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BACKGROUND

The Washington metropolitan region initiated its first formal transportation demand management efforts
in the early 1970s wit@ommuter Clupbwhich was established by the Metropolitan Washington Council

of Governments (COG), the General Services Administration, and the Greater Washington Board of
Trade to provide basic ridematching for carpools and vanpools. In subsequent years, the pesgram g
into a COGcoordinated network of local rideshare agencies, and in 1989, it becaRig¢h€inders
Networkwhich provided free information and computerized ride matching services to area residents
seeking to join car or vanpools or locate approptiaesit arrangements and pakdride locations. In

1996, the regional network was renan@mmmuter Connections

In 1997,Commuter Connectiorexpanded its services to include regional telework assistance and
resourcesis first welsite, a regional Guaranteed Ride Home program, information on bicycling to work,
InfoExpress commuter information kiosks, and free assistance to employers for the development and
implementation of alternative commute programs and bendfitt998 CommuteConnections began to

honor employers in the region through the Employer Recognition Awards progr&90Q Commuter
Connectionsolledout Bike to Work Day as a regional entitgitially started as a DC based event by the
Washington Area Bicyclist A®ciation In 2003 Commuter Connections expanded its marketing efforts
through the implementation of a regional mass marketing measure. The purpose of the measure was to
brand the Commuter Connections name as the umbrella organization for commupertation

information in the Washington Metropolitan area and to subsequently increasedtfalternative

forms of commuting.In 2008 Commuter Connections began coordinating Car Free Day as a regional
event, previouslyecognized in the Btrictthroph Counci | member .Th@MMy Wel | so
Commuter Connectioristroduceda car po ol incentive ,phicowasct <call ed
expanded in 2012 to include vanpadis2010Commuter Connections expandeiGuaranteed Ride

Home programtoincllel t he Bal ti mor e r e g WithrorigensbeginBingin 1M4r y6s C
Commuter Connections celebrated its fortieth year of service in 2014.

The Commuter Connectiomsgionalnetwork provigésscommute services and information to area

residents athemployers in the Washington metropolitan region in order to reduce traffic congestion and
emissions caused by single occupancy vehicles eOWhe outreach mission is to create awareness of
SOV alternatives and their resulting benefits; to build thea@ater Connections network as an umbrella
resource that provides support services to network organizations and individuals who currently drive
alone, and to facilitate those who are seeking to change SOV behavior by way of providing assistance
about availale commute options and alternativéimary ativities promoted by the Commuter
Connections network include ridesharing, transit, bicycling, walking, teleworking and employer services.

The following agencies share the regional commuter database, provide ridematching services and share
information and resources: Alexandtiacal Motion Annapolis Regional Transportation Management
Association Army National Guard Readiness CentgaJtimore City, Baltimore Metropolitan Council,
Bethesda Transportation Solutiobsjlles Area Transportation Associatidrairfax CountyRideSources,
Food & Drug Administration, Frederick CountyansIT ServicesGWRideConnectGeorge Washington
Regional Commigen, Harford County, Howard County, LINK/Reston Transportation Management
Association, Loudoun Countiaryland Transit Administratioriyletropolitan Washington Council of
Governments, Montgomery County Commuter Services, National Institutes of Be##sda, North
Bethesda Transportation Center, Northern Neck Planning District Commission, Northern Shenandoah
Valley Regional Commission, Prince George's County, Potomac and Rappahannock Transportation
Commission, Rappahanne&lapidan RidesharendTri-Courty Council for Southern MarylandCOG
provides ridematching services directly for Arlington County, the District of Columbizaglaatb

residents in other jurisdictions in both Maryland and Virginia not listed above.

FY15 Washington Reg. TDM Resource Guide & Strategic Mktg Plan FRegbrt 12-16-14 Page



Commuter Connections a program bthe National Capital Region Transportation Planning Boduel
regionds desi gnat edanMaionMP@ at the Metapoliténl Waashimgton Gouncil
of Governments, and is fundétrough the Districof Columbia MarylandandVirginia Depatmens of
Transportation, and tHg.S. Department of Transportatio@ther entities that play a major role in the
delivery of Transportation Demand Management (TDM) products, services, and messages in the
Washington region includeansit agencies, locgbvernments, business partnerships, bicycle
associations, and transportation management associations

The partnership between agencies and jurisdictions has been encouraged in order to develop and promote
a seamless intanodal transportation systermnd a coherent message to commuters that will accelerate

the trial andadoptionof alternative commute modes. Transportation Demand Management (TDM)
marketing will assist the region in achieving its air quality conformity goals through implementation of
regional transportation emission reduction measures, which in turn will help increase regional mobility
through decreased traffic congestion, realize efficiencies in the use of the existing transportation
infrastructurehelp to improve system performancenserve energy, ateelp toimprove public health

by reducing air pollution.

The purpose of the Washington Metropolitan Region Transportation Demand Management Resource
Guide and Strategic Marketing Plan is to summarize the TDM activities that aremgauthe region.

It also provides background on TDM products and services, which offer choices to Washington area
residents and businesses to assist commuters in finding and adopting alttarajertation methods.

Resources to accomplish this gaatoftentimedimited; marketing activities therefore acarefully
planned and executed. Regional TDM campaggosote commuteervices tdhe workforceand have a
call-to-actionto visit the web site ocall Commuter Connections register for ridemtching, GRH or

other programs, dior more assistance. The messagesisaailored and targeted to audiences who are
most inclined tdry and adopt alternative methods of commuting, other than. SE&luation
methodologies will need to be validatedarder to measure levels of change in travel behavior.

Furthermore, the Washington Metropolitan Region TDM Resource Guide and Strategic Marketing Plan
has been developed as a reference tool for use by the regional agencies and jurisdictions and outlines
regional marketing campaigns and budgets that effectively promote TDM practices.
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EXECUTIVE SUMMARY

Commuter Connections, through partner input, conducts and reviews regional data and marketing
research and applies itptanning and marketing communication programs by targeting alternative
commue messages to specific audiegeeups likely to adopt such practices.

This regional resource guide and marketing plan is designiedus on key activity centécusters

within the Washington metropolitan region. It includes data from previously collected research, together
with new information gathered from members of the Regional TDM Marketing Group. An initial survey
and interview process occurred in May 1997 for the inealgaport, and updates have been made each
fiscal year since. A research appendix includes executive summaries of recent TDM related studies in
addition to other TDM relevant research that stems baghly fivefiscd years. he Regional TDM
MarketingGroupupdate this document on an annual basis.

According to the Tr ans p2008Heusehotd TravellSarvey iesidgntsBfaher d 6 s
Washington region are making fewer daily trips per household and per person, on average, than they did

in the 1990s. However, the walk and transit shares increased 1.6 and 0.7 percentage points, respectively.
According to the survey, 73dercentof commute trips were taken by a single driver while those

commuters using transit increased to Jpeicent Compared to 1994, persons in the-25% year old age

group showed a significant shift from auto travel to transit and walkinghould be notedhat the

Washington regioboasts one of the highest rideshare and transit rates in the country, but also some of

the worst congestion in the country.

The Transportation Planning Board (TPB) at the Metropolitan Washi@gancil of Governments

(COG) haxonducteda Household Travel Surveyf 4,800 households in 14 communities in the

Washington region to gather uped information on area travel patterns. This data will help guide future
transportation planning as the area continues to grow and assist local governments in determining which
transportation improvements will benefit their citizens the most. The Washinggion is among the

fastest growing areas in the country. With more jobs and people coming to the area all the time, the
impacts on our burdened highway and public transportation systems are felt by all of us.

The seven communities surveyaere:

Friendship Heights in the District of Columbia and Montgomery County, Maryland

New York Avenue Corridor in the District of Columbia

St. Charles Urbanized Area in Charles County, Maryland

National Harbor in Prince George's County, Maryland

Beauregard Agnue Corridor in the City of Alexandria and Fairfax County, Virginia

East Falls Church and West Falls Church Metrorail Station areas in Arlington County, the City of
Falls Church, and Fairfax County, Virginia

9 The Dulles North Area in Loudoun County, Ming

=A =4 =8 -8 -8 =9

Results from these surveys were incorporated into the regional model to help strengthen bike/walk mode
data.
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Metropolitan Washington Regional Activity Centers

Activity Centers are existing urban centers, priotiégelopment areas, transit hubs, suburban town
center s, and traditional towns. They are the | oca
growth and development in the coming decades.

Activity Centers emerged from the Transportation PlanBiigar d 6 s 1998 Vi si on, whi c
strong regional economy, including a healthy regional core and dynamic Activity Centers. Following the
Vision, the Metropolitan Washington Council of Governments (COG), in cooperation with local planning
officials, produced the first regional map of Activity Centers in 2002 and an update in 2007. For the last

10 years, Activity Centers were mostly used for technical analysis and transportation planning purposes,

such as developing growth forecasts, measuring comahemistruction activity, and modeling

transportation capacity.

In 2010, area leaders convened by the Council of Governments developed Region Forward, a vision for a
more accessible, sustainable, prosperous, and livable metropolitan Washington. Thealeddior a

mix of housing, jobs, and services in Activity Centers, as well as efficient transportation connections
within and between Centers. Most importantly, Region Forwaesmghasized Activity Centers as the

best strategy for accommodating futgrewth.

Place + Opportunity: Strategies for Creating Great Communities and a Stronger Region is an initiative to
strengthen and enhance Activity Centers throughout metropolitan Washington. Activity Centers are the
places that will accommodate much ofthe gi ondés gr owt h diattractrésielents,omi ng de

businesses, and visitors to the area, and are cri
success. Incorporating-ohepth research on market, physical, and socioeconomic chatadarishe
regionds Activity Centers, this report offers goa

other stakeholders working to create thriving, high opportunity places.

