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Abbreviations/Acronyms

AAA
ACS
ADA
APA
ACCS
ArcGIS
APC
ACT
CBD
CTPP
CMAP
CTA
CLC
CID
CTR
CMAQ
cC
COVID-19
CSS
DEIS
DIY
EJ&E RR
EOD
EPA
ETC
ETR
FTA
FTE
GDOT
GIF
GIS
GRH
ID
IDOT
I1JA
IRS
JAPA

American Automobile Association
American Community Survey (Census)
Americans with Disabilities Act

American Planning Association

Arlington County Commuter Services (VA)

geographic information system (GIS) software by Esri

Automatic Passenger Counts

Association for Commuter Transportation
central business district

Census Transportation Planning Package
Chicago Metropolitan Agency for Planning
Chicago Transit Authority

College of Lake County

Community Improvement District
Commuter Trip Reduction

Congestion Mitigation and Air Quality
Constant Contact

Coronavirus Disease 2019

Customer Satisfaction Surveys

Draft Environmental Impact Statement
do-it-yourself

Elgin Joliet & Eastern Railroad (now part of the CN)
Employment Oriented Development
Environmental Protection Agency
Employee Transportation Coordinator
Employee Trip Reduction

Federal Transit Administration

full-time equivalent

Georgia Department of Transportation
Graphics Interchange Format
Geographic Information System
Guaranteed Ride Home

identification

lllinois Department of Transportation
Infrastructure Investment and Jobs Act
Internal Revenue Service

Journal of the American Planning Association
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KRM
LCDOT
LCTA
LTA
MC
MBTA
MD-N
MPO
MTC
Maa$S
MSP
NAIOP
NCS
NLTCP
NTD
PP
PESO
PE
PSTA
PPP
Rev
ROW
RTA
RTAMS
SEPTA
SERTA
SEWRPC
SOV
SPLOST
STP
TOD
TSP
TDM
TMA
T™I
TMO
TNC
TNP
Uwp
UP-N
UP-NW
VIP
WFH
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Kenosha-Racine-Milwaukee Corridor

Lake County Division of Transportation

Lake County Transportation Alliance

Local Technical Assistance program (CMAP)
Mailchimp

Massachusetts Bay Transit Authority

Metra Milwaukee District-North Line

Metropolitan Planning Organization

Metropolitan Transportation Commission (San Francisco)
Mobility as a Service

Mobility Service Provider

National Association of Industrial and Office Properties
Metra North Central Service Line

Northern Lakeshore Trail Connectivity Plan

National Transit Database (FTA)

Patriot Path

paid, earned, shared, and owned (media strategy)
physical education

Pinellas Suncoast Transit Authority

public-private partnership

Reverse (as in reverse peak)

right-of-way

Northeastern IL Regional Transportation Authority
Regional Transportation Authority Mapping and Statistics
Southeastern Pennsylvania Transportation Authority
Southeastern Regional Transit Authority (WI)
Southeastern Wisconsin Regional Planning Commission
Single Occupancy Vehicle

special-purpose local-options sales tax

Surface Transportation Planning program
Transit-Oriented Development

Transit Signal Priority

Transportation Demand Management
Transportation Management Association
Transportation Management Initiative
Transportation Management Organization
Transportation Network Company

Transportation Network Provider

Unified Work Program

Metra Union Pacific-North Line

Metra Union Pacific-Northwest Line

Pace Vanpool Incentive Program

work from home
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1 SOV REDUCTION STUDY BACKGROUND

Lake County is one of five collar counties of Cook County that
make up the metropolitan area of Chicago. Lake County is
north of Chicago along Lake Michigan and forms the northern
boundary of lllinciswi t h Wi sconsin. The Cc . t

patterns include rural communities, highly developed urban oo

centers, and tourist destinati """ 5 trans,|
network is made up of roads, railways, bridges, bike paths, and Kanosha

other components. Transportation providers include the State L
of Illinois, Lake County, 52 municipalities, 15 township road
districts, lllinois Tollway, Metra commuter rail, and Pace
Suburban Bus. Figure 1-1 provides a general map of Lake
County and the surrounding region.

