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responsible for its findings and conclusions, which may not represent the official views or policies of the
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Created in 1965, the Delaware Valley Regional Planning Commission (DVRPC) is an interstate, intercounty
and intercity agency which provides continuing, comprehensive and coordinated planning for the orderly
growth and development of the Delaware Valley region. The region includes Bucks, Chester, Delaware,
and Montgomery counties as well as the Cily of Philadelphia in Pennsylvania and Burlington, Camden,
Gloucester, and Mercer counties in New Jersey. The Commission is an advisory agency which divides its
planning and service functions among the Office of the Executive Director, the Office of Public Affairs, and
three line Divisions: Transportation Planning, Regional Information Services Center which includes the
Office of Regional Planning, and Finance and Administration. DVRPC’s mission for the 1990s is to
emphasize technical assistance and services and to conduct high priority studies for member state and
local governments, while determining and meeting the needs of the private sector.

The DVRPC logo is adapted from the official seal of the Commission and is designed as a stylized image
of the Delaware Valley. The outer ring symbolizes the region as a whole while the diagonal bar signifies
the Delaware River flowing through it. The two adjoining crescents represent the Commonwealth of
Pennsylvania and the State of New Jersey. The iogo combines these elements to depict the areas served
by DVRPC.
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INTRODUCTION

The Commuter Benefit Program was developed for the tri-state area of Pennsylvania,
Southern New Jersey and Delaware through a grant to the Delaware Valley Regional
Planning Commission (DVRPC) by the Federal Transit Administration (FTA), formerly
the Urban Mass Transportation Administration. The grant was in the amount of
$300,000 with a local match of $110,000.

The goal of the project was four-fold: (1) to gain the support of the business
community in promoting transit use through the provision of transit subsidies for their
employees, (2) to create a transit voucher called TransitChek® that would be uniformly
accepted by all of the area’s transit providers, (3) to establish a program identity and
operation, and (4) to set up a three-year program supported locally by the area’s
transportation providers for the purpose of funding the continuing marketing and sales
of commuter benefits to employers for their employees.

To achieve these goals, DVRPC set up a tri-state program called the Commuter
Benefit Program with the participation of the Southeastern Pennsylvania Transportation
Authority (SEPTA) in Philadelphia and its suburbs; New Jersey Transit (NJ TRANSIT)

Figure 1

PARTICIPATING TRANSIT AGENCIES
AT _THE INCEPTION OF THE
COMMUTER BENEFIT PROGRAM:
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in southern New Jersey and portions of Philadelphia; Port Authority Transit
Corporation (PATCO) from Center City Philadelphia to Lindenwold, New Jersey;
Delaware Area Regional Transit (DART) in New Castle County, Delaware; Capitol
Trailways in the Harrisburg, Pennsylvania area; Bieber Tourways in the Lancaster,
Pennsylvania area; and the National Railroad Passenger Corporation (AMTRAK) in the
rail corridors between Philadelphia and Harrisburg, New York City and Wilmington, and
Philadelphia and Atlantic City. Figure Il illustrates the program’s current geographic
scope.
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These agencies supported the initial grant request and participated in the development
of a voucher for the tri-state area and the program’s operation. The agencies were
organized into several committees that advised the DVRPC staff and endorsed
recommendations to the DVRPC Board: the Policy Committee, the Operations
Subcommittee, and the Marketing Subcommittee. Figure lll shows the committee
structure designed in coordination with the participants. These committees provided
ongoing support and continue to guide the program to date.

Figure IV shows major work program tasks anticipated during start-up.
To meet the stated goals, DVRPC had established a set of objectives in its original

grant proposal. DVRPC staff and the committees began work on meeting these
objectives in the summer /fall of 1989, through 1991:

PROGRAM OBJECTIVES

1. Develop and implement a multi-operator, voucher-based
employer fare subsidy program within a 10 month period.

2. Establish an effective interagency process for marketing and
promoting the program throughout the greater Philadelphia region.

3. Establish/improve links to the business community for the
promotion of transit use and enhancement of private sector
support.

4. Enroll 50 companies in the program within the first month of the
program’s implementation phase.

5. Enroll 150 companies in the program within the program’s first
four months of implementation.

6. Secure and develop ongoing sources of funding to ensure the
program’s continuation.

Participation by the transit agencies occurred at the highest levels and by diverse
staffs from the outset of the project. The details of program implementation and start-
up are presented, on the following pages, after a brief background section.
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FIGURE IV
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BACKGROUND

The Commuter Benefit Program was made possible by a minor IRS tax provision that
allowed employers to provide a "de minimis" fringe benefit of up to, but not more than
$15 per month* towards their employees’ transit commuting costs. The benefit is tax-
free for employees and a tax-deduction for the employers and was authorized under
the Deficit Reduction Act of 1984 and the Tax Reform Act of 1986.

In 1986, TransitCenter in New York City (under the auspices of the Port Authority of
New York and New Jersey) developed a voucher program for its transit agencies that
took advantage of the tax laws and offered employers a simple approach to making
the subsidy available to their employees, thus promoting greater use of public
transportation.

The voucher concept reduced the employer’s administrative burden by largely leaving
all the details of purchasing transit fares to the employees; this was in contrast to
traditional transit pass discount programs that require employers to purchase transit
fares for resale to the employees.

The voucher concept had been carefully designed with the business community’s
needs in mind; therefore, the Delaware Valley Regional Planning Commission, with
the backing of the regional transit agencies, felt it was an approach worth
implementing in the Philadelphia market, and work began in early 1988 to get the
process started. TransitCenter in New York proved to be a helpful resource in
formulating the grant proposal and focusing DVRPC’s method of implementation.

*Maximum tax-free subsidy levels have since been increased to $21 in 1991 and $60
in 1998.






METHODOLOGY

When the DVRPC $300,000 grant application was submitted to the Federal Transit
Administration for consideration on August 26, 1988, a "seamless," tri-state, multi-
operator program was envisioned by the Delaware Valley Regional Planning
Commission, the City of Philadelphia, and many others. The commitments received
from the key transit operators, along with a pledge for a local match of $110,000, were
to begin lasting relationships among members of the transit industry, government and
the business community.

DVRPC had estimated that in 1987 about 275,000 people worked in Center City
Philadelphia, of which about 62 percent commuted by public transportation. Several
other cities in the region, such as Camden and Trenton, were also major employment
centers and served as foci for local transit routes. These markets, while largely limited
to the transit dependent, had the potential for expansion, given favorable conditions
and active marketing. The ever-growing suburban employment centers, such as King
of Prussia and Cherry Hill, also represented potential markets for transit, given more
attention by the transit agencies. In the Philadelphia market alone, it was estimated
that 3,500 employers with 25 or more employees needed to be targeted to receive
information. Employers in other cities in the region - Wilmington, Camden, Trenton
and Harrisburg - were also targeted to receive information early on in the program.

The foundation was set to create a comprehensive program to market and sell
employer transit subsidies.

The objectives of the grant were achieved, as follows:

Objective 1 -- Develop and implement a multi-operator, voucher-based emplover fare
subsidy program within a 10-month period.

TransitChek offered an ideal tool for providing employer support to transit, increasing
its acceptability by employees and helping to maintain mobility on regional highways
by shifting automobile commuters to transit. It was a distinct goal of the participating
transit operators to demonstrate ways to enhance transit revenues and reduce the
reliance on federal operating subsidies. After the grant was received from FTA, a
Policy Committee was formed with membership from participating transit agencies and
state departments of transportation to work with DVRPC staff in ensuring that the
implementation of the Delaware Valley TransitChek Program got underway with
maximum coordination.




Although the Delaware Valley area program stood, to some degree, on the shoulders
of TransitCenter, the area faced its own unique operational issues in implementing
TransitChek. Most of the initial work involved meetings with the financial
representatives of the operators to ensure the integrity of the Delaware Valley area’s
"voucher." Extensive discussions about the type of voucher and its security features
were held; ease of the transaction procedures was paramount. Administrative
procedures and customer services policies were reviewed at length. While the transit
operators wanted to adapt many of the key features used by TransitCenter, a "local"
feel was also desired. The name "TransitChek," based on New York’s voucher, was
endorsed by the Policy Committee, because it offered the best opportunity for
integrating these neighboring programs (northern New Jersey uses the New York
version of TransitChek and NJ TRANSIT participates in both TransitCenter’s and
DVRPC’s programs) and avoiding consumer confusion.

The Operations Committee advised on the Request for Proposal (RFP) for voucher
printing and fulfillment. The Operations Committee selected Standard Register as the
voucher printer and Commuter Check Services, Inc. as the fulfilment/banking
consultant. Appendix | presents documentation about the process that led to the
selection of the TransitChek voucher and the consultants chosen for the support jobs.
The voucher design is shown on the first page of Appendix IIl.
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Objective 2 -- Establish an effective interagency process for marketing and promoting
the program throughout the greater Philadelphia region.

The area of marketing received similar attention; an Implementation Subcommittee,
which later evolved into the Marketing Committee, assisted in the development of the
initial strategies to launch and operate the program. The members of the committee
were high-level marketing and public relations professionals. A three-year strategy
was prepared that would take the program from public "launch" to various awareness-
raising events and daily sales operations.

Another task of the Marketing Committee was to help develop a theme for the
program. Commuter Benefit Program was chosen as a marketing platform to enable
TransitChek to become known among employers as a logical addition to employees’
benefit packages. It was felt to be important to raise awareness and educate
employers and employees during the initial phases of the program. Appendix I
presents the three-year strategy.

The logo design was accomplished with input from Marketing Committee members
and is shown on the cover of this report; the logo depicts the tri-state region
encircled by bands signifying an award, or benefit.

A thorough RFP process resulted in the selection of FCB/Lewis Gilman and Kynett
(FCB/LGK) as the marketing and public relations consultant. Appendix | documents
the consultant selection process.

During most of 1990 staff worked closely with FCB/LGK to develop a series of
marketing materials for several distinct activities and audiences: (1) to introduce the
program to the business community, (2) to respond to requests for information, (3) to
promote the concept with transit commuters, and (4) to enabie employers to
implement the program. The Marketing Committee reviewed the materials prior to
production to make sure that they accurately reflected each of the participating
operators’ services and philosophy accurately. The Marketing Committee agreed to
the position proposed by the consultant (FCB/LGK) "Making the Smart Move Between
Home and Work." See Appendix Ill for samples of the materials. ’

Obijective 3 -- Establish/improve links to the business community for the promotion of
transit use and enhancement of private sector support.

