforce that image. 

The tone is friendly, engaging and is intended to build trust and comradery within our community. 

The Instagram channel has shown a slow but steady climb in followers, engagement and unsolicited 
generation of user content spotlighting AC Transit. At the close of 2020, there was a 34.6% increase 
in followers from the prior year and an uptick in unsolicited posts tagged #actransit. 
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Customer Services 
The Customer Services team is responsible for responding to customer feedback, encouraging 
opportunities for bi-directional feedback between the District and AC Transit riders and 
stakeholders, sells fare media to riders and customers, and manages the call center. The team also 
produces and manages fare media for institutional pass programs like the EasyPass program.  
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Call Center  
Call Center services have been provided by American Customer Care since 2010. These services are 
essential to providing a means for individualized and personal customer service for travel, trip 

planning as well as to provide essential feedback to the District. 

Despite the onset of COVID-19 in March 2020, calls volumes remained at pre-pandemic levels 

through Q1.  As a surge in COVID cases occurred during the fall, many businesses and schools closed 
or re-closed, and call volumes dropped by 51%, well below normal averages, remaining there for the 

rest of the fiscal year. 
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Customer Contacts 
Customer Service processed 5,085 unique contacts from customers related to commendations, 

complaints, questions and comments. The number of each fluctuated with seasonal changes in 
travel patterns (e.g.: holidays, summer vacations, and the school year), along with societal and 

regulatory changes stemming from the COVID-19 pandemic. 
 

 
 

 

Contact Categories 
In all but one month during this fiscal year, we received more pass-up complaints than any other 
type (1,292 total). This is attributable to rider capacity limits and service reductions due to the 

COVID-19 pandemic. Despite being at the top of the list, pass-up complaints dropped from 25% of 
the total in April to just 18% in June. In comparison, for June of last year this number was 26%. Pre-
COVID numbers were much lower:  the monthly average number of Pass-Up complaints for all of 
2019 was around 10%. 
 
Another notable trend is the recent increase in the number of requests for information (“Routes & 
Schedules” in the chart) about the return of or increase in service, mostly regarding Transbay lines. 
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Contact Sources 
Riders continue to choose the telephone as their preferred method of providing feedback, while the 

AC Transit Mobile App continues to increase in popularity after taking over the number two spot 
from the AC Transit website in February of this year. 
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Of all methods, the Call Center/Telephone remains the most popular: 
 

 
 

Response Times 
Typically, less than half of customers who provided feedback requested a response, although the 
number has been growing over the past year. 

 

 
 
Of those customers who did request a response, during the fourth quarter of this fiscal year 95% of 
them were sent a response within five days, as required by Board Policy 421. The average length of 
time-to-response for the remaining 5% was nine days. 
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This represents a sizeable increase in productivity since the last report of these statistics. For the 
three-month period immediately after the Board Policy went into effect (Nov ‘20 – Feb ‘21) the 
numbers were:  85% Within Five Days; 15% Over Five Days with an average response time of 15 

days. 

Additionally, the five departments with the overall highest number of customer service tickets 

requiring a response matched the 95% response rate in the last quarter, representing a dramat ic 
increase from the start of the year, which was only 70%. 

 
 
 

 
 
 
Call distribution remains the same where callers are continuing with inquiries related to travel 
information (specific routes and schedules, bus procedures, locations of stops, etc.).  
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Pass-Up complaints remain the highest complaint received.  This is due to the social distancing 
guidelines associated with COVID-19. 
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Fare Programs 
At the onset of COVID, ridership dropped drastically to nearly 0% ridership amongst Affordable 
Student Transit Pass Program passholders. As schools began reopening in August with virtual or 

hybrid learning and the resumption of fare collection in October, ridership slowly increased to 7%. 

 

• A temporary Customer Service Center opened in the General Offices lobby on October 12th 
while the old center was renovated to provide ADA-compliant workspaces and counterspace for 
both staff and customers.  The Customer Service Center had not been updated since 1987 and 
operations were not efficient nor ergonomically suitable for the six full-time staff and 
approximately 3,500 monthly customers served.  The temporary Customer Service Center 
opened in time for the resumption of fare collection on October 19th.  

• Bulk AC Transit pass orders from schools and non-profit organizations continue as majority of 
pass sales: 
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Institutional Pass Programs 
• The EasyPass Program and Student Transit Pass Program enrolled 11,738 new participants this 

fiscal year, bringing the participant total to 62,728 as of June 2021. While fare collection was 

suspended from mid-March to mid-October, new enrollments were still slowly trickling in for 

EasyPass and Student Transit Pass programs. During this time, new enrollments were mainly 

from the UC Berkeley Student program, Stanford University and Hospitals, and STPP schools. 

There was no new enrollment at all for STPP in July during the summer break.  