Strong Activity Centers are the foundation of a strong regidniléthey take many different forms
throughout the region, strong, dynamic Centers share some common characteristics: communities that
offer a range of housing, transportation options, jobs, services, and amenities. Most importantly, they
provide access topportunity for residents, workers, and businesses. The importance of these places to
local communities and the region is increasingly clear. Activity Centers will more efficiently
accommaodate the significant growth projected for metropolitan Washingémers with a mix of uses,
amenities, and good pedestrian infrastructure have been shown to attract more people and growth,
perform better economically, and prove more resilient during recessions than lessisaixad walkable
nei ghbor ho o @ ActvityTChnters iare djviersenrénging from highly urban places

to suburban town centers to traditional towns. Each community has its own aspirations, and there is no
onesizefits-all approach to achieving success. However, Centers with common chatiasteen

benefit from similar strategies and investments.

The Regional Activity Centeran the following pageare sortedirst in descending order by number of
jobs.An extensive overhaul of the Regional Activity
Department of Community Planning and Services.
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2015 Employment by Activity Center Cluster

Metropolitan Washington Council of Governments
Round 8.3Cooperative Forecasts
Sorted by Number of Jobs

Activity Center Cluster Name AL Jurisdiction
Employment

Capitol Hill, Downtown DC, Dupont Circle, Farragut Square, H St, Monumg

Core, NoMa, U/14th Corridor, Westend 551,681 Washington, DC

Ballston, Clarendon, Court House, Rosslyn, Virginia Square 110,019 Arlington

Fairfax Innovation Center, Herndon, Reston Town Center, Wiebkton East 93,988 Fairfax

Tyson Central 7, Tysons Central 123, Tysons East, Tysons West 92,969 Fairfax

CrystalCity, Pentagon, Pentagon City 84,705 Arlington

Bethesda, NIH/Walter Reed National Military Medical Center 71,744 Montgomery

Dulles East, Dulles South 63,982 Fairfax

Braddock Road Metro Area, Carlyle/Eisenhower East, King Street/Old Tow

Potomac Yard 61,887 Alexandria

Downtown Frederick, East Frederick Rising, Fort Detrick, Francis Scott Ke

Mall, Golden Mile, Jefferson Tech Park 56,418 Frederick

Brookland, McMillan/Old Soldiers Home, Rhode Island Ave Metro 51,559 Washington, DC

King Farm/Rockville Research Center/Shady Grove, Rockville Montgomer

College, Rockville South/Twinbrook, Rockville Town Center, 50,845 Montgomery

One Loudoun, Rt 28 North, Rt 28 Central, Rt 28 South, Rt 772 Transit Are

606 Transit Area, Dulles Tow@enter 46,444 Loudoun

Merrifield Dunn Loring 46,125 Fairfax

Innovation, City of Manassas, City of Manassas Regional Airport, Manassg

Park, Yorkshire 39,184 Prince William

Fairfax Center 37,841 Fairfax

Landover Mall, Landover Metro, Largo Town Center/Morgan Blvd, New

Carrollton 35,964 Prince George's

Capitol Riverfront, Southwest Waterfront 33,158 Washington, DC

Silver Spring, Takoma Park 32,827 Montgomery

Fort Belvoir 32,622 Fairfax

City of Fairfax, George Mason University 27,371 Fairfax

Fort Belvoir North Area 25,937 Fairfax

Life Sciences Center/Gaithersburg Crown 25,894 Montgomery

Rock Spring 25,863 Montgomery

Waldorf 18,535 Charles
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2015 Employment by Activity CenterCluster

Metropolitan Washington Council of Governments
Round 8.3 Cooperative Forecasts
SortedAlphabetically byJurisdiction

2015

Activity Center Cluster Name Jurisdiction
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606 Transit Area, Dulles Town Center 46,444 Loudoun
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MISSION STATEMENT

To provide a cooperative regional transportation marketing approach designed to reduce driving alone
while maximizing use of commuter transportation alternatives in the WashingBaitimore
Metropolitan commutearea:

I This document serves as a resouticectory of current products, research, and marketing activities
that have been conducted within the Washington metropolitan and Baltimoresrelgisn
maintained with the most current information available from notable sources.

T Thi s doc umetobdlise agtatedy fr a regionally coordinated TDM marketing
campaign in order to maximize the campaign's effectiveness in increasing awareness regarding TDM,
by targeting specific employment activity centers for the promotion of specific modés ereate
promotional events with trackable results.

1 This document focuses on primary impacted activity centers/corridors in this region, andiiigets
products along those employment activity centers that are competitive with driving alone for the
audience who is most likely to try alternative transportation products.
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GUIDING PRINCIPLES OF
STRATEGIC MARKETING PLAN

Through the research previously conducted within the region, it is clear that the general population is
aware of theegionalcongestion and clean aihallenges Unfortunately, many have not translated this
awareness into action, although they statient to do so. The alternatives to SOV behavior are perceived
to lack the key characteristics @fnvenience, reliability, and time efficiencyherefore the marketing
campaign initiated within the Washington region must possess these attributgsramidéing genuine
alternatives to driving alone. In addition, it must show that the options are flexible to match the
commutersdé daily needs, and that it will solve

In order to realize the missiaf Commuter Connectionthis document will

1 Summarizekey findings of the most relevant research related to the products and demographics
associated with TDM issued over the last five years.

1 Address the full range of strategic marketing activitiesedlapersuadinghe alternatives to single
occupant drivers.

9 Focus on specific messages that have proven effective in past campaigns and modify them, if
necessary, for impacted activity center promotions.

1 Convey to the audience, the opportunifieesented within specified impacted activity
centers/corridors for marketing and promotions based on ample capacity and demand for alternative
commuting.

i OQutlineregionalactivity centergflusterswhere alternative commuting will be promoted to maximize
conversion from single occupant vehicles.

1 OQutline the marketing strategy that should be utilized to maximize penetration within the region and
increase awareness of the benefits of alternative commuting.

1 Evaluate the promotions and advertising strategy igwing the quantity ophonecallsfor the 800-
745-RIDE numberyisits to theCommuter Connections web sindthenumber ofGRH
applications and Ridematch lists generated.
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KEY FINDINGS AND STRATEGIC |MPLICATIONS ‘

Several key findings angtrategic implications were noted after review of the research summarized within
the appendix of this document. These important observations and implications were taken into
consideration while planning the F¥ inarketing campaign. Ongoing research wdlhtinue to help
Commuter Connections understand our target audience.

2013 State of the Commute, Commuter Connections

Use of telework/compressed work schedules continued the upward trend observed since the 2001 SOC
survey; the share of weekday tripgreénated by these modes has more than tripled over the past 12 years,
from 2.3percentof weekday commute trips to 8p@rcentin 2013. Transit lost mode share between 2010
(20.2percent and 2013 (17.percen}, but maintained the same share of tripga001, 2004, and 2007.

The carpool/vanpool and bike/walk mode shares have remained essentially constant since 2001.

The survey indicates mode preferences by ethnicity. Hispanic respondents are the most likely to drive
alone (73percent and are more lidy to carpool/vanpool (9%) than are respondents in other groups.
Whites are more likely to Bike (3%), and Africémerican respondents are statistically more likely to
use the train (18%) than respondents of any other ethnic groups.

Respondents who ar@-24 years old are less likely to drive alone and more likely to use all types of
transportation alternatives to driving alone than are older respongarttsularly the bus and bike/walk.
There are no significant differences in mode use rates for adgsetween men and women; they are
equally likely to drive alone, carpool/vanpool, ride a train, ride a bus, and walk or bicycle. This differs
however from the Bike to Work Day 2013 survey which indicated a comfortable majority of male
participation at 6percent

Awareness of commute information advertising remained high. More than haé&én} of all

respondents said they had seen, heard, or read advertising for commuting in the six months prior to the
survey and 6percentof these respondentsuld cite a specific advertising message. Both the general
recall and specific message recall are approximately the same as was observed in the 2010 survey (58
percenfgeneral recall and 7@ercentmessage recall). Almost half (pércen} of respondenta/ho had

heard ads could name the sponsor. WMATA was named pgrténtas the advertising sponsor.

Commuter Connections was nhamed byp&Pcent about the same percentage as named Commuter
Connections in 2010 (43ercen}.

Commute advertising appearsitmf | uence commutersd consideration
(25 percent of respondents who saw or heard advertising said they are more likely to consider ridesharing
or public transportation after seeing or hearing the advertising. This igiage¢he same rate as was

noted in the 2010 SOC (®&rcen}, but higher than the Ii8ercentwho noted this willingness in 2007.
Respondents who are using alternative modes are more likely to be influenced by the advertising. More
than four in ten budders, 25percentof train riders, and 3gercentof bike/walk commuters said they

were likely to consider alternative modes after hearing the ads, compared wélc2atof commuters

who drive alone and the sarsieare of carpalers/vanpoolers.

Aboutnine percent of respondents who could recall an advertising message said they took some action
after hearing the ad to try to change their commute. Most commuters said the action they took was to see
more information, but two percent of all respondenegitor started using a new alternative mode. While
these respondents equal only about one percent of the total commuter population, they represent more
than 20,000 commuters. Half (p8rcen} of the respondents who started using a new alternative mode
drove alone before making the switch. The other half had been using a different alternative mode.
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2014Employer Satisfaction Survey Report

The survey of 38 employer customers of Commuter Connections and local member organizations

indicated significant potdial for the broader implementation of commutéated benefits by employers.

The large majority (7percent of respondentsd said they were sati
had with their Commuter Connections network representative, fiatthg i a b o u tperaeno§ ht . 0 2!
respondents who had not had a contact in the past year said the level of contact was less than they wanted.
But the factthat 69ercenn f t hese respondents said having no co
some repondents did not feel it necessary to hear from or see their representaterc80percentof

respondents said they would prefer email for communications with/from their Commuter Connections

network representative.