The success of the program hinged completely on the acceptance and participation
of the private sector, the employers. The marketing strategy included a plan for a
public-private alliance that would strengthen the outreach to employers. Thus, private
non-profit organizations that represent employers were invited to serve on the Policy
Committee; Figure V lists the organizations on the Policy Committee.

11



Figure V

PROGRAM PARTICIPANTS POLICY COMMITTEE MEMBERS

AMTRAK

Capitol Area Transit

Capitol Trailways

Carl R. Bieber Tourways

Central Philadelphia Development Corporation
Chester Valley Transportation Mananagement Association (TMA)
City of Philadelphia

Cross County Connection TMA

Delaware Department of Transportation
Delaware Valley Regional Planning Commission
Greater Philadelphia Chamber of Commerce
Greater Princeton TMA

Greater Valley Forge TMA

New Jersey Department of Transportation

New Jersey Transit Corporation

Partnership for Transportation Action TMA
Pennsylvania Department of Transportation
Philadelphia TMA

Port Authority Transit Corporation

Private Industry Council

Southeastern Pennsylvania Transportation Authority
South Jersey Chamber of Commerce

U.S. Environmental Protection Agency

While preparations to launch the program were still underway, staff issued a news
release which resulted in coverage by the Inquirer’s business section. This exposure
produced about 40 employer leads and a few early commitments from employers
who wanted to offer TransitCheks to their employees.

Speaking engagements were also set up at that point to introduce the members of
the private sector participants to the program. Presentations were made to the
Private Industry Council, the Central Philadelphia Development Corporation, the
South Jersey Chamber of Commerce, the Greater Philadelphia Chamber of
Commerce and the New Castle County Chamber of Commerce. Discussions were
also held with several transportation management associations and suburban
chambers of commerce, although the initial marketing focus remained firmly planted
on urban employers.
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A pre-launch employer focus group was held to test the marketing strategies and
gauge the receptivity of Delaware Valley employers to the program concepts and
sales procedures. This and other information was considered in the public relations
strategy developed by DVRPC and FCB/LGK. It was determined that the primary
target audiences would be personnel/benefits managers in the tri-state area,
consultants who could multiply sales by acting as outreach support personnel by
providing employer services related to employee benefits, and commuters.

The objectives were to (1) educate area personnel/benefits managers about
TransitChek, (2) educate certain consultants to businesses in a position to influence
employers’ decisions about employee benefits, (3) educate area commuters about
TransitChek, (4) motivate employers to inquire about TransitChek, and (5) generate
commuter demand for TransitChek. The position "Making the Smart Move Between
Home and Work" supported the stated objectives.

Obijective 4 -- Enroll 50 companies to the program within the first month of the
program’s implementation phase.

and

Obijective 5 -- Enroll 150 companies to the program within the first four months of
implementation.

The public relations/marketing team of DVRPC, FCB/LGK, and operator
representatives saw an opportunity to measurably affect the target audiences’
(employers) behavior. A classic behavioral communications model was applied that
uses a building process to move targets from awareness of a given message or
subject into latent readiness, where the information is digested and evaluated. A
triggering event then moves the targets to action.

The marketing team used this model to undertake the following steps: The
"awareness" step consisted of providing information about the program to the general
population from various media. This information was in the form of "car cards" on
public transit vehicles, posters, direct mail, seat drops (information left on transit
vehicle seats), and advertising in business publications. After the population was
aware of the program, the "latent readiness" step occurred and was in the form of
direct dialogue with individual employers about the specific issues of importance to
them. The final step, "triggering events," consisted of a direct mail campaign that
offers a discount on the per check fee, and breakfast events with a local celebrity.

These were the key activities in support of enrolling employers:

June 1991 News Conference: A news conference announcing the program laid the
foundation for initial awareness. Information focused on benefits offered to the region
and the business community. To illustrate the widespread commitment, speakers
included a former Philadelphia mayor, the SEPTA general manager, a former
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administrator of FTA, the chief operating officer (COOQ) of the first employer who
signed up for TransitChek and other top-level officials from transit agency members
and state transportation departments. To underline corporate acceptance, a separate
photo/media opportunity was held at the offices of the first participating company,
where the COO distributed the first TransitCheks to employees.

July 1991 Breakfast Meeting: A breakfast meeting for personnel/benefits managers
enabled staff to present more detailed information to the leads generated prior to
program launch. A panel of experts answered questions and concerns raised by
attendees. This activity served the purpose of moving employers into the latent
readiness stage.

August 1991 Media Editorials: Credibility was bolstered through third-party
endorsements from editorial page editors at daily area newspapers. Detailed
information packages encouraged them to develop editorials favoring the program.

September 1991 Direct Mail Campaign: Information addressed to the
personnel/benefits managers (by name & title) of the region’s 2,000 largest
businesses was mailed.

~ September 24, 1991 "Ballot" Drop: Commuters were asked to let their company
know that they are interested in this benefit. Transit systems distributed ballots to
riders who, thus, became part of the sales force and could exert influence on their
employers, referred to as the "pull-through."

September/October 1991 Advertisements: Advertisements for the program were
placed in the area’s business publications (Business Philadelphia, Philadelphia
Business Journal, and Focus) to target and reinforce exposure to the business
community begun with the news conference.

September 1991 Transit Advertisements: Posters appeared in buses, subways and
stations as part of the transit advertising to motivate commuters to inquire about
TransitChek.

To support this level of advertising, two toll-free 800-lines were installed, one
expressly for commuters and one for employers. The help of others was enlisted:
The Shadow Traffic network publicized the program on radio traffic reports; "Ben
Franklin" distributed ballots in downtown Philadelphia; Philadelphia Electric donated
space on its electronic signboard atop its building; and SEPTA donated space on its
Metrovision television monitors on station platforms. ‘

These events, which garnered a Pepperpot award from the Public Relations Society,

secured over 10.7 million gross impressions in the media, including nearly 15
minutes each of radio and television coverage, through multiple stories on two of four
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local television stations, the top radio station and in 21 area newspapers. The
editorials secured over 1.6 million gross impressions with editorials in two daily
newspapers. Additional coverage was secured through coverage of the "ballot" event
generating close to 1 million gross impressions. More than 800 employer contacts
and 600 commuter requests were received in response.

During the first quarter (part of June, July, August and September, 1991), 17
companies joined the program; revenue totaled $33,655.15, or 2,167 TransitCheks.
By the end of the second quarter (October, November, December, 1991), 19 more
companies purchased TransitCheks. Eighteen more were signed up by the end of
the third quarter (January, February, March 1992) of operations, and the fourth
quarter (April, May, June 1992) brought 15 new companies for a total of 69
employers gained during the first year of operations. By the end of the first full
month (July), 13 employers had been signed up. On average, five new employers
were signed each month during year one. Total revenue generated during the first
year was $100,588.50, or 5,646 TransitCheks.

Appendix IV displays the sales activity for a 15-month period from June 1991 through
September 1992.

Obijective 6 -- Secure and develop ongoing sources of funding to ensure the
program’s continuation.

Once the elements of the program were established, discussions were underway to
provide for continuing TransitChek services in the region and appropriate funding. A
three-year budget, presented in this chart, was approved by the Policy Committee.
The inclusion of each of the state’s transportation departments provided funds for
future expansion opportunities, thus turning the Commuter Benefit Program into a
resource that cities outside of the original region could utilize. The detailed three-

- year budget is displayed in Appendix V.
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CURRENT ACTIVITIES

Program expansion: As noted in the previous section, expansion of the Commuter
Benefit Program was included on staff's agenda, with the support of all participants
and budgeted for by the individual state departments of transportation. Staff initiated
discussions with BARTA in the Reading area, LANTA/METRO in the Allentown area,
and other systems, including PATransit in the Pittsburgh area. These projects were
termed "satellite" programs with a scope of services based on the number of
vouchers accepted by the transit agency and the types and quantities of marketing
materials desired.

Outreach to federal employers: Discussions were begun with the Federal Executive
Board (FEB) in Philadelphia to call attention to the Mikulski Bill that authorized federal
employees to receive the transit benefit. Mailings were sent to FEB members and
presentations were given to several of the FEB’s committees.

Closing the sale: In working with employers to promote TransitChek, it became clear
that employers needed varying types of assistance in their decision-making.
Additional sales tools were necessary. A SmartKit was produced that spelled out the
nuances of the program, helped employers survey their employees, and assisted
employers in articulating the value of the TransitChek benefit (see Appendix VI).

Adjusting to new limit of $21/various denominations: During the first year of program
operation, staff received word that the IRS would consider raising the $15 cap to $21,
thus adjusting the de minimis benefit to inflation. Plans were discussed to offer
employers several different denominations. So that the market place would have the
most flexibility in adjusting to the higher benéefit level, $7 and $21 TransitChek were
introduced (the $7 TransitChek was actually considered as part of the expansion to
other markets with lower weekly/monthly transit fares).
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ACHIEVEMENTS

Sales results: During the first seven months of the program (June to December
1991), close to $70,000 in TransitChek sales were generated by 36 employers. Only
$15 TransitCheks were offered.

In 1992, total sales reached almost $500,000 - seven times the sales of the previous
year - by 90 new employers for a total of 90 employers. TransitChek denominations
were $15 and $21. '

Monthly project reports: Conducted consistent, effective coordination with and
among participating transit providers throughout program. This was particularly
evident in the success of transit-oriented marketing, which was carried out
simultaneously and involved tens of thousands of pieces of information targeted at
commuters.

Geographic reach: The program proved cost-efficient and effective to attract interest
on the part of transit providers in cities west of the Philadelphia metropolitan area.
Discussions with Pittsburgh, Allentown and Reading’s transit systems, as supported
by the Pennsylvania Department of Transportation, will expand the program’s
geographic reach.

Pepperpot award for public relations: The public relations campaign that kicked off
the program resulted in a large number of requests for information and awareness.
The Public Relations Society’s Pepperpot award was given for outstanding marketing
communication of a government service. The "Smart Move Between Home and
Work" campaign attracted more than 800 employer and 600 consumer contacts
within just six months.
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RECOMMENDATIONS

As the first program of this type to be introduced after Transit-Center developed the
original voucher program, the Commuter Benefit Program still had some areas that
required much attention. The amount of time it took to coordinate among several
transit providers was significant, but necessary in achieving full coordination. It was
determined that future annual programs would contain ample time to handle
administrative details such as contracts with individual operators.

As in New York, staff found the marketplace to be extremely responsive to exposure.
Consumer, that is commuter, advertising throughout participating transit systems was
extremely effective and achieved the desired "pull-through" effect, i.e. commuters let
their employers know about TransitChek, and many employers responded positively.
It was decided that a mass marketing campaign aimed at automobile drivers woulid
be attempted in future years.