• A drop in the number of users for the EasyPass program in September 2020 resulted from 
Peralta Colleges and Mills College suspending their programs since Fall 2020. There was no slow-
down of EasyPass client activity in the last half of 2020. Despite the pandemic and declines in 
ridership, EasyPass clients remain loyal to the program and the unlimited access it offers to AC 
Transit’s service.  Only three of the EasyPass programs’ 37 clients opted not to renew on July 1, 
2020, but three new contracts are currently being written so there will be no decline in 

participation, including a resumption of the EasyPass program by Mills College in Fall 2021.  
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• Twenty-four EasyPass agreements were written in the second half of 2020 – a record 
accomplishment for EasyPass and the Legal Department!  

• Several new “EasyPass for Residential Communities” programs were added 

during the last half of 2020, including two that benefitted from the 
Affordable Housing & Sustainable Communities (AHSC) grant program that 

has provided funding for the purchase of hybrid or zero-emission buses, 
the construction of the Tempo project, and transit passes.  Casa Arabella, a 

94-unit, multi-family housing project in the Fruitvale, and two historical 
buildings in Downtown Oakland that were rehabilitated by Harrison Menlo 
Preservation.  Both developments are located on the new Tempo bus rapid 
transit route.  Four additional properties are expected to be added as part 
of the AHSC grant program opportunity. 

 

• In the last half of 2020, 51,288 EasyPass Clipper Cards were activated in the District and 3,838 
new EasyPass Clipper cards created.  While traditional marketing initiatives have dropped off in 
these challenging times with social distancing and limited resources, electronic applications, 
communications, and Guides delivered EasyPass information and encouraged participants to 
sign-up for their Passes. Zoom trainings for EasyPass client Site Coordinators, meetings with 
clients, city officers, area transportation planners, developers and advocates continue virtually. 

EasyPass Client List FY21 
 
 

 

EasyPass Program Name Participant Pool 

3900 Adeline EasyPass 101 

Alameda Housing Authority (AHA) EasyPass 100 

Alameda Transportation Management Association (ATMA) EasyPass 1,270 

Alta Mira EasyPass 152 

Aquatic 3 EasyPass 153 

Ashland Place EasyPass 100 

The Broadway EasyPass 250 

City of Berkeley EasyPass 1,402 

City of Oakland, Local 21 EasyPass 928 

The Dwight EasyPass 100 

East Bay Asian Local Development Corporation (EBALDC) EasyPass 664 

Eden Housing 143 

Estrella Vista EasyPass 100 

Fourth & U EasyPass 172 

Harrison Menlo Preservation 147 
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Institutional Pass Program Data by Quarter 

 

Ironhorse EasyPass 100 

Jones Berkeley 100 

La Vereda 100 

MacArthur Commons EasyPass  288 

Monarch Homes 51 

Mural EasyPass 100 

Parker EasyPass 155 

Park Alameda EasyPass 63 

Safeway, #691 EasyPass 121 

Satellite Affordable Housing Associates (SAHA) EasyPass 197 

Skylyne at Temescal 100 

Stanford Employee EasyPass 9,099 

Stanford Research Park EasyPass 267 

Stevenson Terrace EasyPass 100 

UC Berkeley Student EasyPass 40,000 

URSA EasyPass 50 
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Customer Service Center Renovation 

The Customer Service Center (CSC) closed its doors on April 3, 2020 due to the onset of the 
pandemic. During that time, many customers sought fare media services with other agencies, such 

as BART. In light of the closure, the District took advantage and began the CSC rehabilitation project 
on April 15th.  

The purpose of rehabilitating the Customer Service Center was to provide ADA-compliant 
workspaces and customer service counters for both staff and customers who use the facility. The 

Customer Service Center had not been renovated since 1987. Additionally, operations were not 
efficient nor ergonomically suitable for the six full-time staff and approximately 3,500 monthly 
customers served. 

On October 12, 2020, a temporary CSC was constructed and operated with limited services. On a 
significantly smaller scale, the two-window CSC located in the General Offices lobby allowed riders 
to purchase fare media in preparation for the resumption of fare collection a week later.  

The rehabilitation project completed in February 2021 and the newly renovated center reopened on 
March 22, 2021. Many customers returned bringing increased revenue and fare sales. 

 

 
 

  



Attachment #1 SR 21-380 

 
 

External Affairs, Marketing & Communications Department Activity Report FY2021   60 

Print Shop 
The Printshop acts in service to the entire District. Despite being small in size and staffing, AC 
Transit’s Printshop functions as a state-of-the-art printing facility, bindery, and creative services 
agency. Our unique mix of offset and digital equipment combined with specialty finishing services 
allows us to meet 95% of the District’s printing needs.   

Printshop Value Proposition 
The Printshop produces offset and digital printing at 40% below outside vendor rates, and wide-
format printing at 60% below industry costs -- all while maintaining the same high-quality and a 
faster turnaround, avoiding costly “rush” charges and overtime.  
 