FY 2012 Commuter Connections Applicant Database Annual Placement Survey Report

A total of 892 interviews were completed of 8,831 commuter applicants for an overall response rate of
10.1percent More than half (52.@ercen} of survey respondents made a comnpatern change or

tried another method of transportation after receiving assistance from Commuter Connections. About 38
percentof applicants who made a mode change shifted from driving alone. The remaiqiagéat

shifted from one alternative modeanotherSix in ten (61percent applicants said they use transit at

least one day per week. About a third (&3cen} of applicants carpooled or vanpooled at least one day

per week.

The primary reasons that applicants made commute changes were rmosaye(17percen} or save

time (13perceny, because they changed jobs or work hourgpgr6en} or were tired of driving (11
percent. About one in ten cited conveniencep@ceny, gas prices too high (@ercen}, or because a hew
option became avaltde (8percen). Applicants noted four primary sources of making contact with
Commuter Connections: word of mouth referrals§@88en}, employer / employee survey (pérceny,
internet (18ercen), and radio (14ercen}.

Four in ten (39ercent applicants said they received or accessed a service to help with carpooling or
vanpooling; 2percenteceived a matchlist with names of potential carpool/vanpool partnepgrdent
used the carpool rider bulletin board, and nine percent received enhowaing home and work locations

of potential carpool/vanpool partners. One in ten applica@tpdicen) accessed Park & Ride lot
information and 1(@ercenteceived general information about carpooling or vanpoolivgr twothirds

(68 percent of appli@nts who received a matchlist or map with potential rideshare partners tried to
contact someone named on the list angpéfeentwho tried to make contact reached someone on the list.

Qualitative Research Findings, 2010

Travel Choi c e F aastcomnmon tralRlemede onatidadon was Saving
money/affordability. Carpooling was the most likely choice if driving alone was not an option.
Respondents were most likely to stop driving alone if the prospective carpool partner was a family
member or fried, but they were most unlikely to carpool if the prospective partner was someone
previously unknown. Among respondents who used to drive alone, their top reasons for changing were:
avoid congestion; save money; changed job/work hours.

2013 Bike to Work D@ Survey

Nearly half (48perceny of respondents work in the District of Columbia. Two thirdsgéfceny of
respondents are male. R8rcentof respondents are younger than 35 yearsawmid,86percentof

participants are &ucasianAbout a quarter (2ferceny of respondents said this was their first BTWD
event. More than six in ten (@&rcen} of the respondents said they also participated in the 2012 BTWD.
After the event, 3percentof respondents either started biking or increased biking. Tenrmearice
respondents were new riders; they did not commute by bike before their first BTWD event.-dn&nty
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percent biked to work before, but started biking more often after BTWD. All respondents who biked after
BTWD, even if only occasionally, were askealahthey traveled to work on days they did not bike to

work. 40percens ai d t hey drive alone to work on days they
average of 9.2 miles ongay to work. A sizeable majority (4&rcen} of respondents said their

employers offered some type of commute assistance information, services, or facilities for employees

who biked to work. The most common service was bike racks, offered fiigré&&ntof employers.

Twenty percent said the employer offered a secure form of kisyotage such as lockers or a locked

bicycle cage or permitted employees to store their bicycles in their offices or workstations.

A large share of respondents also noted that their employers offered personal convenience services

including showers (6gercen) and personal lockers or a locker room f@dceny.
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SUMMARY OF ADOPTED STRATEGY FOR FY15

Commuter Connections is a regional network providing commute services and information to area
residents and employers in the Washington metropolitan regimnaén to help reduce traffic congestion
and emissions caused by single occupant vehicles (SOVSs).

As part of the Regional Mass Marketing Transportation Emission Reduction Measure, the Commuter
Connections Marketing program will provide frequent promotibRidematching services, Guaranteed

Ri de Home, and 6Pool Rewards, in addition to spec
and the Employer Recognition Awards. These various services and special events promote alternative
commute options inading: ridesharing, teleworking, bicycling, walking, and mass transit. The FY2015
marketing program will raise awareness of commuting choices available in the Washington metropolitan
region and support Commuter Connections network members in educatingpgkees and the general

public to help them find and use alternatives to driving alone for both work andar&rrips.

Market Researchlinput: Insight for the FY15 marketing strategy was in large part defiged the
following sources:

2013 State of th Commute Survey Report

2013 Commuter Connections GuaranteakRlome (GRH) program Surv&®eport

FY 2012 Commuter Connections Applicant Database Annual Placement Survey Report
FY2009-FY2011 Commuter Connections Transportation Emission Reduction (TERMYy#\s
Report

= =4 -4 =9

These reports and surveys are the cornerstone for the FY2015 Marketing Communications Plan. They
provide quantitative and qualitative measurement of commute behavior by workers throughout the
Washington metropolitan region and the impafcthis behavior on air quality and congestion.

In addition to comprehensive data provided by these reports, the marketing team has considered
performance data from past campaigns as well as information gathered through industry reports, surveys,
and trends, and how it might be applied to the Commuter Connections mass marketing campaign efforts.
This information is used to support the development of the media and/or messaging strategies.

Increases in gas prices have had a measured effect on ridesivarinige past several yearBhe cost
per gallon has decreassdnificantlysince lasyear;considering the cost savings associated with
ridesharingthe price at the pumghould remain aonsideratiorior commutersbut to a lesser degree
AlthoughWashington D.C. region commuters ammewhat insulateth the economic realities of other
markets, the overaflluggishU.S.growth perpetuates financiahcertaintyof many consumers. The
economic benefit of ridesharing is a strong, simple messageontihcie toresonate

Train commuters exhibit the highest level of alternative commute awareness, as well as a relatively high
level of satisfaction with their commutes, particularly compared to those who drive alone. The
satisfaction disparity can be leveraged as parteoMhbss Marketing campaign.

The 95 Express Lanes, part of VA Megaprojempened irDecember 2014Commuter Connections has
teanmedup with VDOT and Transurban fwomote carpooling on the 95 Express Lan@arpoolswith an

E-ZPass Flexvill travel toltHree. Newly formed @rpook,whoj oi n 6 Po ol usRlewsar ds and
Express Lanes will enjoy an extra bonus of $100.
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Carpooling is also receiving growing national and regional attention through social media and mobile
apps. Social media and digital pemce are important aspects of a campaign that aims to reach a growing
demographic. With those under twetfitye years and under $30,000 annual income groups most likely to
use commute alternatives, the attention that newcomers give to carpooling i@ pusits for Commuter
Connections. Increasing awareness provides an opportunity to address the advantages Commuter
Connections has offered to the region for forty years, while building the customer base. Commuter
Connections has an established, trusteddaanoss the region and boasts a database of 15,000 commuter
accounts. The ridematching service offered by Commuter Connections allows commuters to easily find
and establish carpools to meet their-tlaxgday commuting needs. Cost savings and commutingesoi

from a trusted source can also help establish a lasting carpool, which is a message that may be explored in
this year's regional TDM marketing campaign. Additionally, regional commuters now have access to the
ridematching system through a new mobiletform, which was unveiled in FY2014. Commuter
Connections' new mobile ridematching app allows the region's commuters easy access to finding carpool
partners, and locating padndride lots. Increasing interest in more and easier ways to find a skdeed r
should work in favor of promoting the use of the ridematching app.

In addition to the personal benefits of ridesharthg most important of which are saving commuters

time and money, environmental awareness and responsibility are impacting theopsgy/use

transportation. Societal benefits like saving energy and reducing pollution and congestion rank among the
top motivators for those who use commute alternatives. Trends point toward people actively working to
improve their commutes and willingtyying alternative commute options. Many people are increasingly
aware of their own impact on environmental quality and are familiar with ways to positively impact our
current environmental situation, including the use of public and alternate transpori#tiere is also a
connection between health and transportation that should be considered as part of the message.

For commuters who rideshare, the Guaranteed Ride Home (GRH) program provides a valuable service in
securing a ride home in case of an unetgx personal or family illness or emergency, or unscheduled
overtime. To increase GRH awareness and drive applications, the most receptive areas need to be
targeted, both geographically and demographically. This year's campaign will continue to pr&Hote G
registration within the inner core for those switching to or already using transit, bicycling, and walking to
and from work. For commuters in the middle and outer rings, the campaign will focus on positioning

GRH as a service provided to those who confrem SOV driving to other mobility modes or who

already use alternative modes such as ridesharing and public transportation. The overall message will
remain focused on registration for the program and positioning it as a safety net to ease the fansitio
those switching from driving alone to using transportation alternatives to and from work.

In addition to paid and earned media, the regional effort will include Car Free Day and Bike to Work Day
events. The mission of these events is to encour@yedsivers to try alternative transportation modes.

The intention is to change behavior so that individuals will choose to incorporate such alternatives as part
of their regular, or at least occasional, commute or lifestyle patterns.

Marketing Strategieslhe marketing strategy will focus on achieving the following:

1 Emphasize the cost savings benefits of ridesharing, specifically through the use of simple,
direct messages that communicate how sharing a ride saves money.

1 Co-brandwith VA Megaprojects fothe 95 Express Lanes throughP o o | Radiova r d s
messages and mention within direct mail.