Large employers largely eluded the program’s marketing efforts. Although staff
concentrated its marketing efforts on "multipliers" and smaller firms, corporations had
received information about this program early with an invitation to join a Business-
Transit alliance. This did not materialize and could be attributed to a lengthy
economic recession and the Philadelphia area business climate. Future marketing
programs aimed at employers would convey more specific reasons for spending
money on a new employee benefit.

21






APPENDICES






Appendix |






February 1990

DELAWA

RE VALLEY TRANSIT CHECK

DVTC Fuliillment & Procurement

February 1

February

February

February

March 1990

March 5
March 22

March 26

April 1990

April 26

April 30

May 1990
May 10

May 11
May 14-18
May 16

June 1990
June 15-29

June 29

DVTC Policy Committee approval to proceed with request for
proposal (RFP) to procure Delaware Valley Transit Checks
and fulfillment.

Staff meets with operators to develop RFP.

Operations/Design Subcommittee work session to finalize
scope of services.

Coordination with Policy Committee.

DVRPC Technical Advisory Committee review of RFP.
DVRPC Board approval.
RFP completed and mailed.

RFP advertised.

Continue advertising.

Receive proposals.

Deadline for submittal of proposals.
Mail proposals to Policy Committee.

Rank proposals received.

Policy Committee meeting & action on proposals.
Select vendor.

Develop contract with vendor.

Press conference to inaugurate DVTC.

Proceed on design of fulfiliment and ordering process.

Set up/test ordering process for fulfilment.

Receive first order of checks for charter participants.






DELAWARE VALLEY COMMUTER BENEFIT PLAN

Voucher Printing Services
Scope of Services

A. INTRODUCTION

The Delaware Valley Regional Planning Commission (DVRPC) will introduce the Delaware Valley
Commuter Benefit Plan (DVCBP) to the Delaware Valley market this fall. The program allows
employers to provide a subsidy to their employees for commutation by public transportation in
the form of a commuter voucher that discounts transit fares. Current federal tax law implement-
ing the 1984 Deficit Reduction Act considers this to be a non-taxable fringe benefit to promote
transit usage as national policy, as long as the amount does not exceed $15/month/employee.
The program will enable employees to redeem the commuter vouchers with a transportation
provider of their choice. The transportation subsidy may be provided for a variety of reasons,
such as bonuses, incentive programs, job access, and support of transit as a viable commuting
option.

The two major tasks that are involved in implementing the program will be voucher printing
services, and voucher fulfillment and reconciliation services. The tasks to be performed as part
of the voucher printing services are:

1. Produce the mechanical and proofs for the commuter voucher.

2. Print the commuter voucher using specified printing security features.
3. Deliver printed commuter vouchers to Fulfililment Processor.

4, Maintain high security during voucher production.

The design of the commuter voucher produced for the DVRPC market area will become the
property of the Delaware Valley Regional Planning Commission.

The program is scheduled for a three-year test of the market acceptance. It is funded currently
for one year with an annual program renewal planned for two additional years. It is anticipated
that at least 100,000 commuter vouchers will be required over the three years, but the initial
printing will be 15,000. The program schedule calls for delivery within eight weeks from contract
signing.

B. DVCBP MARKETS

A DVRPC analysis shows that a transit voucher, valued at $15 and universally accepted by all
transit operators, could gain wide acceptance by area employers. The business communities
and work force in three states -- Pennsylvania, Southern New Jersey and Delaware -- are
included in the market area of the program. It is estimated that approximately 10,000 employers
will be contacted, one-half million commuters will be reached and over 150 employer/business
organizations involved during our three-year program.



C. BACKGROUND

The Delaware Valley Commuter Benefit Plan (DVCBP) uses a commuter voucher as a means of
providing an employee discount for public transportation. The voucher will pass through many
hands from printer to fulfillment processor, who fills the employers’ order. Then to the employees
who, in turn, redeem the voucher with their respective transit operator. Finally, the voucher
returns to the fulfillment processor via the transit operators’ banks, where it is reconciled. Ther-
efore, high quality production standards and security are of utmost importance, both as built-in
features of the voucher and in the way the vouchers are handled. Since the voucher will be
marketed in the corporate environment, voucher image is important.

D. VOUCHER PRODUCTION
The following are production requirements:
| The voucher will be currency sized, or the standard size of a small check: 6" long
by 2 34" high. It will have a perforated receipt stub, on the left side extending the
length of the entire voucher by approximately 2", or a variable thereof.

] The paper will be not less than the 24 Ib. or more than 70Ib.

| The design will be similar to a bank check. The specifications (page 3) will
enumerate all features in detail.

[ | DVRPC will approve the final proof prior to printing.

| An initial run of 15,000 copies are to be delivered to the fulfillment processor. Re-
order is optional.

| Ownership of voucher remains with DVRPC.



E. VOUCHER SPECIFICATIONS

The following is an itemized list of voucher specifications. Respondents are requested to provide
costs for each item indicated, as follows:

Paper

Safety paper, 24 Ib to 70 Ib, incl. the following
features (please check which apply)

1. artificial watermark [ ]
2. chemical void [ ]
3. laid lines [ ]

4. or similar feature(s), specify:

Production (Art work)

Produce two-sided mechanical of 8" by 2 %4",in-
cluding all features specified; provide proof
prior to printing. Basic design will be provided
by DVRPC.

Other Required Security Features

1. MICR printing

. Serial numbering and bar coding

. Copy void Pantograph

2
3. Instructions and counter signature on back
4
5

. Prismatic or iridescent printing on front; two
colors, using step and repeat pattern of
program logo or acronym

. Security shield

(0]

\l

. Chemical void (if not incorporated in paper)

o0}

. Two-dimensional hologram; 1" by 34", using
program logo or acronym. The minimum
number of holograms will be ordered, if
larger than 15,000. Estimate cost with
and without hologram, below.

9. Other:
15,000 delivered without hologram. Total cost: “
15,000 delivered with hologram. Total cost: “




Other requirements:

For each question, please check which applies.

YES

NO

Are your employees bonded?

Are high security standards maintained in
producing and shipping vouchers?

Will DVRPC own all rights to produce and
sell the voucher in the Pennsylvania, South
Jersey and Delaware market area?

Can you assist in training the "in the field"
personnel to properly apply the security
features of the vouchers.




DELAWARE VALLEY
REGIONAL PLANNING COMMISSION

The Bourse Building, 21 South 5th St., Philadelphia, PA 19106 (215) 592-1800

MEMORANDUM

Date: August 10, 1990

From: DVRPC Staff

To: Selection Committee Members
Subject: Commuter Benefit Program

Search for (1) Voucher Print/Production and
(2) Reconciliation/Fulfillment Vendors

Enclosed is the summary of the selection committee meeting on July 27, 1990.

Accordingly, none of the proposals were accepted and a new negotiating process was
initiated. Negotiations were to be initated with the following:

A. Commuter Check

B. Endata

C. TransitCenter

D. Rand McNally

E. Others identified and prequalified by staff

Since our meeting, staff has accomplished the following as requested by the
committee (refer to the meeting summary, item 3, page 2):

1. Contacted Rand McNally to find out if they are interested in
providing a bid.

Results:
2. Contacted and met with Blue Ribbon Services to learn

about their capabilities and obtain information to prequalify
company for inclusion in bidding process.



Results: Blue Ribbon Services is qualified
and agreeable to participate in
the negotiating process for
voucher fulfillment/reconciliation.
The firm has a similar contract
fulfilling mail orders for SEPTA
transit passes.

3. Contacted 14 local vendors (NJ/PA) in order to complete
item E (see the attached minutes). Staff met with three
vendors who can handle voucher production/printing and
two vendors who can handle voucher fulfillment/
reconciliation for the purpose of prequalifying them.

Results: Two additional vendors for
voucher fulfillment/reconciliation
have been identified.

Four vendors for high security
specialized voucher printing
have been identified.

Please note the enclosed documentation.

4. Prepared the requirements for each of the two aspects of
voucher implementation; i.e. producing/printing and
fulfiling/reconciliating. These requirements will be used to
negotiate with each potential vendor. These requirements
have been developed from the original RFP but reformatted
and separated into the two major tasks. (To be mailed prior
to our next meeting.)

5. Prepared a procedure and schedule for the continued
involvement of the Selection Committee. (To be mailed
prior to our next meeting.)

Staff will arrange a committee meeting within two weeks to review staffs’ work and

prepare for the negotiations with individual vendors who will provide bid quotations.
We will call selection committee members to confirm the meeting date.

Sel-Com.mem



DELAWARE VALLEY
COMMUTER BENEFIT PLAN

Consultant Selection Committee Meeting
Friday, July 27, 1990 at 10:00 a.m., DVRPC

AGENCIES REPRESENTED

SEPTA: Rich Lobron; NJTRANSIT: Tom Gagliano, Jim Schwarzwalder, Carole Balash,
Portia Manly-Hopkins, Louis V. Capadona; PATCO: Tom Omiatek, George Falber;
PENNDOT: Bob Smeltz; NJDOT: Pat Soeteber; AMTRAK: Suzi Andiman.

DVRPC Staff: Paul Pezzotta, Jerry Gray, Rita Dommermuth.

SUMMARY OF MEETING

1. After introductions were made, Mr. Pezzotta provided a description of the fulfillment
RFP, the process DVRPC completed to solicit proposals, and the criteria for evaluating
proposals, which had already been reviewed by committee members. All relevant
information was provided to each committee member in a folder.

2. Mr. Gray then reviewed the four proposals that were received in light of the criteria
used to make a determination as to the respondents’ responsiveness to the federal
guidelines. He stated that the proposal submitted by Commuter Check Inc., met those
requirements in full. The three proposals that did not respond fully to the requirements
were those provided by JDC, ENDATA, and TransitCenter.

3. Committee members indicated some reservations about the responsive proposal
submitted by Commuter Check Inc. and considered some of the purely technical aspects
of the three remaining, but unresponsive proposals attractive. Mr. Gray informed
committee members that they had several options in handling the next steps of proposal
selection:

A Accept the responsive proposal and engage in contract negotiations.
B. Accept none of the proposals and engage in identical negotiating procedures with
at least three firms (three previous bidders plus any additional firms identified as

possessing the ability to provide services as specified).

C. Accept none of the proposals.



Consultant Selection Committee Meeting Summary -- Page 2

Option (B) requires that a consistent set of requirements be developed for negotiation,
which will be prepared by staff and reviewed by the committee. The Selection Committee
will meet once again to determine the procedure for negotiations, which will be prepared
by staff.