Figure 1-1 Lake County and Region

McHenry

As is the case with most suburban areas of large metropolitan

regions, Lake Countyp s domi nant travel mo

automobile. Since most miles traveled in the County are in a Kone

vehicle transporting a single person, or Single Occupancy DuPage
Vehicles (SOV), the Lake County Division of Transportation

(LCDOT) initiated the MY Commute Lake County study to

investigate potential ways to reduce SOV travel to reduce

congestion and environmental impacts from vehicle emissions. renee! ;

vil
The Census Bureau collects data on the means of travel to I
work, which provides perspective on the level of SOV travel in
Lake County. This was obtained through a sample of the Source: CMAP.

decennial Censuses up to and including the 2000 Census, and

thereafter has been collected as part of the American Community Survey (ACS). The ACS combines
means of travel to work data into 5-year periods to improve the confidence of the sampling. Data can be
summarized by residence geography or employment geography.

Table 1-1 summarizes the Table 1-1 Lake County Drive Alone Work Travel over Time
number of workers who drive

alone as the primary mode of Place of Residence Place of Work

transportation to work between
1990 and 2016, subdivided by
workers who reside in the County

and Workers emp|oyed in the 1990 200,994 74.4% 183,853 75.0%
County (note that there is 2000 242,361 76.3% 254,995 78.2%
substantial overlap due to the 2006-2010 | 260,540 76.7% 277,370 78.8%
large share of workers who both 2012-2016 | 269,150 77.2% 292,865 80.2%
reside and work in Lake County).

1990 vs 2016 +34% +2.8% +59% +5.2%
The table indicates that Lake Source: U.S. Census, ACS summarized
County residents, regardless of in Census Transportation Planning Products.

work location, who drove alone

grew 34 percent between 1990 and 2016. As a proportion of total work travel, the SOV share for County
residents increased 2.8 percent to reach its highest level, 77.2 percent, for the most recent period (2012-
2016). For Lake County workers, regardless of home location, SOV travel grew 59 percent from 1990,
and the SOV share of all modes increased by 5.2 percent to reach 80.2 percent. This data clearly shows
that SOV use for work travel is the dominant transportation mode and has increased over timed both in
absolute terms, as the local economy and population grew and prospered, and proportionally.
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The study involves the following the following major tasks:

1. Documentation of Existing and Future Conditions,

Identification and Evaluation of Potential SOV Reduction Measures,
Identification of Sub-Regions to Study,

Identification of Candidate SOV Reduction Projects,

Evaluation of Candidate SOV Reduction Projects and Recommendations,
Grant Program for SOV Projects,

Evaluation of Current Lake County Pilot Projects, and

© N o g M w N

Final Report.

This report covers Tasks 4 and 5, Identification and Evaluation of Candidate SOV Reduction Projects.
Documentation of research on each of the projects is included, as well as an identification of possible
project sponsors. In some cases, results of communications with prospective sponsors are provided. If
not, a description of the issues to be raised with possible sponsors is indicated. Finally, candidate projects
are evaluated, which will inform project prioritization for implementation and inclusion in Task 8, Final
Report.
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2 INTRODUCTION AND PRIOR STUDY TASKS

An overview of the study process, relevant to the identification of SOV Reduction Projects for Lake
County, is illustrated in the diagram below; further details are provided in the text that follows the diagram.

Study Kickoff

e . Literature/Relevant Emerging Mobilities
EX'Slslg?kg,?Rﬂg&g;and Surveyosljtrsetgléﬁholder Documents Online ngzﬂu%a:riast}ggy and Electric-Assist
Research Mobility White Papers

79 SOV Reduction Measures Identified

Assessment of Measures Applicable to
Lake County and Ability to Reduce SOV
Travel

Research and Documentation of possible
SOV Reduction Measures

Evaluation Results Approved by
Stakeholders

34 Candidate SOV Reduction Projects Advanced

Sub-Regions/Micro Zones for Potential Potential Form/Parameters of SOV Projects Evaluated based on Benefit,
Projects Identified and Analyzed Reduction Projects Developed Cost, Ease of Implementation.

Summary Recommendations

A set of possible SOV Reduction Projects were identified, unconstrained by feasibility, potential
acceptance by others, cost, or perceived level of SOV travel reduction. The intent was to create a long list
of possibilities for the County to consider for advancement and implementation.

Additionally, the project list is not intended as static or final; other opportunities may be identified in the
future from ongoing outreach activities and further discussions with stakeholders. The SOV Reduction
Measures Technical Memorandum (November 2020) is the source of this project list, and the categorical
structure is carried forward in this document. That Technical Memorandum included an evaluation of
measures that used factors based on goals and objectives of the SOV Reduction Program. The
evaluation of projects herein is similar in approach and structure.