1 PromoteCommuter Connectiodsnobile ridematching capabilities to position Commuter
Connections as the trusted, convenient regional provider of ridematching séwioety
years.
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Draw on the additional savings of O6Pool Rewa
Drive inner core commuters who use public transportation, bicycling, or walking to register
for GRH.
1 For middle and outer ring commuters, leveraggooling and vanpooling by positioning
GRH as a safety net for ridesharing and public transportation use, available to commuters in
case of unscheduled overtime or an unexpected personal or family emergency.
1 Increase the number of participants in spemi@nts and promotions such as Car Free Day
and Bike to Work Day based on set committee goals.
1 Promote employer efforts to ease regional commuting issues through earned media
placements and highlight the Employer Recognition Awards; incorporate humastnter
stories of commuters using alternative commute modes and/or employers offering commuter
benefits that have higher than expected engagement levels.
1 Increase reach to younger demographic, Spanish, and African American audiences in radio
and print message
Explore opportunities to advertise with transit and/or bus wraps.
Reduce work trips.

= =4

1
1

Media buying strategies will be selected basethod party esearch reports for the specific target

audiences for each program and event: Ridesharing, Guaranteed Ride Home, Employer Recognition
Awards, Car Free Days, Bike to Work Day, 'Pool Rewards, and any other program or event. These reports
identify specific mdia that are best suited for each target audience. The report information is considered
along with the cost of each media option and results from previous Commuter Connections campaigns.

For FY2015, radio is recommended as the anchor medium for theaprogadio has the ability to reach

a large portion of the Commuter Connections target marketpé®€ent with significant frequency,
especially when commuters are engaged in potentially stressful, frustrating, costly, and time consuming
commutes.

Visual creative is important to provide reinforcement of messages delivered through radio spots, as well
as brand awareness. FY2015's marketing strategy will includeplaekd visuals across the geographical
region. Outdoor print such as bus signage anliesheand cable TV will be evaluated as potential visual
elements for the campaign.

Internet advertising is also visual and closer to-torene selling than any other form of media.
Optimized placement of banner ads on websites targeted to key conetiss weather, television
affiliates, and job sites may be used to reach commuters who are just a click away from Commuter
Connections' online ridematching service or GRH registration.

Opportunities to involve retailers and local businesses in spdmzarspromotion of Commuter

Connections programs such as GRH Rewards, Bike to Work Day, arta@aDay will be considered.

The aimis to identify businesses interested in both encouraging people to explore the use of sustainable,
healthy transportatioand benefiting from the patronage of those commuters. Retailers could provide
sponsorship through giveaways or discounts for events such as Car Free Day, or could be involved in co
promotional opportunities.

In addition to traditional media, the marketitegum will look to further expand the use of social media,
mobile devices, smart phones and tablets. Building upon Commuter Connections' existing pages on
Facebook (Commuter Connections, Telework, Bike to Work Day, and Car Free Day) and accounts on
Twitter (Bike to Work Day and Car Free Day), which have received increasing attention over the last
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year, the marketing team will investigate additional strategies to increase engagement and integrate social
media activities with other marketing approaches.

Themarketing team will examine opportunities to provide improved smart phone access to Commuter
Connections resources and commute option information and benefits. Quick Response (QR) codes may
be used on marketing creative to provide smart phone usersmwithdiate access to Commuter
Connections' information and registration or pledge pages. This would also improve Commuter
Connections' digital presence and help us to reach our newly targeted younger demographic.

Existing creative developed in FY14 will beed for the FY15 fall campaign; results of the complete
FY2014 campaign will be studied and best practices will be carried forward for the FY2015 campaign.
The creative team will consider the results of the FY2014 campaign along with area transpogtat®n t

and additional exploration to help identify the most effective messaging strategies for implementation for
spring 2015.

The marketing team will investigate format and layout options for print pieces, including the Commuter
Connections newsletter,rdct mailer, and the Employer Recognition Awards nomination brochure. New
formats or layouts will look to one or more of the following objectives: decrease print costs, increase
usability and response rates, and provide a fresh, new look.

Focus Group seemswereheld in thefall of 2014 with stakeholders, specifically: network members,
funding organizations, and the genenablic. The marketing contractgatheedinput on Commuter
Connections' overatperation ananarketing efforts, tools they fincelpful, web resources such as

online tools, social media, and employer kits, and what they need to promote Commuter Connections
programs including 'Pool Rewards.

The Marketing Communications Plan will effectively and efficiently reach its target madssd bn a

review and analysis of third party media data from Strata, Scarborough, and Arbitron as monitored by a
professional media buying firm. Reach and frequency of the target demographic will be calculated using a
cost/value proposition for each medjgtion.
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REGIONAL PROFILE

TheWashington regiois approximately 3,500 squandiles in size and iamong the fastest growing
areasinthecountryAf t er modest growth in the 1970s tand ear|l
grow more rapidly in the late 1980&here arenorethan 5.3million people and 3.tillion jobs in

hundreds otommunities linkedogether by a systeof roads, transiines, and bicycle and pedestrian

paths.Both population and employment in thegjon are expected to continue growimgger the coming

decadesWith jobs and people coming to the area all the timejntipacts on the burdened highwearyd

public transportation systems are feltdyeryone Between now and 2040h e r pogulation i8 s

expected to increase by pércent, to 6.4nillion people while employment is expected to increase3by

percent, to 4.4nillion jobs,compared to 2010.

While the region will see growth as a whole, some areas will grow faster than others. The popiulation

the outer jurisdictions is expected to grow at a faster rate than the inner jurisdictions, but the inner
jurisdictions wil/| retain the majority of the reg
expected to grow fastest in the outer juigtioins of Virginia, but the highest concentration of jobs will be

in the District of Columbia, Fairfax County, VA, and Montgomery County, MD in 2040. This means that

the population will be slightly more dispersed in 2040 than it is today, and jobs witiweno

concentrate toward the western side of the region.

These trends mean that greater demands will be placed on the transportation system in order to connect
residents to jobs. As the region grows to accommodate more jobs and more people, mamy jobs

households will end up further apart. Over the next three decades, increasing population and job growth

wi || |l ead to more vehicles, more trips, and mor e
result will be more cars squeezed onto aosas and more people squeezed into our buses and trains.

The overall amount of driving in the regionrmeasured in vehiclmiles traveled is expected to grow by

25 percent slightly more than population, which means that VMT per cédpitaneasure of o much

the average individual drivésis forecast to increase by aboypdrcent The increase in demand on the
regionds roads by 2040 is expected to outpace inc
congestion. Total VMT is expected tae&i25percentwhile funding constraints will limit the increase in

new roadway capacity topercent That gap will result in a 7Bercenincrease in the number of lane

miles of congested roadway during the morning peak period.

The average number of jobscessible within a 4Binute automobile commute is expected to go down
slightly over the next 30 years, and the greatest reductions in job accessibility are expected to be on the
eastern side of the region. This is due to a combination of projectedsasrim automobile congestion
systemwide and the fact that the western portion of the region will see greater job growth over this
period. Average accessibility by transit is forecast to increase, however overall accessibility to jobs by
transit will reman significantly less than by automobile.

The modes by which people choose to travel arenot
Currently, 42percentof all trips in the region are made by drivers of sirmgeupant vehicles, a share

thatwill drop by only a few percentage points by 2040. Carpooling is forecast to become slightly more
popular, growing in share from 4iercento 42percent Trips made by nemotorized modes will also

make up a slightly greater share of total trips in 2@ they do today, while transit share will remain

the same.

Although mode share is not forecast to change significantly, the total number of trips taken using each

mode will grow. The number of transit trips will grow by @&centand HOV/Carpool tripsvill

increase by 30 percentby 2040n 2040 the regionb6és roadways and tr
accommodate a much larger volume of travelers than today. Population and job growth will also lead to

an increase in the total number of commute trigh@vegiori about 29ercenty 2040. However,

work trips will continue to make up around Rércentof all trips, and those made by drivers will

continue to account for about #ércenwof all vehiclemiles traveled. By 2040, the share of work trips by
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carpool and nomnotorized modes is expected to increase, fromettento 14 percentor transit, and
from 4 percento 5percentfor nonmotorized modes.

Changes in travel patterns will vary by geography, both in terms of the number of trips takerwan

trips are made. The majority of work trips in 2040 will be made in the inner suburbs: Montgomery,
Prince Georgebs,iwandhFairef akecoegiioeds most popul
suburbg Prince William, Loudoun, Frederick, a@harles counties will see the most significant rates of

growth in the total number of trips, since population and employment will be growing fastest there.

In the regional core, the majority of work trips & centaremade on bus and rail transit, ati@lpercent

are made by walking or biking. In the inner suburbs single driver trips account for the largest share of
work trips 63percentand nearly a quarter of works trips are taken by transit. Though the transit share is
lower than the regional corlhe number of transit work trips generated in the inner suburban counties is
greater than that of the regional core. In the outer suburbs, more tparc@aof work trips are made by
single drivers.

By 2040, slight changes in mode share are expétt@tithree areas. In the regional core, the share of
transit trips is expected to drop in favor of more walk and bike trips. In the inner suburbs, single driver
trips are expected to drop slightly, while both transit andmotorized trips will increaseAnd in the

outer suburbs single driver trips are expected to drop, while carpool and transit trips are expected to
increase.

Projects such as thwSilver line to Dulles Airport, and theecember 2014 9Bxpresdanesopening
contribute to this shift Severe stoandgo congestion is expected to be prevalent throughout the entire
region in 2040, not jushiisolated areas. However, the recent transit expansioBxqmdsd_anes
projectsserve tarelieve some of the congestionNorthernVirginia.

Outer suburban jurisdictions in the region will experience the greatest increase in congestion, while the
already congested inner suburban jurisdictions will experience the worst overall congestion. Making
matters worse, congestion will increasingly extdeyond rusthour periods and affect effeak weekday
periods and weekends.

Due to a lack of funding for capacity enhancement projects to accommodate all of the projected transit
ridership growth in the region, the Metrorail system will likely reachacdyp on trips to and through the
regional core. According to a WMATA study, without additional railcars beyond those currently funded,
four out of five lines entering the core will become congested or highly congested by 2040, and the
Orange/Dulles, Yellw and Green lines are forecast to be highly congested.