4. The committee reviewed the options, including the possibility of marketing the
Commuter Benefit Plan without a commuter voucher. It was agreed that the voucher
concept would be further pursued for the Philadelphia, Wilmington, South Jersey and
Pennsylvania markets. Option (B) was thus unanimously endorsed by the committee.

The committee also determined that negotiations would be initiated with the following:

COMMUTER CHECK INC.

ENDATA

TRANSITCENTER

RAND McNALLY

BLUE RIBBON SERVICES (Contacts: Manny Blum, Phil Burke)
OTHERS IDENTIFIED BY STAFF

mTmo o w>»

Staff will check all references provided by the RFP respondents.

The following activities to be accomplished in approximately 30 to 45 days were
suggested by staff:

(1)  Select all companies (see above).

(2) Prequalify each company.

(8)  Create criteria for negotiations.

4) Review (1), (2), (3) with Selection Committee.

(5) Enter into negotiations with each potential bidder.

(6)  Apply federal guidelines and evaluation criteria.

(7)  Narrow down bidders and recommend suitable bidder(s) for oral presentations.
(8)  Present findings to Policy Committee for final decision.

(9)  Present to DVRPC Board for approval to negotiate contract.

Committee members suggested that some flexibility in structuring the criteria would be
helpful in obtaining a suitable proposal. Cost, experience, and reliability, it was agreed,
were major factors in evaluating forthcoming proposals.



DELAWARE VALLEY
COMMUTER BENEFIT PLAN

Consultant Selection Committee Meeting
Monday, October 15, 1990 at 9:30 a.m., DVRPC

AGENCIES REPRESENTED

SEPTA: Amy R. McCue; NJTRANSIT: Tom Gagliano, Louis V. Capadona; PATCO: Marian
Darlington, George Falber; PENNDOT: Bob Smeltz; NJDOT: Pat Soeteber; DELDOT: Mary
K. Davis; DVRPC Staff: Paul Pezzotta, Rita Dommermuth.

SUMMARY OF MEETING

1. DVRPC Presentation. After introductions, Paul Pezzotta provided a description of the
process DVRPC completed to respond to the committee’s request to solicit proposals in
response to a set of two RFPs -- one for voucher printing services and one for fulfillment
services. Out of a possible 11 prequalified consultants, DVRPC received proposals from
seven consultants. Copies of all proposals had been mailed to each agency represented
on the consultant selection committee. (Staff’s work to this end is well documented and
has been circulated to all Policy Committee members.) Rita Dommermuth reviewed a
staff evaluation of the proposals, and offered a set of cost comparisons to enable the
committee to see all information displayed in an objective format. Rating sheets based
on RFP criteria were also made available to committee members to facilitate their
evaluations to consultant presentations. (See attachments.)

2. Discussion. Tom Gagliano advised the committee members that there would be a
potential bias on his part in evaluating the proposals, because NJTRANSIT has had a
contractual relationship with TransitCenter through the Port Authority Trans-Hudson
Corporation (PATH). His agency favored TransitCenter as the contractor for the Delaware
Valley Commuter Benefit Plan to create a uniform program for NJTRANSIT northern and
southern divisions.  However, Mr. Gagliano said that NJT would support the
implementation of DVCBP regardless of which consultant(s) was selected.

Paul Pezzotta requested that the committee arrive at a consensus as to the best qualified
consultant for the DVCBP and make a recommendation to the Policy Committee. He
pointed out that there appeared to be several workable options given the quality and
breadth of proposals received. He stated that based on the staff’'s pre-qualification
process, all the firms that were to present their proposals to the committee were fully
capable of providing the services required by DVCBP. He emphasized that no one firm
had any indispensable capability that required their selection over the others represented.

3. Consultant Presentations. The following consultants presented proposals in 45-minute
sessions which allowed the committee to question each in some detail:

10:30 a.m. 1. Robert Cornwell Assoc./ Fulfilment
Presenter: Peter Cornwell, Vice President

1



11:15 a.m. 2. Blue Ribbon Services/ Fulfillment
Presenters: Phil Burke, V.P. of Sales and Manny Blum, Treasurer

1:00 p.m. 3. Commuter Check/ Fulfilment & Printing
Presenters: Richard Oram, President and Chuck Feitner, Creative
Fulfilment Services

1:45 p.m. 4. Standard Register/ Printing
Presenters: Scott Ziegler, Sales Supervisor; Alan Oliver, Account
Executive and Robert Assini, District Sales Manager

2:30 p.m. 5. General Business Systems/ Printing
Presenters: Joseph Tumolo, Sales Consultant and Cathy Gardener

3:15 p.m. 6. Moore Business Forms/ Printing
Presenters: Mark Scattolini, Sales Representative and Stanley Farnish,
District Manager

4:00 p.m. 7. TransitCenter/ Fulfilment & Printing
Presenters: Larry Filler, President and Mark D. Carter, Project
Manager

4.. Committee Recommendation. The committee utilized a two-step approach to
determining the final recommendation: (a) They decided that separate consultants for
both printing and fulfilment were preferable, thus eliminating TransitCenter from further
consideration. (b) They took a vote on each consultant’s capabilities based on an
evaluation of price and quality. The committee selected Standard Register for voucher
printing, and Commuter Check Inc. for fulfilment services as their first choice. All
agencies represented selected Standard Register and Commuter Check Inc. except for
NJTRANSIT, which abstained. DVRPC had no vote on this committee.

5. Conclusion. Paul Pezzotta thanked everyone for their hard work during the day and
outlined the next steps toward implementing printing and fulfilment processes:

a) Policy Committee approval of the committee’s
recommendation.

b) DVRPC Board approval to enter into contracts with the
selected consultants.

C) Meetings with both consultants to iron out production and
procedural steps.

d) Executions of contracts.

The meeting adjourned at 5:30 p.m.

B:sel-com-.su2
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1. Introduction

The mission of the Delaware Valley Commuter Benefit Plan
(DVTC) program is to build a strategic alliance in support of transit
in the tri-state region of Pennsylvania, New Jersey and Delaware.
There are five strategic dimensions that drive the program:

E Transit in partnership with transit. DVCBP will result in a
greater degree of cooperation among transit operators
creating new opportunities to market transit and realize
many other benefits related to incresed prepayment of
fares, increased ridership and lower fare collection costs.

L Transit in partnership with business. DVCBP will enhance
transit’s ability to serve the real access needs of companies
by enlarging their dialogue. In turn, DVCBP symbolizes the
involvement of the private sector in transportation.

E Transit in partnership with commuters. DVCBP helps
reduce the cost of transit to thousands of commuters. It
can also make commuting more convenient when unified
fare policies are implemented.

B Business - employee ties through transit. Transit-related
benefits help strengthen employer-employee relationships.
DVCBP will also improve current labor market mis-matches
by making transit more accessible to workers.

u Transit for the environment. DVCBP promotes the use of
tansit by reducing its cost. It is a travel demand
management tool that can keep cars off the highway and
our air clean.

The Policy Committee guiding the DVCBP program has
endorsed the mission of DVCBP and will, no doubt, remain at the
forefront of DVCBP serving as a public symbol of the transit
alliance. The Committe will set the agenda of goals and objective,
program budgets, and prioritize annual work activities. It is
expected that the group will over time be expanded to include
additional members in support of the public-private alliance which
will champion DVCBP. This group’s presence will enhance staff’s
ability to put forth a credible and multi-dimensional marketing
program.

This discussion paper lays out a marketing strategy for
DVCBP that addresses (1) the employer perspective, (2) the
marketing environment, (3) marketing program components, (4) the
marketing work plan, (5) program goals and objectives, and (6) the
staging of DVCBP marketing.

A three-year program starting in Fiscal Year 1991, has been

DELAWARE VALLEY TRANSIT CHECK
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developed and will, therefore, reflect a strong emphasis on
cementing the alliances between all of the public and private sector
participants essential to the program’s successful implementation.

But, DVCBP is largely a marketing effort with a
sales/customer service component.  Therefore, DVCBP will
promote both, the complex concept of employer transit subsidies
provided by means of commuter vouchers plus supporting
customer services.

Other program components in terms of the budget,
addressed elsewhere, cover the administration of DVCBP, day-to-
day program operations and voucher fulfillment and banking
services. Note that all components are integrated from an
operational point of view.

2. Employer Perspective

Delaware Valley Commuter Benefit Plan (DVCBP) is an
employer provided benefit which subsidizes transit fares. One key
to bringing DVCBP into usage is the private sector -- the
businesses which employ commuters who travel daily to and from
their work destinations. Without a basic commitment by employers
to support, in part, their employees’ commutation by transit through
DVCBP, the program remains a worthwhile endeavor in concept
only. To move the program from concept to reality, implementation
must take into account the complex marketing requirements
intrinsic in shaping a persuasive message about private sector
employment benefits. This recognition shapes, in part, the DVCBP
program detailed on the following pages.

From the employers’s perspective, the reasons for providing
transit benefits are related to factors that affect to the bottom line
of a company’s operations. Reasons cited in a similar program'
include up-dating employee benefits packages, a company’s
dependency on mass transit, and a company’s need to recruit
entry level employees who are likely to be transit users.
Employers, typically large ones, also commit a certain level of
resources to enhancing their community, or to serving programs
advancing civic minded initiatives. But overall, it is primarily the
need to get employees to work -- the smooth and affordable
access to the work location -- that determines the involvement of
the small to medium sized companies in a transit enhancement
program such as DVCBP.

1 Transit Center, New York, 1989

DELAWARE VALLEY TRANSIT CHECK 4
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3. Marketing Environment

The DVCBP marketing program is complex for several
reasons, and these must be taken into account in structuring a
marketing and sales campaign:

3.1 Market Area

DVCBP will initially be implemented in all, or part of
the markets served by five major transit providers:
NJTRANSIT Southern Division, PATCO, SEPTA,
DART, and AMTRAK.

NJTRANSIT already participates in the New York
City TransitChek program for its Northern New
Jersey market. NJTRANSIT will coordinate and
interface with DVCBP.

The necessary support exists on the part of the
state DOTs to market DVCBP on a statewide basis
in Pennsylvania, New Jersey and Delaware. DVCBP
will be offered to transit markets in Pennsylvania
and New Jersey served by public and private
systems.

3.2 Type of Transit Market

These markets serve commuters in three states,
they overlap slightly and comprise a combined
market of one-half million commuters. For some
systems, work commutation forms most of the
market, for others, commutation involves a smaller
percentage of travelers, but, nevertheless represents
an area of growth.