The recommendations for candidate SOV Reduction Projects were informed by the following prior study
tasks, which are summarized below. Recommendations were also affected by COVID-19; pandemic
impacts are discussed in Section 2.5.

1 Existing Conditions and Market Analysis (Section 2.1)
1 Surveys/Stakeholder Outreach (Section 2.2)

1 SOV Reduction Measures (Section 2.3)

1 Sub-Regions and Micro Zones (Section 2.4)
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2.1 EXISTING CONDITIONS AND MARKET ANALYSIS

The Existing and Future Conditions Technical Memorandum (August 2020) documented existing and
future conditions related to travel characteristics and transportation resources in Lake County. Elements
of the Technical Memorandum included:

1 Relevant Plans and Studies,

1 Socio-Economic Analysis, included for past, current, and future years,

91 Travel Characteristics, including analysis of agency data, Census work travel data, and
purchased location-based data (i.e., StreetLight), and

1 Transportation Services and Facilities, including all relevant modes.

2.2 STAKEHOLDER OUTREACH/SURVEYS
As a part o PublicEmagpment Plancthedotlowing efforts were conducted to inform the
Study6s recommendati ons,

1 Peer Interviews i Interviews were convened in spring 2020 with nine agencies similar to Lake
County from across the country known to have progressive transportation demand management
programs.

1 Stakeholder Interviews, Round 1 i Sessions with stakeholders in fall 2020 included Lake County
Partners, Pace, Metra, and RTA.

1 Public Survey i Online survey to assess effective ways to reduce SOV travel, gain understanding
of driving habits and barriers to using non-SOV options, and gain insights on COVID-19 impacts.
Notices of the online survey were disseminated through the MY Commute webpage, CMAP, and
an email blast to stakeholders. A total of 1,429 valid responses were received.

91 Stakeholder Interviews, Round 21 Sessions with stakeholders in March and April 2021 included
TMA of Lake-Cook, Lake County Workforce Development Board, Lake County Building and
Development Department, Visit Lake County, and seven communities.

1 Employer and Business Park Surveys i A survey was emailed to Lake County employers and
business parks in spring 2021. Lake County Partners assisted in assembling the distribution list.
The surveys yielded limited responses (4 of 118 employers and 1 of 29 business parks).

1 Advisory Group i Twelve stakeholder agencies participated in four meetings to review study
products and provide their insights on the Study. Meetings were held on June 23, 2020,
November 19, 2020, June 29, 2021, and October 24, 2022. The fourth meeting provided an
opportunity for Advisory Group members to comment on the candidate SOV Reduction projects
generally, and this report specifically.

2.3 SOV REDUCTION MEASURES

The SOV Reduction Measures Technical Memorandum identified and evaluated potential SOV reduction
measures for possible application in Lake County. The report was informed by the peer interviews. In
addition, the following research tasks were performed:

1 Literature/relevant documents online research,

1 Local case study documentation,

1 White paper on emerging mobilities and technologies, and
1 White paper on electric-assist mobility, or e-bikes.

Nine categories were used to organize the 79 identified SOV reduction measures. Each measure was
defined, and highlights of local examples were included. A series of goals, objectives, and evaluation
factors were developed for use in evaluating the measures. Based on the evaluation, measures were
rated according to three levels of performance: most favorable, somewhat favorable, and least favorable.
These ratings were intended as a broad-brush assessment of applicability to Lake County and ability to
reduce SOV travel.
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2.4 SuUB-REGIONS AND MICRO ZONES

To provide a more geographic focus on some of the candidate SOV Reduction Projects, Sub-Regions
within the County were defined. The intent was that each Sub-Region would have differences in
transportation demand and resources to test reduction measures under a broader set of conditions. Table
2-1 shows the size of Sub-Regions in square miles. Figure 2-1 maps the six Sub-Regions.

Table 2-1 Sub-Regions

Sub-Region SgMi
A Round Lake/NCS North 64
B Greater Waukegan 14
C North Shore 20
D 1-94/Skokie Highway 26
E Central Corridor/NCS South 46
F Lake Zurich 14

Figure 2-1 Lake County Study Sub-Regions

’ Greater
J Waukegan

¢
-

Round Lake
/ NCS (N)

1-94 /
Skokie

45

Central
Corridor
/ NCS (S)
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To help identify specific improvements for consideration as SOV Reduction Projects, a second set of
geographies were defined using StreetLight! trip densities, CoStar commercial property data?, and
Chicago Metropolitan Agency for Planning (CMAP) socio-economic data. These 31 Micro Zones
represent areas in the County that attract trips, and most are employment areas. Table 2-2 provides a list
of the Micro Zones, including the corresponding Sub-Region and the size of the area in acres.