Emissions of smogroducing Volatile Organic Compounds (VOCs) and Nitrogen Oxides (NOx combine

in sunlight on hot summer days to form grodedel ozone. Motor vehicles are responsible for a large

portion of VOC and NOx emissions in the region, and so arenmaivile sources like power plants. In

addition to NOx and VOCs, the plan also tracks and estimates emissions of particulate matter of less than
2.5 micrometers in diameter (PM2.5). PM2.5 is ofcsgleconcern because these uliree particles can

easily lodge in the lungs of humans and cause health problems. Since concern about PM2.5 has developed
relatively recently, PM2.5 was not tracked or estimated in 1990.

Under the federal Clean Air Act,@éliCLRP is required to conform to regional air quality improvement
goal s and show anticipated vehicle emissions to c
air quality improvement plan. Analysis of the 2012 CLRP shows dramatic reductiomsseians of all
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three main pollutants between 2002 and 2020, followed by a leveling off and then a slight increase
between 2030 and 2040 for some mobile source emissions.

The data shogthat estimated emissions are well within the mobile source emissions budget for each
pollutant for 2017, 2020, 2030, and 2040. These results reflect the impact of better vehicle standards,
cleaner fuels, and fleet turnover, as well as travel demand anatiops management and transit

investments. Absent any further improvements to the vehicle fleet, however, once the fleet has undergone
a complete replacement, the amount of mobile source emissions will begin to rise due to overall increases
in vehicle mies of travel (VMT).

Employment growtlis expected to be thgreatest during the 2015 to 2020 time period, when an average
of 56,000 new jobs are anticipated per yeare than the amount of jobs added from 2@1P015.
Two-thirds of all new jobs are #nipated in service industries such as engineedomputer and data
processing, business services, and medical research. Job grdetithiern Virginia (53ercen} will

outpace the growth anticipated in the Maryland suburbpégden}, andthe District of Columbia (16
perceny.

Fairfax County, Montgomery County, and the District of Columbia would add the langasiers of new

jobs to the regionbés empl oy meperiod, bllaveead by &rincei ng t he 2
Georgeds aodntioessou@oklectively, the regionbés i nn
new jobs, 627,900, by 2040. As with population and household growth, the largest percentage increases

in employment will occur in the outer suburbs of Virginia and Marylawd€ether, these outer
jurisdictions wil!/ add 433,800 jobs to the region
2040. Despite the tremendous growth in suburban employment shown in the forecasts, the District of
Columbia will continue to havthe largest number of jobs of any single jurisdiction and would account

for a fifth of the regionbés employment in 2040.
percent of regional employment.

Regional economic growth will continde attract new residents and fuel a general demand for new

housing. Households, or occupied housing units, in turn form the basis for population forecasts for most
jurisdictions participating in the Cooperative Forecasting process. Planners monitor lconsingction

and estimate population growth by multiplying the number of occupied housing units by the average
number of people in the jurisdictionsd househol ds

As one of the most expensive regions in the country, metropolitan Washington faces significant

affordable housing challenges. The region is losing a substantial amount of existing affordable housing

stock near jobs, services, and transportation optionse&000, the number of legost rental units in

the District of Columbia has fallen by half, while the number of levedne homes has fallen by nearly

three quarters, according to the DC Fiscal Policy Institute. According teZ9American

CommunitySurvey data, approximately half of renter households in the District of Columbia,

Mont gomery County, Prince Georgebts County, and Fr
than 30 percent of their income on housing costs. Beyond the urbancoye,nesah t he r egi onods
job centers are just starting to add housing and most of the new construction will not be affordable.

Transportation costs and commute times have risen considerably over the last twenty years, making
Metropolitan Washington aexpensive region in which to travel. Many households in the region spend
well over 15 percent of their income on transportation costs, typically the largest household expenditure
after housing. A study by the Center for Housing Policy and the Center ifgitddehood Technology

found that moderatemcome families in the Washington Metro area now spend an average of $1,099 a
month, or $13,188 a year, for transportation costs.
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While the region is known for many examples of successful trarisiited develoment (TOD), other
Activity Centers in the region have Metrorail stations but lack the land use, zoning, regulatory policies,
and strong market dynamics to fully harness the potential of their infrastructure. Despite significant
challenges, there are als@mny promising opportunities and trends in the region that could be leveraged
to support Activity Centers.

Besides the recent creation of the 4986 95Express Laneshe region has undertaken major

investments in Metrorail and for new modes of tratiit include streetcar, light rail, and kapid

transit lines. These new investments present a unique opportunity to catalyze development and create

wal kabl e Activity Centers in many of the rwgionos
transit investments have the potential to stimulate real estate markets in many of these Centers.

The Financially Constrained Lofigange Transportation Plan, or CLRP, identifies all regionally

significant transportation projects and programs that larmpd in the Washington metropolitan area
through2040.Thelongr ange pl an i ncludes all Airegionally sigl
Occupancy Vehicle (HOV), bicycle and pedestrian projects, and studies. Each year the plan is updated to
include na&v projects and programs, and analyzed to ensure that it meets federal requirements relating to

air quality and funding.

Below is a list of significant changes to the CLRP proposed for the 2014 Update to the CLRP. Following
a 30day public comment periothese projects, along with hundreds of other changes were approved by
the TPB on April 12, 2014 for inclusion in the Air Quality Conformity Analysis for the CLRP. The list
below covers changes only to those projects that are considered to be majed prgjents, i.e., on
interstates, principal arterials and some minor arterials, as well as transit facilities.

Streetcar Union Station to Georgetown

Streetcar M Street SE/SW Line

Streetcar Minnesota Avenue Spur

Removal of Proposed H and | Streets NW Peak PeriodlBilis Lanes (nhot mapped)
Studies: Managed Lanes on 14th Strdebchambeau Bridge;395/1695, and 4295
MARC Growth and Investment Plan (not mapped)

1-95/495 Interchange at Greenbelt Metro Station

VRE System Plan (not mapped)

. Widen US Route 1

10. Widen VA Route 123

11. Dulles Air Cargo, Passenger, Metro Access Highway Alternatives

©COoNOA~WNE
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PRODUCT PROFILES

In the Washington metropolitan region there are several products being offered to commuters as
alternative transportation methods to driving alone to work:

Carpools and Vanpools
HOV Laneg$Express Lanes
Transit
a. Summary of Bus Activity
b. Summary of Rail Activity
c. Summary ofPark and Ride Lots
Telework
Bicycling
Bike Sharing
Car Sharing

wN e

No o s

Alsoincluded in the following analysis are support services or promotions for alternative commuting:

Guaranteed Ride Home

Commuter Benefit Program€émmuter ChoiceSmartBenefits
Clean Air Partners

&ool Rewards

PwbhE
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CARPOOLS AND VANPOOLS
Product Profile

Carpools are a highly used form of alternative commuting. HOV lanes provide an additional benefit for
carpools and vanpooistime savings. In areas not served by HOV lanes, cost savings and reduced stress
(from not driving everyday) artne most important benefits. Commuter Connections assists commuters

in finding suitable ridesharing arrangemetm®ugh @ on-line ridematching capabilityCommuters

simply set um freeaccount through the Commuter Connections web sita#iesignng up for
ridematchingar e abl e t o obt ai.on aBontahp taeredtchistipdicaant dc htl i st
potential carpool drivers or passengers, and available varthatfeve the same or similar route and
schedule.

The Transportation Planning Bal (TPB) at the Metropolitan Washington Council of Governments
(COG) conducted a Household Travel Survey in 2007/2008, collecting data from 11,000 households in
the Washington region and adjacent areas. The survey collected demographic informatioasas well
detailed trip data for a full weekday for each member of each household. The survey indicated that the
number of commuters riding in a private vehicle over the past decade has been on the daeline.

survey findings showed that commuteso areauo-passengers now represent approximatglgrgent

of the overall commuting population within the metropolitan regioncontrast, according to the survey,
transit is on the rise, now representingoE8centof the overall commuting populatiomuring2011 and

2012, the Transportation Planning Board (TPB) at the Metropolitan Washington Council of Governments
(COG) conduatda survey of 4,800 households in 14 communities in the Washington region to gather
updated information on area travel patterns.

Many of the vanpool operators, includi¥gde, Enterpriseand ABS vanpools, acceftnartBenefits&s

fare payment. Vanpools typibatravel greater distances thaarpools. The majority of vanpools in the
Washington region originate in Virginia, mosttyPrince William, Spotsylvania, and Stafford counties.

The primary destinations of vanpools are the District of Columbia, Arlington, and Fairfax County. There
are several vanpool operators in Virginia, and a large number of single owner operatdd tlzns.
Commonwealth of Virginidghe AdVANtage Vanpool Sefnsurance progratis offeredthrough the

Division of Risk ManagemerfDRM), a division of the Virginia Department of the Treasufyyvanpool
selfinsurance pool is a group of vanpool owners whardoute annual membership fees used to self
insure their commuter vanpools. Through the pool, vanpool owners share common risks via a
combination of seffunding and insurance.

Current Strategies

Encourage ridesharing as solutiors&ving time angiasexpenses

Encourage greater carpools and vanpools through placement of highway signs with the Commuter
Connection800number and web site in Maryland, Virginia and the District of Columbia.