Fare policies are not uniform, which affects the
degree and ease in which commuters can transfer
from one system to another. As suburban-to-
suburban work trips increase, the ability to use
transit for this type of trip would enhance long
distance mobility.

3.3 DVCBP Market Segmentation & Targeting

®

DELAWARE VALLEY TRANSIT CHECK

Usage of DVCBP is dependent on the businesses
that buy vouchers for some, or all of their
employees, the employees who use them and the
operators who accept them. Although employers
make the decision to provide the subsidy,
employees play a role in the decision making
process, as do transit systems by virtue of the type
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and quality of the services they provide and the
public relations support they lend. The commuting
employees, therefore, comprise one major target to
receive the DVCBP message.

The "universe" of employers in the tri-state are --
targeted are 10,000 small to large firms over the
three year period -- will be broken into market
segments ranging from the smaller business to
medium size to large and include business
associations and employmenttraining organizations.
Different segments of employers have varying
requirements, needs and resources, all of which
have a bearing on their receptivity to employee
transit subsidies. Our marketing program will target
each with tailored messages and through several
media.

The decision maker(s) in each company will vary
depending on the type and size of firms. Generally,
the first contact in each company will be the
owner/manager for small companies and the human
resource director/manager for corporations. In this
case, materials must be concise, persuasive and
provide for interactive opportunity. Until DVCBP has
gained some recognition, an immediate "sale" at first
contact is not expected.

In many instances, the first contact will also be the
employee who has been exposed to marketing
materials. Chances are that the first contact may
not be able to make a final decision, in which case
support will be provided by the marketing program
to those who "champion" DVCBP within the firm.

DVCBP will, logically, be most successful in areas
where transit is available currently, or where transit
services are being developed for the near term.
This dictates a geographic focus that will be
adjusted from year to year as required.

The exact approach to reaching the target
markets will be detailed in later reports.

3.4 Regional Implications

DELAWARE VALLEY TRANSIT CHECK

The need for greater employment access has been
identified as a major regional issue affecting
economic development. DVCBP can help to
strengthen transit’'s position as an affordable, or in
some cases only, alternative to driving.
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Improving the quality of air is major regional focus.
DVCBP will impact the mode choice of commuters
to select environmentally sound modes of
transportation such as transit.

Feedback by Employers about DVCBP

The Employer Roundtable, set up to receive feedback from
a cross-section of firms in the region, offers several key
points inspiring, or confirming the design direction of the
DVCBP marketing program.?

The complex marketing message to employers
should be structured to communicate DVCBP’s
potential for (1) improving employee access; (2)
expand companies’ range of employee benefits to
remain competitive; (3) providing a low cost benefit
where now none exist; and (4) enhance employers’
flexibility in structuring benefits packages.

The channels of communication to reach employers
must consider the segmented nature of this vast
market. Wherever possible, the most effective way
to 'reach" the decision makers should entail
personal marketing either through (1) human
resource managers, who will be asked, in turn, to
sell the concept to their company, and (2) through
business associations and other relevant groups.
The latter would be especially effective for smaller
employers who, because of their numbers, cannot
be contacted individually.

Direct mail campaigns to employers are effective, if
they are targeted very closely to the needs and
types of employers, which vary greatly.

Marketing to the general commuting public should
utilize available mass media such as radio because
of its ability to reach very specific market segments.

The methods of communication should consider
that busy people have littie time and short attention
spans. Messages must be pertinent, brief and
conveyed through media that meet these criteria: (1)
simple direct mail, (2) video tapes for introductions,
and (3) inter-active access to people to consult and
place orders with. Testimonials by peers should
also be utilized to gain access.

2 An Employer Roundtable was held in Decemember 1989, to provide input into the marketing program by a cross-section
of employers in Philadelphia and New Jersey. A complete summary of the discussion is available from DVRPC.

7
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4. Marketing Program Components

Bringing DVCBP to the consumer entails a marketing/public
relations program of ambitious dimensions. The use of limited
public resources dictates, however, that each component of the
campaign is cost-effective, well-conceived and poignantly targeted.
The wide variety of marketing devices from which to choose has
been edited to include those felt to be most effective for DVCBP.

4.1 Public Relations Activities:

Press conferences with key public-private sector
program participants at major milestones of the
program. Maximize visibility of support by allied
organizations and civic organizations.

Complimentary mentions in media and trade
literature throughout program duration, but
especially during the first 3 to 6 months.

Personal appearances by staff and key participants
at opportune, public occasions.

Press releases issued regularly by transit operators
and mentions of DVCBP in associated transit public
relations.

4.2 Marketing to Employers and Employer Organizations:

Sales Presentations by staff.
Direct-mail campaigns.

Video presentations to describe DVCBP (to be used
by staff and "stand alone" by companies).

Presentation folders containing pieces used
together, or separately, to respond to request and
more in-depth information requirements.

Stationary and inter-active correspondence forms.

4.3 Marketing to Employees:

DELAWARE VALLEY TRANSIT CHECK

Advertising through transit channels:
Station displays (posters and brochures), bus/train
car cards, seat drops, promotions.

Mail stuffers used in a variety of circumstances
where information can be disseminated through the
mass mailings of other organizations.
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Selected mass media such as billboards in
congested highway corridors, targeted radio
advertising, and the outside of transit vehicles.

Prepared display advertisements to be used when
free advertising space is available in transit
materials, in newsletters and print media.

4.4 Customer Service Support

Order forms, user guides and employee brochures
for companies’ use.

Flyers and user guides for use by transit operators
at sales outlets and for ticket purchases by mail.

Form letters, etc. to be used by operations and
fulfilment staffs for customer complaints, lost
shipments, etc.

4.5 Marketing to Transit

Presentations to public and private transit operators.
Literature/materials geared to transit operators.

Working papers and proposals on unified fare
policies and other cooperative ventures.

The program components are arrayed in Section 6, Staging
of the Marketing Program.

DELAWARE VALLEY TRANSIT CHECK
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5. Marketing Program Work Plan

Implementation will be achieved by means of a work plan
that integrates three elements: (1) Staff work, (2) non-cash services
committed by participating transit operators, and (3) consultant
services obtained competitively for certain tasks, or parts of tasks.

The work plan is designed to apply the non-cash
contributions by operators in the most rational and useful way.
Each year the work plan will be structured with the input of
participating operators.

In concept, the work plan will be organized for each year’s
activities, somewhat like a critical path plan. A simplified example
of several tasks follows:

YEAR 1
Activities Staff Operator Consultant
Planned Function Task Task

Task:

Poster.

1. Identify types.
2. Create concept. L]

3. Prepare art. B L
4. Print. B

Task:
Presentation Video.
1. Define purpose. = (]
2. Create concept. [ E
3. Produce video. ]
4. Copy for distri-

bution. B

Task:

Transit Seat Drop.

1. Define message.* = =

2. Create design. u m
3. Prepare art. E

4. Print.* =

* All operators.

(A complete work plan for each marketing activity will be prepared
for Policy Committee review prior to program inauguration.)

DELAWARE VALLEY TRANSIT CHECK 10
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6. Program Goals & Objectives

As has been mentioned, Delaware Valley Commuter Benefit
Plan will bring together key transit proponents in a growing alliance
serving the strategically vital interest of cooperation between public
and private sectors. Several important relationships will be
strengthened considerable through DVCBP: (1) Transit-Transit, (2)
Transit-Business, (3) Transit-Commuter, (4) Business-Employee,
and (5) Transit-Environment.

The DVCBP marketing program will be designed to serve
this larger aim by meeting the five overall goals and objectives
displayed below.

The structure of the DVCBP marketing program will address
these relationships, all of which come into play in the unique
marketing environment of DVCBP. DVCBP marketing will also
focus considerable attention on the consumer, or user of DVCBP:
(1) the employer, who plays the pivotal role in implementing
DVCBP and (2) the employee, who may, or may not currently ride
transit. The public marketing message will largely be directed at
both groups and conveyed to each through the various channels
available (mentioned under Feedback from Employer Roundtable
and described in Section 4 and the table of program activities in
Section 7).

6.1 Strengthen the transit-transit alliance.

Objectives:

° Capture positive public image for each transit
operator through joint marketing of DVCBP.

° Promote cooperation among participating transit
operators through system integration and other joint
ventures.

° Expand network of transit operators and affiliated
organizations to achieve complete tri-state coverage
of DVCBP.

6.2 Cement the Transit-Business Alliance.

Objectives

® Offer unique, low cost employee benefit that benefits
transit and business.

° Advance labor market access with innovative
funding device.
e Meets many types of recruitment-related issues for

DELAWARE VALLEY TRANSIT CHECK 11
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employers in both wurban and suburban
environments.

Enhance the Transit-Commuter Relationship

Objectives

Implement DVCBP to reduce the cost of commuting
for emplyees.

Create equitable benefit that offsets free parking and
other benefits provided on a limited basis to some
workers.

Facilitate region-wide travel through a seamless tri-
state transit system.

Add Dimension to Business-Employee Relationship.

Objectives:

Offers employers the ability to assist their
employees with a more complete range of
transportation benefits.

Provides business with the opportunlty to support
transit without paying a tax.

Relieve congestion in suburban areas by promoting
employer fransit subsidies paid directly to
employees.

Support the Transit-Environment Connection

Objectives:

Promote greater use of transit to affect regional
modal splits in favor of transit.

Create opportunity for business to reduce
congestion and, its by-product, pollution.

Establish linkages among organizations advocating
cleaner air.

These goals and objectives will be reflected in the marketing
messages to be developed for DVCBP.

DELAWARE VALLEY TRANSIT CHECK
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7. Staging of DVCBP Implementation

A multiple year campaign will be required to achieve the five
goals and objectives described in Section 6. A three-year
conceptional plan is shown to stage the implementation tasks, thus
maximizing the full market potential that exists for DVCBP. The
marketing program addresses advertising, promotion, public
relations, sales, costumer service, program monitoring, and
program expansion. Each year, specific marketing activities for
each goal area will be scheduled in cooperation with participating
transit operators.

During the first year of the program, all five goals will be
addressed with a number of activities and tasks. The work to
achieve these strategic goals will continue in the following two
years, albeit with different activities and tasks. It will be an ongoing
challenge to pursue the enroliment of additional companies while
continuing to cement the cooperative relationships between
multiple transit operators, the entire business community and the
commuting public.

The following table shows all goals and the corresponding
activities and tasks envisioned to be carried out over the course of
the three years.