Table 2-2 Lake County Study Micro Zones

Micro  Sub-

Zone Region Micro Zone Name Acres
1 A NCS N - Antioch 537
2 A NCS N - Round Lake Beach 669
3 A NCS N - College of Lake County 302
4 B Waukegan - Downtown 320
5 B Waukegan - Lake Behavioral Hospital 79
6 B Waukegan - Abbott Labs/North Chicago 370
7 C North Shore - Lake Forest College 81
8 C North Shore - Lake Forest Downtown 143
9 C North Shore - Highland Park Downtown 576
10 C North Shore - Ravinia Park 117
11 D 1-94 - Fountain Square 229
12 D 1-94 - Industrial North 1,000
13 D 1-94 - Abbott Labs 618
14 D 1-94 - Lambs Farm 66
15 D 1-94 - Industrial Central 313
16 D 1-94 -Townline Junction 771
17 D 1-94 - Half Day Rd 410
18 E NCS S - Libertyville Industrial 527
19 E NCS S - Libertyville Downtown 228
20 E NCS S - Libertyville Downtown Medical 93
21 E NCS S - Mundelein 266
22 E NCS S - Industrial Townline Road 447
23 E NCS S - Hawthorn Retail 478
24 E NCS-S - Continental Executive Park 400
25 E NCS S - Industrial Half Day 502
26 E NCS S - Central Corridor Lincolnshire 654
27 E NCS S - Central Corridor Buffalo Grove 746
28 E NCS S - Buffalo Grove Retalil 182
29 F Lake Zurich - Kemper Lakes 107
30 F Lake Zurich - Industrial Center 767
31 F Lake Zurich - Rand Road 554

! StreetLight is a travel data source collected from smart phones and navigation devices.
2 CoStar is a comprehensive platform of commercial real estate information and analytics across multiple development sectors.
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2.5 COVID-19

COVID-19 has presented a number of challenges in formulating SOV reduction recommendations. The
coronavirus pandemic impacts began in March 2020 when stay-at-home mandates were first
implemented. The study acknowledged the effects of the pandemic, especially on commuting, transit use,
and work-from-home arrangements, and, to the extent possible, factored these impacts into the
recommendations. The use of transit service assumed ridership levels reported in 2019 as baseline
conditions. Given the many uncertainties on pandemic-lasting outcomes, the study suggested that
alternatives to traditional transit service be considered, such as rideshare and public demand response
services. Permanent changes in commuting patterns were identified as a possibility and, as an example,
encouraging employers to continue work-from-home arrangements were recommended. The challenges
of hybrid arrangements (that is, both work from home and from workplace) were also identified, especially
on the impacts to traditional transit use. As SOV reduction projects are considered for implementation, the
ongoing and lasting impacts of COVID-19 should be reviewed.

It should also be noted that the study Sub-Regions and Micro Zones were defined prior to the COVID-19
pandemic. To the extent feasible, the study took changes in transportation (e.g., suspended transit
services) and demand for transportation into account in recommending SOV Reduction projects.
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3 CANDIDATE SOV REDUCTION PROJECTS

As noted above, the SOV Reduction Measures Technical Memorandum developed categories of project
types, which are listed and described below. The candidate SOV Reduction project numbers under each
category are also shown. (Note that no candidate projects were identified for two of the categories, F 1
Technology and H'1 Roadway.)