1 Promoteridematching softwaroffered by Commuter Connections through the broadcast and direct
mail campaigns

)l
)l

1 Increase commuter awarenesss t h e 0O P capdolvaRmolircentveprogram
1 Increase commuter awarendisat Fairfax andPrince William Countyoffers persongbroperty tax
relief for vans used for ndor-profit ridesharing purposes
1 Increase commuter awarendisat SmartBenefit€an be used for vanpool
1 Increase commuter awarendsat all Northern Virginia rideshare agencies offer temporary financial

assistane to new vanpools or vanpools experiencing emergency loss of ridership that threatens the
survivalof the ridesharing arrangement through the Van Start/Van Save program.
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1 Increase commuter awarendisat GWRideconnectedeems$SmartBenefitgor all vanpoolsn the
Fredericksburg region.
1 Increase commuter awarendisat Prince George's County offers I#centsubsidy for first month,
50 percentfor second month and Ziercentor third month of newly formed vanpools with a
minimum of eight passengers il215 passenger van, or with five passengers in 9 passenger vans.
1 Increase commuter awarendisat Frederick County provides stai funds for new vanpools for the
first year of operation.

1 Increase commuter awareness about the Commuter Conneutibile app.

T Educate commuters that there are vanpool i ncent. i
Vanpool Alliance.

Strengths

9 Cost savings froraolatile gas prices, and lower maintenance costs due to less wear and tear on
personal vehicles

It is simple, free and quick to sep an account with Commut&onnectiongor ridematching

servicesand to use the mobile app

If using HOV lanes, substantial tinsavings may be enjoyed

Addresses the subutb-suburb commutenore efficientlythan pubic transit.

Reduces maintenance of parking lots or leasing costs for employers.

Employers can givel80tax-free subsidy to vanpoolers each monthStaartBenefit® or other

Transit Voucher.

Reduces the stress of daily driving.

Allows commuters to relaxead, or use lap top during the commute.

GRH supported.

The vanpool riders determine their route and schedule based on their needs, making vanpooling very
flexible.

Reduces the need for families to have an additional vehicle.

Increasing gasoline prices maka&lesharing an attractive option with its associated-sagings.
Throughthed P o o | Rregraeny ndwearpookrs receive a cashcentive of $130 over a 9fay

period and newly formed vanpools receive $200 a month

1 95 Express Lanes carpoolers receive an additional $100 on-th@99 6 Pool Rewar ds tr a

=A =4 -4 =9 =A =4 -4 =9 =
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Deficiencies

Perceived as an option that takes away freedom and personal space from commuters.

SOVs do not think the cost savings are worth the edfiopicking up a commute partner or vanpool.
Many employees believe they need their vehicle for use during the day.

Difficult to recruit vanpool drivers.

Schedule inflexibility.

=A =4 =8 -8 =9

Promotional Strategy

T Promote Commuter Connecéandwmabitedppr i dematching softyv
1 Promote GRH more to encourage greater number of carpools and vanpools.
1 Promote commute cost savings for carpools and vanpools.
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Target large employers, especially government agencies and defense contractoassyitintation
fairs.

Promot ridesharing as a chte alternative through the C&ree Day promotion.

Focus on suburban employers to fill the commute needs of the sioksuburb commuters.

Work with employers moving to suburbs from an area that was well served by transit. agecour
these commuters to maintain their alternative commute with ridesharing options.

Promote carpooling and vanpooling to commuters using park and ride lots that are at capacity.
Focus on employdpased vanpool promotions in the federal and defemsactor sector.

Promote ridesharing opportunities in HOV corridors with regard to time savings.

Promote preferential parking programs for carpools and vanpools through the Commuter Connections
newsletter and through the Employer Services program.

Promoe O6 Pool R e fwampodliscentiva prgjeot.o |

Promote formation of carpools and vanpools for commuters tisinimter County Connector (ICC)
and the new 498nd 95Express Lanes.

Ri deshare Tuesdayobs

Challenges

=A =4 -4 =9 = =4 -4 =9

Violation rates in all HOYExpresdanecorridors.

AEmpty | ane syndr omeo.

Congested HOXExpresdanes will diminish advantage of time savings.

Commuters do not understand the value of carpools and vanpools, because they do not realize how
much they spend commuting.

Low levels of marketingnd advertising to commuters.

Difficulty of recruiting new vanpool drivers

Risingvanpoolinsurance asts

Low |l evel of participation in 6Pool Rewards
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HOV LANES / EXPRESS LANES
Product Profile

The first High Occupancy Vehicle lane (HOV) in the Unitedt& opened in Virginia in 1969 as a-bus

only |l ane on the Shirley Highway. I n December 19
more occupants, becoming the first instance in which buses and carpools officially shared a HOV lane

over a considrable distance. The Shirley Highway was loweredto¥80Vi n t he 198006s and
Prince William Count y-66iinsideihe BeliwagapenedihQ982 (H@\thens on |
lowered to HOW3 and now HOV2). The first HOV lanes in Marylancpened on-270 in September

1993, with the first segment on the northbound East Spur. The HOV lan&y8mfere fully completed

in December 1996. The U.S. 50 concunfbmiv HOV opened in 2002 the only 24/7 HOV in the

region.

Today in the Washingtoarea all HOV lanes include carpools, vanpools, buses and motorcycles. There
are six highoccupancy vehicle (HOV) facilities on highways functionally classified as freeways. These
are:

1 1-95/1-395 (Shirley Highway) in the Northern Virginia countiedRoince William, Fairfax and
Arlington, and the City of Alexandria;
1 1-66, also in the Virginia counties of Prince William, Fairfax and Arlington (this HOV system
includes a section of the Dulles Connector Road in McLean, connecting to Va. 267's HOV lanes
(see below);
[-270 and the-R70 Spur in Montgomery County, Maryland;
Virginia Route 267 (Dulles Toll Road), connecting 484 via the Dulles Connector;
Uu.sSs. 50 (John Hanson Highway) in Prince George
The F495 (Capital Beltway) Expred_anes in Fairfax County, which allow H&/vehicles free
passagevith an EZPass Flex transponder.

=A =4 =4 =

According to a 2010 COG study of performance of HOV lanes in the Washington region, HOV Lanes
carry a significant number of more persons per lane per hour than adjacétbRdanes, not including
transit.

[-395 (HOV 2.79 passengers vs. AdOV 1.11)

1-95 (HOV 2.47 passengers vs. AAOV 1.06)

I-66 outside Beltway (HOV 1.83 passengers vs-H@V 1.09)

I-270 at Rockledge Drive (HOV 1.97 passengers vs:HON 1.04)

[-270 spur (1270Y) at Democracy Blvd. (HOV 1.89 passengers vs:HioW1.03)

Va. 267 (HOV1.66 passengers vs. rbiOV 1.06)

U.S. 50, John Hanson Highway, between Md. 197 and Md. 704 westbound and eastbound sides

(HOV 1.77 passengers vs. rbi®V 1.04)

1 In 2012, thed#495 (Capital Beltway) Express Lanes opened, which allow free use by3HOV
vehicles (no performance data are available yet)

1 Thel-95 Express Lanes wilipen in December 2014 and welktend and add capacity to the

HOV lanesto create atdOV/Express lanes network from the Edsall Road area in Fairfax County

to Garrisonville Roadn Stafford County. The project will also add new access points and

connect directly to the495 Express Lanes.

=4 =4 =8 =8 -8 -8 -9

In Northern Virginia, there are approximately 75 miles of HOV lanes, includingrail2@wo-lane
reversible HOV facility located on Interst€8 and 395 between Quantico Creek and the District of
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Columbia. These lanes are northbound between 6:00 a.m. and 9:00 a.m. and restricted southbound
between 3:30 p.m. and 6:00 p.m. It is restrictedp@i3on carpools, vanpools, buses, motorcycles, and
taxicabs.

Interstate 66 has 11 miles of HOV inside 495 and 21 miles outdigle for a total of over 30 miles:66
inside the Beltway is HO\2 eastbound in the AM hours and H&Mvestbound in the PM hours. The
HOV-2 lanes outside-495 are concurrerilow HOV. The Virginia Department of Transportation is in

the process of rstriping the lines separating the concuritmv HOV lanes from the adjacent nétOV

lanes to reduce changing of lanes to and from the HOV lanes afighigdtween U.S. 50 andib5.

Fifteen miles of concurrent flow HOV lanes opened on the Dulles Toll Road in 1998. The lanes are for
HOV-2 vehicles and feed into th&6 facility via the Dulles Connector Road between Va. 123 #&&d |

Hybrids with the appropriate clean fuel {gis may use the HOV lanes in Virginia, regardless of vehicle
occupancy.Not all hybrids qualify for clean fuel license plates. SmartCars are not hybrids and do not
qualify. The hybrid provision was set to expire on June 30, 2012, but was extended/brgithia

General Assembly. The 2006 General Assembly added the provision that clean fuel vehicles registered
after June 30, 2006, could only usg95/95 with the required occupancy of 3+ people. Further
restrictions have been introduced to prevent peedjistered hybrid vehicles from using the HOV lanes
along 66 and Va. 267 only hybrid vehicles with registration plates issued before July 1, 2011 may use
those lanes without at least two persons in the vehicle.

The495 Express Lanes in Fairfax Coyptrovide four lanes for vehiclegith E-ZPass transponders.
Carmpools with three passengers and-paols may use the lanes at no charge if they haveZiPalss
Flex transponder. The HO¥ exemption is valid at all times that the Express Lanes are opexific.
The hybrid exemption does nqify on the495 Express LanesThe 95 Express Lanaghich will open
in December 2014 willvork in the same manner.

Maryland has 46 miles of HOV lanes2T0 has one lane devoted to southbound traffic in the AM

between 6:00 9:00 A.M. and one lane devoted to northbound traffic in the P.M. (3:30-B.180 P.M.).

These lanes opened in the winter of 1996. The HOV lanes on US 50 are in operation 24 hours/day, 7
days/week. Maryland State Highway Administrattmmducts an extensive monitoring program and has
usage data. The fine for HOV violations in Maryl a
license. Drivers of plugn electric vehicles, titled and registered in Maryland, will be allowed to @se th

HOV lanes in Maryland regardless of the number of passengers, providing they obtain and display an

HOV permit on the vehicle. The permit will be valid through September 2017. Maryland law does not

permit hybrid vehicles to use the HOV lanes unless theypty with posted vehicle occupancy

requirements.