A sixth section has been added to monitor program results.

DELAWARE VALLEY TRANSIT CHECK 13
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1. Strengthen the transit-transit alliance.
Activities:

1. Market DVCBP to public and private transit
systems in Pennsylvania, New Jersey and Delaware.

2. Develop DVCBP service contracts with
participating transit operators.

3. Management procedures for participating
operators.

4. Develop and implement proposal to create a
single fare mechanism.

5. Implement joint marketing program for tri-state
area.

2. Cement the Transit-Business Alliance.
Activities:

1. Market to employment/training agencies and
to benefits/tax consultans and brokers.

2. Develop specific proposals for agencies to
implement DVCBP.

3. Conduct general awareness campaign about
these aspects of DVCBP to employers.

DELAWARE VALLEY TRANSIT CHECK
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Tasks:

Prepare benefits analysis for targeted operators.
Correspondence and presentations to transit
operators.

Negotiate contracts for ongoing DVCBP program
and analyze market area (employers). Set up

banking/ fulfillment process.

Analyze transit market relationships and identify fare
strategies.

Meet with transit operators and test receptivity to
proposal.

Identify pilot area and implement unified fare
instrument. Integrate with DVCBP.

Facilitate among transit operators and carry out joint

marketing for DVCBP according to annual work
plans.

Tasks:

Correspondence and sales
presentations.

meetings/
Contracts with agencies.
Stimulate commuter awareness for this market

segment.

Informational materials and other support;
follow-up sales. Staff assistance to participants

14
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3. Enhance the Transit-Commuter Relationship

Activities:

1. General awareness campaign to employees
and employers.

2. Public relations activities.

3. Sales presentations to employers requesting
information.

4. Direct marketing through business
associations, employee training agencies and
major employers.

5. Costumer service.

Activities:

1. Promote DVCBP in TMA areas, as well as
areas with high congestion where transit could
play a greater role in work commutation.

2. Develop DVCBP service contracts with
participatng TMAs and implement with
suburban employers.

3. Provide support services.

4. Monitor results.

DELAWARE VALLEY TRANSIT CHECK
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Tasks:

Define target area. Publicity; media events;
press conferences; press briefings and releases;
solicit complimentary communications; support
from allied organizations; etc.

Create employer/employee/operator
informational materials and sales meetings;
direct mailings to target areas; follow-up sales.
Work with applicable associations.

Marketing through transit agency channels to
stimulate commuter awareness.

Create materials and provide staff assistance to
companies implementing DVCBP and
commuters using DVCBP.

Tasks:
Prepare benefits analysis for targeted operators.

Correspondence and presentations to transit
operators.

Negotiate contracts for ongoing DVCBP

program and analyze market area (employers).
Set up banking/ fulfiiment process.

15
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5. Support the Transit-Environment Connection

Activities:

1. Consolodate linkages to
environmental/energy agencies and groups and
obtain their assistance in advancing DVCBP.

2. Raise awareness that DVCBP meets clean air
objectives.

3. Encourage and facilitate the use of transit
through commuter information programs.

-4
(o)

Tasks:

Use all channels possible such as
presentations, articles, workshops and personal
contacts.

Incorporate clean air messages in literature
about DVCBP.

Provide assistance to commuters through
specific outreach efforts to be determined
through market analysis and with operators.

6. Monitor results of DVCBP implementation to test program direction and effectiveness.

Activities:

1. Evaluate sales; the types of problems
encountered; etc.

2. Survey users of DVCBP to determine gain in
ridership for each participating transit system.

3. Make program adjustments as required.

DELAWARE VALLEY TRANSIT CHECK

Tasks:

Analyze sales reports from fulfillment processor.
Track costumer calls/ inquiries/ complaints.
Respond as required.

Pre- and post-survey participating employers to
determine new transit riders gained.

Refine work program.

16
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SMART

BETWEEN

TransitChek®

commufer Benefit program

COMM
UTER BENEFIT PROGRA






Get Your Employees on Board ¢ TransitChek Order Form

Date:

Your First Order...

How manv TransitCheks do vou want in vour first
order? The minimum order is 12.

Do vou wish to place an order quarterly. semi-annually,
or order enough for the entire year? It’s best to order at
least a quarterly supply for convenience and lower
processing fee per TransitChek.

TransitCheks are available in $21, $15 and $7
denominations. You must use separate order forms if
you are ordering more than one denomination.

Follow these simple steps...

Select the TransitChek denomination:
($7, $15, or $21) A$

Total TransitCheks in this order:
Calculate the number of TransitCheks
needed:

number of number of
emplovees ___ x months__= B

Circle the processing fee per

TransitChek:
Example: If you order 36 TransitCheks

your fee is $.60 per voucher.

$

$
12t035 $.75 101to600 $.45 $ 45
36to 100 $.60 601 or more $.30| C $

Add the processing fee to the
TransitChek denomination:

A$ +C$ = D$
Calculate the total cost of your

TransitChek order:

D$ x B = ES$

rTOTAL ORDER COST $
Please add (E), (F) and (G).

Questions...

If you have questions about how to place an order call
the Sales Office: 1-800-355-5000.

If you have questions about the status of your order call
Customer Service: 1-800-553-6563.

For Office Use Only
Control #

Batch# C()mmutel \\\\ ‘\\

Co Program //ﬁ

W

Wl

Ocheeks
Oorder Form [ Invoice

Please print clearly and retain a copy for-your records.

Your Shipping & Billing Information...
Please provide a street address. Deliveries cannot be
made to P.O. boxes.

Company name

Contact name

Title

Street address

City State Zip
Telephone (very important) Ext

Reminders & Future Orders...

We'll send an invoice to remind you to re-order before you
run out of checks. Please check the appropriate box below.

We expect to need more checks in:
O 3months O 6months

Payment...

Only paid orders are shipped. For fastest service, enclose a
check payable to “Commuter Benefit Program.” Mail
completed order form to COMMUTER BENEFIT
PROGRAM, c/o First State Marketing Corp., 451 Lakeview
St., Lake Lillian, MN 56253. (Use the envelope provided.)

Q Paymentis enclosed.

Employee Brochures...

O 12 months

O Send Invoice.

‘Employee information brochures are sent with your first

order. How many employees will participate?

Delivery Information...
Your order will be received within 2 to 3 weeks. The op-
tional express delivery (G) reduces shipment time by about 1

week. To speed your order further, send it to First State
Marketing by overnight delivery.

Finally...

Please help us expand the Commuter Benefit Program.
In what industry category is your company?

May we identify you as a Commuter Benefit Program
Participant? d Yes O No

Thank you for your order.
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:OMMER BENEFIT PROGRAM

Tax Facts

A litfle-known provision of the Deficit Reduction Act of 1984 enables employ-
ers to offer a special fringe benefit that can be applied to all employees
who use fransit to commmute to work.

Under a special rule for transit passes, employers may give employees a
transit pass of a discount not exceeding $21 a month and the value of that
subsidy may be excluded from the employee’s gross income. The provision is
found in paragraph 1.132-6 of the Internal Revenue Code.

The basis for this rule is that the transit subsidy is considered a de minimis
fringe benefit — of such small value as to make accounting for it unreason-
able or administratively impractical. The de minimis rule puts such transit
passes in the same category as free coffee and use of the company
copying machine.

The provision also applies to the provision of up to $21 in any type of fare
instrument or vouchers such as TransitCheks that enables an individual to
fravel on the transit system.

Temporary regulations implementing the 1984 law were published in the
Federal Register on December 23, 1985. Final regulations, published January
16, 1992 (Federal Register 26 CFR Part 1), increased the $15 benefit to $21
per month, as a cost-of-iving adjustment. The IRS also says that, if you give
your employees a transit benefit worth more than $21 a month, the entire
amount must be included in gross income as a taxable fringe benefit.

In addition, employers may account for the cost of TransitChek as a normal
business expense. Employers should ask for the “Smart Kit” to estimate
benefits and consult their accountants for more information on the specific
impact of a TransitChek program on their business.






:OMMTER BENEFIT PROGRAM

Environmental/Energy Benefits

Air Quality Requirements

On November 15th, President Bush signed into law the CLEAN AIR ACT
AMENDMENTS of 1990. The new amendments address the need to
improve the nation’s air quality. The tri-state region - Pennsylvania,
Delaware and New Jersey - is classified as a “severe nonattainment
area” for the federal air quality standards for czone. Motor vehicles
account for almost half of emissions of volatile organic compounds
(VOC) which cause violations of the surface ozone standard. Within
four years of enactment, employers of 100 or more persons must
adopt programs to increase the auto occupancy rate by at least 25%
above regional average for work-related fravel in peak periods.
Failure to attain standards reductions in nonattainment areas can
frigger certain sanctions.

The COMMUTER BENEFIT PROGRAM is one method of reducing single -
occupant, work-related travel by car and increase the use of public
fransportation. By giving employees a subsidy dedicated to public
transportation, employers will be able to make an important
contribution toward the goals of the CLEAN AIR ACT AMENDMENTS.
The specific requirements for employers have not yet been released
by the Environmental Protection Agency (EPA). But, certainly, the
COMMUTER BENEFIT PROGRAM will be an important step foward
compliance and a way to help improve our environment and quality
of life.

Consider the Facts |

Although motor vehicles emit much less pollution than those of 25
years ago, the growth in vehicle miles of travel during this period has
partially canceled the gains from motor vehicle controls.

For example:
e Number of registered U.S. motor vehicles (1988): 183 million

e Number of vehicles per licensed driver (1987): 1.03
e U.S. proportion of world’s vehicles (1987): 35%

e U.S. proportion of world’s vehicle mileage: 50%

e U.S. proportion of world’s population: 5%

e Change in U.S. transportation oil consumption (1973-88): +195
(over)



Public Transportation Helps

Consider the consequences of our driving habits:
® Percent U.S. carbon dioxide emissions from transportation: 30%

e Carbon dioxide released by burning one gallon of gas: 20 pounds

e Ozone-depleting chlorofluorocarbons (CFCs) used for automobile
air conditioning (1986): 120 million pounds

And here’s the commuter picture:

e Proportion of U.S. driving which is work-related: 30%

e Average vehicle occupancy for commuting: 1.1 persons/car

® Proportion of commuting trips made by single-occupant cars: 64%

e Proportion of commuting trips made by public transportation: 6%

® Energy saved commuting by bus or rail instead of driving alone: 70%

Clearly, any effort to reduce commuting trips by car and increase the

use of public transportation will have a beneficial effect on the
environment, energy consumption and costs.