A. Commute Options Programming comprises strategies that are commonly used by local/regional
Transportation Demand Management (TDM) providers and/or employer organizations to support
and encourage the use of non-SOV travel modes by commuters. Local/regional rideshare
programs can conduct outreach to employers, which are common strategies to engage
employers and provide tools and resources. (Sections 3.1 - 3.9)

B. Rideshare is a broad term that can have many different meanings. In this context, ridesharing
refers to all of the ways individuals might share a vehicle for commuting or other trips with the
same destination. Typically, rideshare modes include carpool, vanpool, and some forms of transit.
(Sections 3.10 - 3.13)

C. Public Transit comprises passenger transportation services which are available for use by the
public, as opposed to modes for private use, such as automobiles or vehicles for hire. Public
transit services are usually funded by fares charged to passengers, with varying levels of subsidy
from local or regional tax revenue. Transit modes can include subways, light rail, commuter rail,
buses, vanpool services, and para-transit services for senior citizens and people with disabilities.
In terms of passenger capacity and throughput, systems can progress from small to large buses,
then from buses to Bus Rapid Transit (BRT) and from there to rail systems. (Sections 3.14 -
3.18)

D. Pedestrian, Bicycle, Scooter are non-motorized forms of transportation, which can be important
SOV alternatives, either as a primary home-to-destination mode, or as a first mile-last mile mode
with other SOV alternatives (e.g., transit). (Sections 3.19 - 3.25)

E. Non-Commuter Strategies cover transportation needs of travelers not making trips for the
purpose of work. These trip-makers also need to be able to make informed decisions about how
they travel to places like school, shopping centers, or special events. Raising awareness of non-
SOV modes and actions can increase their adoption. (Sections 3.26 - 3.28)

F. Technology related to transportation is rapidly changing and can affect SOV travel now and in the
future. Existing and emerging technologies can have a role in supporting SOV reduction
strategies. (No standalone Technology projects were identified, although technology innovation
represents elements of recommended projects; for example, Rideshare, Transit Service, or
Parking.)

G. Parking access and price can impact the travel choices of individuals. Parking strategies can be
implemented by Lake County, municipalities, transit agencies, property owners, or even tenants.
(Sections 3.29 - 3.31)

H. Roadway travel demand management strategies can be considered as an alternative to building
new roadway capacity. Examples include high occupancy vehicle (HOV) lanes, congestion
pricing, or traffic calming strategies. (No projects were identified for this category, although traffic
calming is embedded in several recommended projects, including Pedestrian and Land Use.)

I. Land Use and Policy can address issues related to community design, affecting patterns of
origins and destinations as well as commutersétravel choices. The density of residences or jobs,
access to a variety of travel options and other public services, and connectivity are just a few
ways that land use planning and development can impact how a person chooses to travel. These
strategies will have longer-term impacts. (Sections 3.32 - 3.34)

The following section provides descriptions of the 34 candidate projects, which are organized by
category. The intent was to provide enough information to gauge cost, determine potential for reducing
SOV travel, as well to identify organizations that could lead or support projects to enable decisions on
implementation. This qualitative information was used in evaluating comparative project benefits, costs,
and ease of implementation.
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It is important to note that the SOV Reduction Projects described in this report include initial concepts as
to how initiatives could be operationalized. While suggestions on agencies to lead each project have been
proposed, no firm decisions have been made. Moreover, while various units of government and other
entities are identified, the intent of this planning study is not to suggest that any of the organizations are
obligated to participate. Lake County and LCDOT also recognize that the implementation of MY Commute
projects will not usurp the policies and preferences of others. Rather, the intent is to highlight potential
arrangements that can be considered based on the study6 suggestions.

In addition, it should also be realized that the study is not committing Lake County or LCDOT to
implementation of the study6 secommendations. The study is meant to provide recommendations to
County policy-makers, so that decisions moving forward can be made by weighing the benefits and the
resources required.
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3.1 CouNTtYy CoOMMUTE OPTIONS OFFICE

Creating a unit to assemble and disseminate information on the availability of alternatives to SOV travel
could be an effective way to reduce solo driving. This could take on several different forms and resource
requirements would be scalable, depending on where the Commute Option Office is located. Such an
Office could be housed within Lake County Government, or by another agency such as Lake County
Partners, the TMA of Lake-Cook, Lake County Transportation Alliance, or others. While suggestions on
agencies that could lead the project have been included, no firm decisions have been made and is not
intended to suggest that any of the organizations are obligated to participate. The following provides
ideas on what others have done, which may be useful in making an informed decision on how best to
proceed.