Northern Virginia HOV Lane fines: First offense: $125; second offense: $250 plus 3 points on your
driving record; third offense: $500 plus 3 points on your driving record; fourth offense: $1,000 plus 3
points on your driving record. Motorists traveling to and from Dulles International Airport to go to the
airport to catch a flight or to pick someone up at the airport are permitted tG&6seside the Beltway
(1-495) during HOV hours. Vehicles which aegistered with clean special fuel license plates (including
some hybrids) are permitted to use HOV lanes.
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Current HOV Lanes in Northern Virginia:
LOCATION | TYPE MILES | USERS HOURS OF COMMENTS
OPERATION
[-395 Shirley | 1-395 Two lanes 10 HOV-3, NB: 6:009:00 a.m.| § 1-395 AM: 2.74
Hwy reversible motorcycles, | SB: 3:306:00 p.m. AVO 49 MPH,
buses, taxis 12 minutes
with 3 or M1 1-395 PM: 2.38
more people, AVO 68 MPH, 9
hybrid minutes
vehicles with 1 Non HOV AM:
appropri_ate 1.1 AVO, 20
registration MPH, 30 minutes
plates, f  Non HOV PM:
emergency 1.11 AVO 49
vehicles (fire, MPH 12 minutes
ambulance,
rescue) and
law
enforcement
vehicles.
Public utility
vehicles are
permitted to
use HOV
lanes when
respondng to
emergency
calls.
[-95 Shirley | 1-95 Two lanes 18 HOV-3, NB: 6:009:00 a.m.| § 1-95 AM: 2.54
Hwy reversible motorcycles, | SB: 3:306:00 p.m. AVO 62 MPH,
buses, taxis 18 minutes
with 3 or 1 1-95PM: 2.60
more people, AVO 67 MPH,
hybrid 16 minutes
vehicles with T Non HOV AM:
appropriate 1.05 AVO, 22
registration MPH, 51 minutes
plates,  Non HOV PM:
emergency 1.16 AVO 28
vehicles (fire, MPH 41 minutes
ambulance,

rescue) and
law
enforcement
vehicles.
Public utility
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LOCATION | TYPE MILES | USERS HOURS OF COMMENTS
OPERATION
vehicles are
permitted to
use HOV
laneswhen
responding tg
emergency
calls.
Capital Express Lanes 14 miles| HOV-3 N/A Express Toll Lanes
Beltway (not (each travels free, (no HOV provision)
including way) SOV pays a under study on the
Wilson between| variable toll. Maryland portion of
Bridge) 1-95 and the Beltway
VA-193
(George
town
Pike)
[-95/1-495 Concurrentflow To be To be determined. | One lane in each
Cap.Beltway | HOV or transit lanes determined direction reserved fol
at Woodrow | on bridge and HOV and bus traffic;
Wilson approaches to bridgd or for a rail line.
Bridge
Route 1 Concurreniflow curb HOV-2, NB: 7:001 9:00
lane on Route 1 in motorcycles | a.m.
City of Alexandria and transit SB: 4:00 to 6:00
buses. P.M.
1-66 Concurrent flow 21 HOV-2 EB: 5:309:30 a.m. | HOV AM: 1.82
(Outside 495)| HOV lane betweent| motorcycles, | WB: 3:00-7:00 AVO. 29 MPH, 42
495 and Route 234 buses, taxis | p.m. minutes
Bypass in Prince with 2 or HOV PM: 1.80 AVO.
William County. more people, 52 MPH, 21 minutes
hybrid Non HOV AM: 1.08
vehicles with AVO, 23 MPH, 55

appropriate
registration
plates,
emergency
vehicles (fire,
ambulance,
rescue) and
law
enforcement

vehicles.

minutes
Non-HOV PM: 1.1
AVO, 43 MPH, 27
minutes
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LOCATION | TYPE MILES | USERS HOURS OF COMMENTS
OPERATION
Public utility
vehicles are
permitted to
use HOV
lanes when
respondingd
emergency
calls.
VA 267/ Concurrent flow 14.8 HOV-2, EB: 6:369:00 am. | Opened
Dulles Toll HOV lane from buses, taxis | WB: 4:007 6:30 December 1998
Road Virginia Route 28 to with 2 or p.m. ! HOVAM 1.67
main toll plaza. more people, AVO, 58 mph, 12
Approx. 15 mile hybrid min
facility includes vehicles with f HOVPM 1.7

Dulles Connector
Road segment
between {66 and the
Rte 123.

appropriate
registration
plates,
emergacy
vehicles (fire,
ambulance,
rescue) and
law
enforcement
vehicles.
Public utility
vehicles are
permitted to
use HOV
lanes when
responding to
emergency

calls.

AVO, 58 mph, 16
min

T NonHOV AM
1.05 AVO, 46
mph, 15 min

1 NonHOV PM
1.05 AVO, 48
mph, 22 min
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LOCATION

TYPE

MILES

USERS

HOURS OF
OPERATION

COMMENTS

1-66

(inside 495)
Without
required
occupancy

Two lanes in peak

commute directions
between the Beltway
to Rosslyn

HOV-2,
buses, taxis
with 2 or
more people,
hybrid
vehicles with
appropriate
registration
plates,
emergency
vehicles (fire,
ambulance,
rescue) and
law
enforcement
vehicles.
Public utility
vehicles are
permitted to
use HOV
lanes when
responding td
emergency
calls.

EB: 6:369:00 a.m.
WB: 4:0071 6:30
p.m.

1 HOV:1.72 AVO
in AM 1.69
AVO in PM

1 Motorists
traveling to and
from Dulles
International
Airport on
business are
permitted to use
[-66 inside the
Beltway during
HQOV hours.

1-495 in
Fairfax
County, Va.
between
Springfieldl-
95andVA
193
(Georgetown
Pike)

HOV/Toll lanes (2 in
each direction)

10

Automobiles,
vans,
light-duty
trucks,
motorcycles
and buses.
Heavy trucks
prohibited.
HOV-3
vehicles with
E-ZPass Flex
transponder
may use
lanes at no

charge

Lanes normally
operate 24
hours/day, 7
days/week.

Performed data not
yet available.
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Current HOV Lanes in Maryland:

LOCATION | TYPE MILES USERS HOURS OF COMMENTS
OPERATION
1-270 Concurrent | SB: 12 miles HOV-2, SB: 6:009:00 1T HOV AM:
flow (1 lane) | from motorcycles, | a.m. 2.61 AVO
[-370 to +495 buses, and NB: 3:306:30 f HOV PM:
plugrin p.m. 2.54 AVO
NB: 19 miles electric 1 Non HOV
from vehicles, titled AM: 1.13
[-495 to MD 121 | and registered 9 Non HOV
in Maryland. PM: 1.10
NO SOV AVO
HYBRIDS ’
ALLOWED
US 50 (John | Concurrent | MD 704 to Anne | HOV 2+, 24 hours/day T HOV AM:
Hanson flow Arundel. motorcycles, | 7 days/week 2.35 AVO;
Highway) Single lane | County/Prince buses, and 1 HOV PM:
(Md. 704 to | each way Geor ge ds|plugin 2.66;
east of US line; 7.5 miles electric 1 Non HOV
301/Md. 3) vehicles, titled AM: 1.14
and registered AVO
in Maryland.  Non HOV
NO SOV PM: 1.95
HYBRIDS AVO
ALLOWED

FUTURE HOV PLANS:

The projects shown here are major transit ldigth-Occupancy Vehicle improvements reflective of the
2009 update to the Constrained Long Range Plan, as adopted by the National Capital Region
Transportation Planning Board on July 2009 and amended on October 2009.

Maryland
[-270/US 15 Corridor, Shadyr@ve to +70, HOV, 2030

Virginia

Fairfax County Parkway HOV, widen and upgrade, 6 to 8 lanes, 2010, 2015

Fairfax County Parkway HOV, construct 2 lanes, 2015

Franconia/Springfield Parkway HOV, 2010, 2020

I-66 HOV, widen to 8anes, 2009, includes intemfige reconstruction at US 15, 2020

1-95/395 Express Lanes (convert from HOV lanes between Va. 234 at Dumfries and Turkeycock Run
(Fairfax County/City of Alexandria border)widen, construct 2, 3 lanes with new ramps and extend south
to Garrisonville in Staffrd County 2014

Assets
1 Increases the average number of persons per motor vehicle using a highway over conventional (non
HOV) lanes or roadways.
1 Preserves the persomoving capacity of a lane or roadway as demands for transportation capacity
increase.
1 Enbhances bus transit operations.
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9 Supports air quality goals.

9 Serves a variety of employment centers in urban and suburban areas.

9 Provides more predictable travel times, even during periods of high demand
I No cost to the user

Deficiencies

1 These lanes are, ftine most part, single lanes (alorg70, F66 outside the Capital Beltway, Route 1
and Washington Street in Alexandria). They do not allow for passing.

9 Hours of operation are tailored to each corridor; they are not conghatemghout the region. (8e
66 inside and outsided95 hours).

Number of passengers required is not consistent for all HOV lanes in the region.

HOV enforcement is partly dependent on supplemental overtime enforcement grants from state
DOTs.

1 Misuse by SOV drivers using HOV laneshtaryland and Virginia (except95/1-395 and 466 inside

Beltway) is more prevalent due to the lack of barrier separation.

91 Perception of enforcement of HOV rules is lax; penalties may be too low to discourage HOV
violators in Maryland.

1 1-270HOV lanesar@ i mb a |l a n c eidhey are much shaortgrtinidistance during the A.M.
restricted period (from-870 south at Shady Grove) than in the afternoons, when HOV restrictions are
in place as far north as Md. 121 (Clarksburg).