COMM‘R BENEFIT PROGRAM

Questions and Answers

. What is the Commuter Benefit Program?

. The Commuter Benefit Program provides a means for employers to

assist employees with their transit commuting costs. Under federal law,
currently employers can give their employees up to a $21 monthly, tax-
free contribution to the cost of transit tokens, tickets or passes.

Q. What is the TransitChek®?

. TransitChek is a secure bank check in different denominations which

adllows employers to conveniently provide this new commuter benefit.
The TransitChek concept was developed based on recommendations
by employers.

Q. What is the purpose of TransitChek?

. TransitChek was developed as a means to reduce traffic congestion by

encouraging greater use of public transportation. The use of thousands
of single-occupant automobiles by commuters each day causes
severe congestion, interfering with the movement of goods and
services and contributing to the region’s air pollution problems. The
promotion of public transportation by employers through TransitChek
provides a strong incentive to use public fransportation and helps
reduce congestion.

Q. How can employers use TransitChek?

. TransitChek is flexible and easy to use for employers of any size or

industry. It can be used as a fringe benefit, or as an incentive or bonus.
It can also be used to assist employees moving to a new location or to
infroduce new employees to public transportation. Firms may provide
TransitCheks to selected groups of employees such as clerical staff.
Firms will also find TransitChek useful for recruiting new employees.

Q. How can employees use TransitChek?

. TransitChek is simple to use. Employees can redeem TransitCheks for

any type of fare or any type of transportation service at designated
fransit locations and through the mail. TransitCheks cannot be
exchanged for cash and are only good for the purchase of fares in
advance of boarding the transportation vehicle.

Q. What transportation operators are participating in the program?

. TransitChek is a cooperative effort with Pennsylvania, New Jersey and

Delaware public and private transportation operators. TransitCheks are
accepted throughout all areas served by transit.

(oven



Q. What benefits to business does TransitChek offer?

. TransitChek is a tax-efficient means of compensation, free of any
payroll-related taxes for both the employer and employee. TransitChek
is also an economical way to boost employee morale and perfor-
mance, and can help reduce turnover. it’s a fully deductible business
expense. A $21 TransitChek can cost a business as little as $14 after
taxes, but have a pretax value to the employee in excess of $30.

. How can companies get TransitChek?

. Companies throughout the tri-state area may purchase TransitCheks
directly from a local agency that coordinates the program. They may
be ordered in any quantity and are delivered in a safe and secure
manner quarterly, semi-annually, or annually. TransitCheks are
purchased at face value plus a small processing and handling charge.
Employee instruction pamphlets are provided with the shipments.

. How do companies distribute TransitChek?

. TransitCheks can be distributed to employees in any way convenient to
the company. Some firms distribute TransitCheks monthly, some provide
three TransitCheks per quarter, and some distribute them semi-annually.

Companies can distribute TransitCheks using the same procedures or
personnel that handle the distribution of paychecks. Some can provide
TransitCheks through personnel departments, and some may reply on
credit unions or other over-the-counter procedures. Call your
TransitChek agency for more ideas, or how to tailor a program to the
company’s requirements.
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Employer/Employee Benefits

The New Fringe Benefit

The TransitChek® Commuter Benefit Program is an exciting innovation in
employee benefits programs that employers can now offer to their employ-
ees. It is unique because it establishes a role for the private sector in the
work-related transportation of its work force. At the same time, participation
in the Commuter Benefit Program signals that commuting by fransit is an
important component of a vital regional economy. The program is imple-
mented through employer-provided transit discount vouchers called
TransitCheks. They are accepted by virtually all public and private transit
operators.

Employers already provide extensive benefits to their employees from
health care plans to insurance, from day-care to retirement plans. So why
are some firms taking a close look at an additional benefit? The answer is
simple. The qudlity of the twice-daily commute affects the productivity and
well-being of every single employee.

While commuter benefits are a relatively new addition to an employer’s
arsenal of employee fringe benefits and perks, they can be a growing
factor in the mix. Not only do they provide a direct, tax-free financial
benefit, but also, in our increasingly environmental and conservation-aware
world, commuter benefits can serve important society and community
objectives.

The TransitChek Commuter Benefit Program can add more flexibility to an
employer’s total benefits package. Within the TransitChek program, itself,
there are a number of alternatives available to employers.

TransitCheks can be provided to all or some employees as:

® An across-the-board employee fringe benefit

e An attendance incentive or reward

e A holiday or performance bonus

® Relocation assistance to acquaint employees with transit options

® A recruiting tool for specific types of jobs

e An offset for parking or other automobile benefits provided to other
employees

e An environmentally friendly effort by the employer because it promotes
mass transit '

How To Do It

Companies now utilizing the Commuter Benefit Program report that the
program is easy to administer and is very well received by employees.

(over)



Larger companies seem more likely to provide the subsidy on a monthly
basis and some offer it to all full-time employees. One offers a partial subsidy
(e.g. employee purchases two through payroll, company buys one).

Administration methods vary depending on the number of employees
affected, the size of the organization, full or partial subsidy, etc. Most either

distribute the TransitCheks with the paycheck or have a central pick-up
place for employees. One company mails it to the home

The company pays for the TransitChek “up front” regardiess of when they
are cashed in by employees. Employers purchase this benefit at an
unusually low cost. There is a small fee for processing and handling/shipping.
It is a true public service for the private sector, because each TransitChek
costs substantially more. The participating transit operators cover the
additional overhead and administrative costs for the program.

In summary, TransitCheks are a:

e Tax-efficient form of compensation for employees, with no payroll and
social security faxes

e Fringe benefit that offers maximum flexibility to the employer due to
administrative ease and security

e Way of expanding their fringe benefits package with a low cost, but
useful benefit

® Program not limited to a single transit operator, but throughout all
systems

e Opportunity for employers to join with other employers in a program that
supports public transportation, the environment and the community

For employees, TransitCheks offer a number of important benefits:
e Tax-free pay raise - employer subsidy means more take-home pay

e A benefit that addresses public transportation - a neglected area of
‘attention for employee benefifs

e Helpful in a public tfransportation environment where fares are raised
frequently

e Strong incentive o give public transportation a try
® Immediate benefit - accepted by all major transit systems

e Easy o redeem - most locations where tickets, passes, tokens are sold;
works even when fares are purchased by mail

® Builds morale



Appendix IV
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Appendix V






DELAWARE VALLEY TRANSIT CHECK
REVENUES & EXPENDITURE
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DELAWARE VALLEY TRANSIT CHECK
SUMMARY OF PROPOSED EXPENDITURES FOR FISCAL YEAR 1991

TOTAL ESTIMATED BUDGET: $221,000 = $171,000 CASH and $52,500 NON-CASH SERVICES

1. PROGRAM ADMINISTRATION ® DVRPC BUDGET: $8.000 CASH

TASKS:
«CONTRACTS
+GRANTS
‘WORK PROGRAM & BUDGET CONTROL

2. PROGRAM OPERATIONS ® DVRPC BUDGET:$45.500 CASH

$12,500 NON-CASH

TASKS:
+EMPLOYER SALES MEETINGS
-CUSTOMER SERVICE TO COMPANIES & EMPLOYEES
+COORDINATION WITH PRIVATE SECTOR ORGANIZATIONS
-PROGRAM TASKS (i.e. PROGRAM EXPANSION)
«POLICY COMMITTEE PROCESS
«INTERFACE WITH FULFILLMENT PROCESSOR
+COORDINATION WITH OPERATORS
+PROGRAM MONITORING

3. PROGRAM FULFILLMENT m CONSULTANT BUDGET:$25.000 CASH

TASKS:

+FILLING ORDERS

+BILLING

-FINANCIAL MONITORING
-USAGE REPORTS

-CUSTOMER COMMUNICATIONS

4. MARKETING
& ADVERTISING B CONSULTANT BUDGET:$92.500 CASH
$40,000 NON-CASH
TASKS: ,
MARKET ANALYSIS

+PROMOTIONAL DESIGN: DIRECT MAIL, ADVERTISING,
POSTERS, BROCHURES, FOLDERS, STATIONARY,
ORDER FORMS

+PUBLIC RELATIONS CAMPAIGN

+PROMOTIONAL CAMPAIGN TO IMPLEMENT PROGRAM
TARGETED TO EMPLOYERS AND EMPLOYEES

+PRESENTATIONS TO EMPLOYERS AND BUSINESS GROUPS

+PROMOTION TO EMPLOYEES AND ASSOCIATIONS

DISTRIBUTION OF REVENUE BY PROGRAM AREA

CASH NON-CASH
CONSULTANT: MARKETING & FULFILLMENT $117,500 $ 40,000
DVRPC: ADMINISTRATION & OPERATIONS $ 53,500 $ 12,500

TOTAL: $171,000 $ 52,500
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Appendix VI






THE SMART KIT:

A Gulde to Bringing Tran51tChek®
to Your Company

The Smart Kit has been prepared for
your use in estimating the costs, as well
as the range of benefits & savings of
implementing the Commuter Benefit
Program.

With this kit you cannot estimate the
total tax savings as a result of your
company’s tax write-off of the costs; an
additional accounting analysis 1is,
therefore, recommended.

Your comments on The Smart Kit
would be helpful. |

Contact Rita Dommermuth, Marketing
Manager

215-592-1800 or 800-355-5000

DVRPC, The Bourse Bldg., 21 South 5th St., Philadelphia, PA 19106
April 1992



The Smart Kit:
A Guide to Bringing TransitChek® to Your Company

Commuting costs are an ever-greater concern for your employees, and they play a significant
role in their job satisfaction. '

When you use TransitChek, you offer your employees a benefit that’s of real value to them,
day in and day out. At the same time, you reduce the tax burden on your employees and on your
company.

But there’s another benefit to the program as well. Every dollar invested in the program
helps strengthen our region’s mass transit systems. That reduces air pollution, conserves energy and
eases overcrowding on our highways. What’s more, investing in mass transit is good for everyone’s
business: a recent study found that investments in mass transit yields a ninefold return to our local
economy.

' This kit will help you determine whether TransitChek is right for your company. The
enclosed materials will help you:

0 Determine who within your company will use the benefit
0 Estimate the costs of the program

0 Estimate the tax savings to employees

0 Estimate the tax savings to the company

0 Customize the program for your company

If you’d like our assistance in designing a plan or determining program costs and benefits,
simply give us a call at 215-592-1800 or 1-800-355-5000. We’ll be happy to work with you by
telephone or set up an appointment to meet with you.