When I (Vincent Bailey) arrived at AC Transit in August 2018, I undertook a top to bottom review of 

our equipment, raw materials, and finishing capabilities to identify opportunities to provide an even 
greater array of goods and services, while at the same time reduce waste. I asked each department 

to identify items that they either “wished” they could print or projects that we’re currently being 
produced with outside vendors. Over the past 2 years we have been able to increase our offerings to 
better serve each department in the District. New products and services include:  

Marketing:  

• Paper model buses previous cost prohibitive can now be produced in-house for less than 
$0.50each.  

• Promotional items including: Plastic Bookmarks, Notepads, Notebooks, Door/Rail 
Hangers, Stickers, and Magnets produced for pennies, with no minimum to purchase  

• More durable/water resistant Ad Cards and Card Cards for longer “up” life  

• Hard surface and Carpet Floor Decals for use indoors and tempo platforms 

• View Thru Decals and Window Clings  

• Oversized (30ft) Banners for conferences and displays (ZEB Conference and more)  

Communications:  

• Expansion of the Wide Format dept. to incorporate printing of Shelter Maps and 

Schedules 

• Durable Way Finding signs to reduce dependency of aluminum flags 

Finance:  

• W2 Forms 

• 1095-C Health Forms 

Scheduling:  

• Redesigned Bus Schedules to allow for more cost-effective production and Print on 
Demand capabilities to aid Customer Service Center  

Transportation/Training and Education Center: 

• Customized Awards Boxes for annual Driver Awards 
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Media Affairs 

• Production and distribution of the GM’s NEWSLTR which was previously only distributed 

electronically.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Covid-19 highlighted the value of an in-house printshop. The ability to react to rapidly changing 
information allowed the District to communicate with both the public and employees in almost real-
time. The Printshop was able to produce signage, memo’s, and other communication in under than 
24 hours. We were able to produce Synopsis, Run and Block Paddles and Driver Instructions in even 

less time as divisions were temporarily shuttered and buses rerouted due to Covid outbreaks.   
In F22 the Printshop is undergoing a transformation to expand our Wide Format/Sign Shop to 
accommodate two printer/plotters that we’re previously housed at GO. We are working with the 
Comms and Customer Service teams to take over the distribution of bus schedules to libraries, 
community centers, etc. We will be installing a new high-speed color copier with more advanced 
color matching technology to increase efficiencies and throughput. As the District reopens and bus 
routes come back in service, we anticipate the need for increased signage, communications 

collateral, and public outreach. The Printshop stands ready to meet the demand.  
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In Q4 the Printshop produced 494,231 total pieces. The greatest demand was from Schedules to 

produce Sign Up materials including (Headways, Paddles, Driver Instructions, and more). Inventory 

Control requests Forms, Bus Schedule reprints and Decals for coaches. Marketing and 

Communications (TIDS, Schedule Maps, Ad Cards, Car Cards, Brochures, and more) 
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Beverly Greene Executive Director External  Affairs, Marketing & Communications

Vincent Bai ley Print Shop Supervisor

Claudia Burgos Director, Legislative Affairs & Community Relations

Nichele Laynes Acting Director, Marketing, Communications & Customer Service

Sarah Foster Intern

Christine Hicks Administrative Coordinator (Contracted)

Nicole Steward Crooks Executive Administrative Assistant

Jul ia  Kocs Manager, Communications

Matthew Atencio Social Media Coordinator

Zachary Farmer Digital Communications Specialist

Tony Gee Public Information Systems Coordinator

Candice Kelly Communications Administrator

Vincent Lee Social Media Coordinator

Aaron Priven Marketing Administrator

David Rossman-Robinson Assistant Public Information Systems

Margaret Tseng Manager, Customer Service

Annie Chau Administrative Coordinator

Dionte Delcambre Customer Service Supervisor

Fayette Foster Customer Service Clerk

Charmain Matulac Lead Customer Service Clerk

Robert Rojas Customer Service Clerk

Shaves Rose Customer Service Clerk

Tamika Seals Customer Service Clerk

Dan Talbott Administrative Coordinator

Diann Castleberry External Affairs Representative

Steven Jones External Affairs Representative

Ryan Lau External Affairs Representative

Chantal Reynolds External Affairs Representative

Eden Gerson Acting Manager, Marketing

Brittany Dobbs Acting Marketing Administrator

Amy Franjesevic Marketing Administrator

Cleo Goodwin Senior Marketing Representative

Caroline Haley Assistant Graphic Designer

Rex Salazar Assistant Graphic Designer

John Bajalia Bindery Worker

Letty Hernandez Graphic Arts/Computer Typesetter

Shek Lo Printing Press Operator

Suresh Singh Printer

Marketing

Print Shop

External  Affairs, Marketing and Communications 

Team Member List

External  Affairs

Communications

Customer Service

Legislative Affairs & Community Relations
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     For questions please contact Beverly Greene or Nicole Steward Crooks 