= =4

Advertising/Promotional Straty

1 In specific corridors where HOV capacity has not been reached, promote time and cost savings that
result from use of HOV lanes through targeted direct mail or print ads to residential areas surrounding
communities who feed into them.

1  Working withtraffic reporters from radio and television to advise commuters of the time and cost
savings resulting from the use of HOV lanes.

1 Coordinate with Maryland and Virginia on joint HOV marketing campaigns.

Threats

9 Accidents/overuse that will reduce time sa@n

9 Conversiorof the F95 and 1395 HOV lanes between Dumfries and Turkeycock Run to HOV/Toll

Lanes &long with a mandate for HG¥ vehicles to use #ZPass Flex transpondeem)d its possible

impact on reducing use by carpools andpants.

Legal use of DV lanes in Virginia has reduced speeds.

A faction of the general public does not perceive the time savings.

In some instances, the public perceives that general pulgrose are being taken away by dedicating

them to HOV.

Slowdowns and/or traffic congésh can occur due to enforcement of the lanes.

Performance of concurrent flow HOV lanes e2i70 and 166 (outside Beltway) are impacted by

severe congestion in nd#hOV lanes.

1 Hybrid resentment is present by those who feel HOV lanes were introduced as a congestion
management issue, designed exclusively to encourage carpooling not for environmental purposes.

=a 48 —a
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TRANSIT

The Washington metropolitan regibas a solid presence lofis and raiproviders offering a range of
transportation and shuttle services. In addition, the region has two commuter rail sétiREs and

VRE. The major provider of both bus and rail service is the Washimggomopolitan Area Transit

Authority WMATA), which operates both Metrobus and Metromithe District of Columbia and
surrounding suburbs in Maryland and Virginia. Metrorail currently operates on 118 miles of track and 91
stations and Metrobus operates 178 bus lines

Me t rSdvérdinebegan operation in July 20Ténnecting Tysons, Reston, Herndon, and Dulles
Airport areas of Fairfax County to the regional Metrorail system. Phase 2 construction is expected to be
complete in 2018.

Product Profile

Within the Washington/Baltimoregion there are several transit providers, namely:
Alexandria's DASH service

Arlington Transit/ART

City of Fairfax CUE bus

DC Circulator

Fairfax County's Connector, Metrobus, REX, and TAGS bus service
Loudoun County Transit

Montgomery County Ride On

MTA Local Bus, Light Rail, Metro Subway, MARC Train and Commuter Bus
Prince George's CounfyjheBus

PRTC's OmniRide, Metro Direct, OmniLink and Cross County Connector
TransIT Services of Frederick County

Virginia Railway Express (VRE)

WMATA - Metrobus and Meorail

= =4 =8 =8 -8 -89 _8_8_9_9

The factors influencing transit use include:

AutomobileRelated

Availability of auto

High gas prices

Operation and maintenance costs of auto, including gasoline costs & availability
Parking availability and costs for parking of auto

Impact ofauto on the environment.

=A =4 =8 -8 =9

TravelRelated

Connectivity with other transit modes

Convenience and comfort of transit

Distance from origin and destination to transit station
Mode of travel to transit station

Number of mode changes necessary to reastination
Number of transfers necessary to reach destination

=4 =4 =4 -8 -8 =9
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Reliability

Time of travel

Transit fares

Travel time to destination using transit

HumanRelated

T
T
T
T

Knowledge of transit system (i.e. schedule and routes)
Location within urban area

Perception/Image of transit to public

Access to multilingual information.(i.e. schedules and routes)

Transit SystenRelated

ERE I I L B

Connectivity with other modes including shuttles and other First Mile/Last Mile strategies
Convenience and comfort of transit

Number of mode changes necessary to reach destination on transit

Number of transfers necessary to reach destination on transit

Parking availability at transit stations

Parking costs at transit stations

Proximity to residential

Proximity to retail and/or tourisattractions

Proximity to employment sites, services, facilities

Security/Safety

Ability of non-Commuters to use transit to reach nearby medical, shopping, recreational and other
opportunities and to connect to mdiime transit routes

Costeffectivenes®f transit

Availability of bikeshare and carshare stations by major transit stops

Paratransit accessibility

aymerdRelated
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Transit fare structures

Payment method for transfers

Ability to transfer between transit systems

Uniformity of fare payment and tnafer procedures in metropolitan area

Methods to encourage fare grayment among all income and demographic groups including the un
banked

Methods to enable cffoard farepayment

Methods to discourage adding value to-payment systems dwoard buses

Transit InformatiorRelated

il
il

T
T

Availability to receive estimated arrival times of buses by route by bus stop electronically

Ability to obtain transit information (routes, stops, schedules, fares and other policies) in varying
media (paper, electronic)

Ability to obtain transit information in major languages used locally

Ability to obtain transit information in accessible formats for people with sensory disabilities
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Pedestrian & Bicycle AccedRelated

1
1
1

T
T
T
T

Directness of pedestrian path of travel between tratogis @nd trip origins or destinations

Accessibility of pedestrian path of travel between transit stops and trip origins or destinations

Ability to safely cross major intersections or parking lots along path of travel between transit stops
and trip originsor destinations

Safety and accessibility of transit stops

Provision of passenger amenities at transit stops

Provision of bikeshare stations by major transit stewsl regional activity centers

Provision of bike parking at transit stations, including a seoure bike station at College Park

Residents and visitors may choose public transit that is convenient and cost effective. However, they
must have a sufficient comfort level with and understanding of how to use transit to get to and from their
destination safely and in a timely manner. The factors listed above provide reference points useful to
align and promote public transit. A targeted approach focusing on residential neighborhoods and
employment centers that are close to bus stops arstaadns with a SmartBenefits promotion would be
most effective. Additionally, better transit information to increase comfort level for those deciding to
take transit would be of benefit, particularly for Limited English Proficiency (LEP) groups.
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Summary of Bus Activity

ROUTES IN
TRANSIT BUS CAPACITY TYPE OF ROUTES NEED OF
AGENCY LINES SERVICE CLOSE TO RIDERSHIP
CAPACITY INCREASES
WMATA Range of seats pe Peak and Non pealk 45 Lines 30 Lines
System Total | 178Lines | bus between
20-66
August 2014
14,952Wkdy
Trips
620,466Vkdy
Seats
WMATA 71 Range of seats pe Peak and Non peal 5A; 32,36; 37; | 74; B8,9; D4, EG6;
DC Service bus between 39; 42,43; G2; H6; K2; M4;
20-66 52,53,54; V5; W6,8; X8
2014update 62,63,64; 79;
7,634Wkdy Trips 90,92; B2; D1;
316,811Wkdy D6; E4;G8; [11lines]
Seats H1; H2,H4; S1;
S2,4; S9; U5,6;
us; W4; X1;
X2; X9
[24 lines]
WMATA 58 Range of seats peg Peak and Nopeak | C2,4; F4; K6; | B27; B29, 31; B30
MD Service bus between P12; R1,2; C12, 14; C11, 13;
27-62 T18; Y5,7,8,9 | NH1, NH3 W15
2014update Q1,2,4,5,6;
3,938Nkdy Trips [8 lines] [7 lines]
163,302Wkdy
Seats
WMATA Range of seats peg Peak and Non peal 3Y; 1C;2B; 2T; 3T;
VA Service 49 bus between 7B,C,H,P,W,X; | 9A; Metroway,
20-66 7M; 11Y; 16L; | 15M; 17A,B,F,M;
2014 update 16Y; 18G,H,J; | 18E,F; 18R,S;
3,382Wkdy Trips 18P; 23AT; 25A,C,D,E 28X;
140,353Wkdy 28F,G; 38B 29C.E,G,H,X;
Seats S80,91
[11lines]
[14 lines]
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ROUTES IN

TRANSIT BUS ROUTES | CAPACITY TYPE OF ROUTES NEED OF
AGENCY SERVICE CLOSE TO RIDERSHIP
CAPACITY INCREASES
Alexandria 12 2840 Peak and ATS8, King AT3-4, AT7
Transit non peak Street Trolley
HOV: AT3,
(DASH) AT4
Arlington 14 Seated: 1280 | Fixed Route 41, 45, 87 52, 53, 61, 62, 74,
Transit Seated and (peaks) 75,77, 87 (off
Standing: 28 peak)
(ART) 45
Fairfax 85 2955 Peak and Non | 321, 322, 401, | 334,462, 493,
County peak service. 402, 171950, | 494, 495, 926,
Connector HOV: 980 981, RIBS4
Loudoun 4 commuter routey Commuter Commuter Most commuter| Routes serving
County and 11 local fixed | buses have | routes are AM | routestraveling | Loudoun
Transit routes 55 seats and | & PM only; into DC are at | employment sites
local fixed local fixed capacity and the local fixed
buses seating routes are all routes
varies day(7 AMto 7
PM and a few
go till 10 PM)
MTA 32routes in 55 Total tripsi 204, 220, 230, 201, 202, 203
Commuter Maryland 280(am), 240, 250, 260,
Buses 291(pm), 305, 310, 315/
13(midday) 320, 325, 335
am & pm peak | 345, 410, 411,
service, with a | 412, 505, 515,
couple off peak 610, 620, 630,
trips, and 640, 650, 705,
midday trips | 715, 725, 735,
902, 904
Many routes 3,7,19, 31, 44,
Montgomery 78 routes 1943 Peak and Non | have capacity | 52, 66, 67, 81, 93,
County (seated) peak service issues at some| 94
Ride On 28-64 HOV: Rt. 70, time during
(standing) 71,74,78,79, | their operating
100 day
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