DESIGNING A PROGRAM TO MEET YOUR NEEDS

The step-by-step instructions that follow will help you design a TransitChek program for your
company.
For planning purposes, we recommend that you start with two assumptions:

1. You will offer the program to any employee who uses mass transit.
2. You will offer the maximum benefit of $21 per month.

These two assumptions yield the largest tax savings for your company and employees, and
reduce administrative costs relative to the value of the program. Of course, it also requires the
largest outlay from your company. After completing the estimate, we’ll show you ways you can
tailor your TransitChek benefit to match your employees’ commuting practices and your company’s
budget.



STEP 1: FIND OUT WHAT YOUR EMPLOYEES THINK ABOUT THE PROGRAM
To find out whether TransitChek is a benefit that your employees will use and value, begin
with an employee survey. You can use the survey form enclosed in this kit or design your own.
Tabulate the results below:
No. of interested employees:

No. of employees who commute:

Systems used:

System No. of employees

No. of employees who would consider commuting it the benefit were offered:



SAMPLE EMPLOYEE SURVEY FORM

Adapt this memorandum to survey your employees’ commuting habits.

MEMORANDUM
Date:

From:

To: All Employees
Subject: Commuter Habits

We're interested in getting some information from you on how you get to work. This
information will be used to evaluate potential new programs at (name of company).

Please return this questionnaire to by

Thank you for your cooperation.

EMPLOYEE NAME:

1. Do you take public transportation to work? ______YES __NO
2. If YES, please check which of the following public transportation providers you use:
O AMTRAK 0O CAPITOL TRAILWAYS
O NJ TRANSIT U BIEBER TOURWAYS
O PATCO U PHIL-CAMDEN FERRY
O SEPTA U DART (Delaware)
O OTHER:
3. If NO, would you consider using public transportation if your fare were discounted?
YES NO

ADDITIONAL COMMENTS:




STEP 2: ESTIMATE PROGRAM COSTS

A. Determine who will participate. Using the survey results, estimate how many employees
will participate in the program. Write that number below on line 1:

1. NO. OF PARTICIPATING EMPLOYEES >

B. Determine the cost of the vouchers. The following table shows you the cost per y.ar for
each employee, at the three benefit levels:

TABLE 1. Annual costs per employee

Program Annual Cost
Option per Employee
$7 per month $84

$15 per month $180

$21 per month $252

Choose the annual cost per employee for the benefit level you will be offering and enter it on
line 2:

2. ANNUAL COST PER EMPLOYEE >

C. Determine the base cost of the program. To calculate the base cost of the program,
multiply line 1 and line 2:

X =
no. of participating  annual cost per employee
employees (line 1) (line 2)

3. BASE COST>

D. Estimate the processing fee. The processing fee depends on the size of your order, as the
tollowing chart shows. Larger shipments reduce costs, so for smaller companies it’s usually most
cost-effective to order a year’s supply at once.

To estimate the total processing fee, first calculate how many checks you will need every

year:

x 12 (months) =

no. ot employees
(line 1)

4. NO. OF CHECKS PER YEAR>

Now consult the chart on the next page to determine the processing fee:



TABLE 2. Processing fees

Total No.

of Checks Processing Fee
in Shipment per Check

601 or more .30

101 - 600 45

36 - 100 .60

12 - 35 75

Multiply the appropriate fee by the number of checks per year (line 4) to determine the
processing costs per year:

X =
no. of checks per year processing fee
(line 4) per check (from Table 2)

5. YEARLY PROCESSING COSTS >

E. Determine total program costs for your company. To calculate the total costs, add lines 3

and 5:

+
base cost (line 3) processing costs (line 5)

6. ANNUAL PROGRAM COST >

(Also refer to page 11: "Costs at a Glance")




STEP 3: ESTIMATING PROGRAM BENEFITS

Next, estimate the benefits that will accrue to your employees and your company.

A. Calculate the commuting benefit to the employees. The direct benefit--the cash savings
that employees will realize on their commuting expenses--is simply the number of employees
multiplied by the annual value of the vouchers. It’s the same as the "base cost” on line 3, above.

7. COMMUTING BENEFIT TO EMPLOYEES >

B. Calculate the tax savings to employees. The TransitChek benefit isn’t subject to payroll
taxes. The tax savings depends on each employee’s tax bracket and the level of benefit that is
offered. The greatest tax savings come when the $21 benefit is offered and eligibility is open to all
employees.

For estimating purposes, assume a 28% tax bracket for all participating employees. The tax
savings will be greater than that figure, however, because employees also avoid paying FICA (Social
Security and Medicare) taxes on the benefit. The FICA rate is 7.65% for employees earning up to
$55,500. Therefore, the total tax savings rate for employees in 28% bracket with earnings up to
$55,500 is

28% + 7.65% = 35.65%

To estimate the tax savings to employees, multiply line 7 by 35.65 percent:

x .3565 =

Direct benefit (line 7)

8. TAX SAVINGS TO EMPLOYEES >
C. Calculate the tax savings to the company. For each employee, an employer must pay
7.65 percent on earnings up to $55,500. ‘
Those same dollars provided through the TransitChek program aren’t taxable.
To estimate the tax savings for the company, multiply line 7 by 7.65 percent:

x .0765 =

Direct benefit (line 7)

(The tax savings to the employer may actually be greater than this estimate because the program costs
can be deducted as a business expense, thereby reducing corporate taxes. These savings--which may
be substantial--will depend on factors unique to your company, so they are not included in this
analysis. If you wish, you may obtain an estimate of these savings from your accounting department
or tax advisor and incorporate them on line 9.)

9. TAX SAVINGS TO EMPLOYER >



D. Estimate the total program benefit: To calculate the total program benefit, add lines 7, 8, and 9:

Direct benefit (line 7):
Employee tax savings (line 8):
Employer tax savings (line 9):

10. TOTAL PROGRAM BENEFIT >

The actual savings will vary, depending on how many employees fall into various tax
brackets. The savings will be greater for employees in higher brackets and lower for those lower
brackets.



STEP 4: ESTIMATE THE NET ANNUAL BENEFIT

To éstimafe the net annual benefit for employees and employer, subtract the‘prog'ram costs
(line 6) from the total program benefit: ‘

total program benefit (line 10) program costs (line 6)

11. NET ANNUAL BENEFIT >



STEP 5: SUMMARIZE THE RESULTS

This sfep-by-step approach gives you all the information you need to determine the costs and
benefits for implementing the TransitChek commuter benefit at your company. Complete this
worksheet to summarize the information at a glance:

1. Benefit level per employee: $ /month

2. No. of participants (line 1):

3. Commuting benefit to employees (line 7): $
4. Employee tax savings (line 8) $
5. Employer tax savings (line 9): $
6. Annual program benefit (line 10): $
7. Annual program costs (line 6): $
8. NET PROGRAM BENEFIT (line 11): $



TAILORING TRANSIT CHEK TO MEET YOUR NEEDS

To maximize the tax benefits, many companies simply offer each employee the maximum
monthly TransitChek benefit of $21. If you wish, however, you can restrict the program in either of
two ways:

0 You can offer a smaller benefit

0 You can restrict eligibility

Offering a smaller benefit

With the TransitChek commuter benefit program, you set the level of the benefit. And unlike
other kinds of benefits, you control the cost at all times. You won’t be hit with unexpected increases
in program costs. ‘ ,

To reduce program costs, you can offer a more modest benefit. (Some companies begin with
a smaller benefit and increase it as they gain experience with the program.) TransitChek vouchers are
available in three denominations: $7, $15 and $21. The maximum tax-free amount you can offer is
$21 a month.

Restricting eligibility

Some companies, tor example, ask employees to certify that they use mass transit before
receiving the benefit. (The survey can help you identify who uses mass transit and who doesn’t.)
Others let employees choose between TransitChek and other benefits.

Or you can limit TransitChek to certain employees, based on income levels,
exempt/nonexempt status, job description and so on. Some companies find that TransitChek is an
ideal benefit for clerical and support staff who aren’t eligible for management-level perks such as a
company parking space. In fact, you can tailor the program almost any way you wish, as long as you
don’t discriminate on the basis of race, sex, religion or disability, or favor highly compensated
employees.

To determine program costs and benefits of various options, complete steps 1 through 5,
above, inserting the appropriate figures for the level of benefits and number of employees. (We’ve
provided a second copy of the worksheets for your convenience).

Other options

You can customize the program in other ways as well. You can combine it with other transit
programs, such as SEPTA’s Compass program. Or you can offer it as part of a cafeteria plan. You
can offer higher benefit levels (up to the maximum of $21 per month) to select employees--for
example, as part of an incentive plan or employee-recognition program.

Under IRS rules, you cannot require a copayment by employees for the benefit.

If you’d like to explore other ways to implement the TransitChek, just give us a call. We'll
be glad to work with you.

10



Costs at a Glance

Sample costs for the three TransitChek denominations are figured below for each quarter and for the
year for 50 participating employees:

Employees Order Denomi- Base Quarterly Annual

in Program Size nation Price* Cost Cost

50 150 vouchers | $ 21.00 $21.45 3,217.50 12,870.-
for 3 months

‘50 | 150 for $ 15.00 $ 1545 2,317.50 -9,180.-
3 months :

50 150 for $ 7.00 $ 7.45 1,117.50 4,470.-
3 months -

* The base price is figured as follows:

$.30 per TransitChek when ordering 601 or more.

$.45 per TransitChek when ordering between 101 and 600.
$.60 per TransitChek when ordering between 36 and 100.
$.75 per TransitChek when ordering between 12 and 35.
The minimum number of TransitCheks per shipmentis 12.

Add $10 per order for shipping/handling.
Allow 2 weeks for processing/shipping.

Make your own costs comparisons:

Employees Order Denomi- Base Quarterly Annual
in Program Size nation Price Cost Cost

V_—
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RECORD KEEPING AND THE IRS

IRS regulations covering the TransitChek program are found in paragraph 1.132-65 of the
Internal Revenue Code. Temporary regulations implementing the provision were published in the
Federal Register on December 23, 1985. Final regulations for revised the $21 limit appeared in the
Federal Register on January 16, 1992, Vol. 57, No. 11, Section CFR Part 1.

The tax consequences of the program are straightforward:

0 The benetfit is considered a de minimis fringe benefit under IRS rules--of such small
value as to make accounting for it unreasonable or administratively impracticable.
The de minimis rule puts TransitChek vouchers in the same category as free coffee
and use of the company copier.

0 The subsidy does not appear on the empioyee’s pay stub or W-2 form. The employee

is not required to show the TransitChek subsidy on his or her federal income tax.
The employer deducts the cost of the program as an ordinary business expense.
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