






































































































































































































































History

e 2002: BART Bicycle Access & Parking Plan

e 2009: Caltrans grant to create new plan &
investment tool—scope defined project

e 2012: New BART Bicycle Plan and Investment
Tool
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2002 Goals

 Enhance attractiveness of bicycle as an access mode
* Increase bike access mode share from 2.5% (2002) to 3.0% (2010)

By 2010, 4.1% BART bike access (14,000 daily riders)

2012 Goal
 Double BART bicycle access to 8% of all trips by 2022
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2012 Project Purpose

e Qutline strategies to encourage greater use of
bicycles to access BART

* Create an Investment Tool to help select the most
effective strategies

— —

BART Customer Access 3





Public participation

* Four focused group meeting: 40 participants

e Online survey: 4,374 respondents

* Regional advocacy groups and 4 county BPACs
e Technical Advisory Committee: 21 members

e 200 public comments on draft plan
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Existing Conditions

4.2% of passengers bike to BART
e 41% park bike at station
e 53% bring standard bike on train
e 6% bring folding bike on train

Parking Supply (4,574 system wide)}|
e 2,886 racks 'J
* 996 lockers
e 692 spaces at 5 Bike Stations
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Existing Conditions

Top 3 changes that passengers
report would encourage them
to bike to BART

e Ability to bring bikes on trains at all
times

e Protected pathways & bike lanes
leading to stations

e More secured/covered bike parking
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Strategies

1. Cyclist Circulation

. Plentiful Parking

Beyond BART Boundaries

Bikes on BART

vi A W N

Support Programs
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Changes since Public Review Draft

e Strengthen recommendation to
evaluate/eliminate bikes-on-board restrictions

e Signing bike spaces inside and outside train

e Educate passengers and staff on bike rules and
etiquette

e Emphasize bicycle security
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Next Steps: (1)

Implementation Inventory o

Station-specific Strategies Inventory

EStatiﬂn A1 1.3 2| 22 31| 3.3 5.3
12th St/Oakland Key to codes
1&th St/Mission 1=Tier 1, easiest to implement; upcoming opportunity
ial.}ﬂ_l S/ 0skiand 2= Tier 2, more difficult to implement
EE#ﬂq St Mission 3= Tier 3, extremely difficult to implement
[ N/A=Already implemented
| Ashby .
[ -- = Cannot be implemented
?Eﬂu}ﬂa s ? = More research needed
\Bay Fair
ECastrcu Yalley
fiiE Key to stationspecific strategies
i 1.1 Devel d Il wayfind
[ ; elop and install wayfinding signage
Coliseum/OAK ¥ i e
.C l 1.2 Optimize routes between surrounding network
olma
and fare pates
Concord
5 1.3 Evaluate and install stairwav channels
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Next Steps: (2)
Rolling Implementation G

Annual Update:

* Needs Based: impediments, shortages
e Community Input: customer driven

* Opportunistic: grants, station modernization,
partnerships, TOD

e Benefit: investment tool
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Convert 48 Ad Frames to
24 Digital Screens

BART Board of Directors
Administration Committee
Date: June 14, 2012
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Summary

e Convert 48 current poster ad frames into
24 digital screens

 Generate $1 million/year revenue
 Modernize
 Provide new amenity
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Location — Platform Level

Embarcadero
Montgomery
Powell
Civic Center

Powell
Street
Station

) rizzoli

[SICS

3 screens per
platform wall

{ r p:LL _NE‘_‘-""I JU'T‘:.I p
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Sample of Content

Clip of Sample Content
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Equipment

e Platform level (no effect on concourse-
level Improvements)

e Ultra thin screens
 Digital display only (no audio)
* Network feeding content
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Approvals & Demonstration

 Maintenance & Engineering to review and
approve equipment/work plans

e Demonstration with one screen

— Test technical feasibility, including details of
emergency override

—Conduct customer survey to gauge
acceptance
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Amendment to Agreement

with Titan Outdoor

Contract Year Revenue Minimum
Share Annual

Guarantee

Partial Year 1 (Feb. 2013 — Sept. 2013) 55% $250,000

Year 2 (Oct. 2013 — Sept. 2014) 55% $500,000

Year 3 (Oct. 2014 — Sept. 2015) 57% $750,000

Year 4 (Oct. 2015 — Sept. 2016) 57% $850,000
Year 5 (Oct. 2016 — Sept. 2017) 60% $1,000,000
Year 6 (Oct. 2017 — Sept. 2018) 62.5% $1,000,000
TOTAL $4,350,000

Cost Proposal Valid through June 29, 2012
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US Transit Contracts Comparison tn

Transit Agency

Bay Area Rapid Transit (BART)
(proposed)

Chicago Transit Authority (CTA)

Philadelphia (SEPTA)
New Jersey Transit (NJT)

Atlanta (MARTA)

BART Marketing and Research Department

Revenue Share
%

55% to 62.5%

55%

62.5%

60%

17% to 27%.

Minimum Annual Guarantee

$250K Yr 1 (partial year), S500K Yr 2, S750K Yr
3, S850K Yr 4, S1 Mil Yr 5, and S1 Mil Yr 6; Total
Min. Annual Guarantee $4.350 Mil

Capital recovered, then Minimum Annual
Guarantee is scheduled @ S1M Yr 3, S1.1M Yr
4, and S1.2M Yr 5 (larger program)

None
None

$220K annually in base year, increases $10K
annually thereafter





Digital Advertising

°F
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Other Transit Agencies
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Other Transit Agencies

Vancouver

London
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Questions and Answers

e Convert 48 current poster ad frames into
24 digital screens

 Generate $1 million/year revenue
 Modernize
 Provide new amenity
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