Background

Commute Options Programs are comprised of strategies, tools, and resources used by local/regional
Transportation Demand Management (TDM) providers to support and encourage the use of non-SOV
travel modes among commuters and other travelers. The origin of these programs was from the 1980s
when the US Environmental Protection Agency (EPA) adopted the concept of using local measures to
promote trip reduction. Later, the Clean Air Act endorsed the idea of trip reduction to increase non-
automobile travel; employers meeting certain criteria were held to mandatory trip-reduction programs for
commuting employees. Those mandates were lifted in the mid-1990s, making it voluntary at the federal
level. Some states and local governments have trip-reduction ordinances in place today. Other program
names commonly used to describe Commute Options Programming include Commuter Trip Reduction
(CTR), Employee Trip Reduction (ETR), or Worksite-based programs. The Chicago area does not have
regulations that require employers to have trip-reduction programs.

Responsibilities of a Commute Options Program can vary from primarily online resources with minimal
staffing to very robust hands-on employer outreach services that provide tools and consulting services to
directly influence worksite implementation of SOV reduction measures. Commute Options Programs tend
to focus on employers because they provide direct access to commuters (i.e., their workforce). A
dedicated resource for businesses and commuters can streamline the education, promotion, and
technical assistance for employers and employees to implement and use commute options.

The Commute Options Office staff would be the point of contact for managing program activities in the
County, manage a repository of relevant information, and assist both commuters and employers, as well
as other travelers. Creating a Commute Options Office could be a precursor to a county-wide
transportation management association (TMA), serving to promote use of non-SOV commuting modes,
advocating for investment in commute alternatives, and supporting employers. It should also be noted
that Pace has a robust program of resources for employer commute options, which are documented at
https://www.pacebus.com/employers.

The use of the term commute in the project Commute Options Office, and more broadly in the project
name My Commute Lake County, harks back to trip reduction efforts often focused only on commute
trips. However, creation of this proposed office and the project itself is not limited to employee work
commute travel. As revealed in many of the other proposed SOV reduction projects, non-work travel is
also a target area to reduce trips made by SOVs.

Examples of Commute Options Programs

An early task of the Lake County SOV Reduction Study was to interview peer organizations, including
counties from across the country that have commute options programs in place and have comparable
socio-economic/commuting profiles as Lake County. The project team conducted nine interviews in April
and May 2020. It was thought that three of the counties interviewed could inform Lake County on how to
structure a Commute Options Office. Highlights from those interviews are summarized below.
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Arlington County, VA

Created in 1989, the Arlington County Commuter Services (ACCS) serves Northern Virginia and is within
the Washington D.C. metro area. The program (see Link) is part of the County Environmental Services
Department and works to encourage the use of all travel modes to reduce drive-alone travel.

Their approach to SOV reduction is broad and includes a separate employer outreach program called
Arlington Transportation Partners, a research and communications division managed by a consultant.
The ACCS program is mostly funded by Congestion Mitigation and Air Quality (CMAQ) grants. ACCS
activities are informed by a TDM Plan that was developed for Fiscal Years 2018-2023. ACCS is part of
Commuter Connections, a regional network of transportation organizations coordinated by the
Metropolitan Washington Council of Governments. ACCS also works closely with chambers of commerce,
the economic development wing of the County, and the other TDM providers throughout the region. In
addition to employer outreach, they have initiatives on bicycling and walking to help limit SOV travel.

Cobb County, GA

Cobb County is a suburban area of Atlanta. The Department of Transportation develops, manages, and

operates roads, sidewalks, trails, and bus service. Their approach to SOV reduction focuses on

adherence to their Complete Streets policy, while also focusing investments and programs in coordination

with land use to support all travel modes and encourage SOV reduction. This guidance is detailed in their

Comprehensive Transportation Plan that is the planning document used for their SOV reduction

strategies. Capital investments are funded through special-purpose local-options sales tax (SPLOST)

funds; short-term TDM efforts are funded in part through CMAQ and SPLOST planning dollars. The

Countyds efforts are coordinated with the two Communi t)
the County. They also coordinate with the chamber of commerce, Cobb Travel and Tourism, and

employers. Their primary SOV reduction measures are transit, trails and TDM.

Montgomery County, PA

Montgomery County is a suburban area northwest of Philadelphia. The County Planning Commission
approach to SOV reduction is through adherence to their Complete Streets policy and supporting two
TMAs working to deploy TDM strategies across the County. The County Plan Montco 2040: A Shared
Vision guides their SOV reduction strategies along with a bicycle and pedestrian plan. Funding for SOV
reduction comes from many sources, including the State DOT, economic development grants, and the
Department of Natural Resources. Grants are also available for transportation projects from vehicle
registration fees. The County partners with the State DOT, Southeastern Pennsylvania Transportation
Authority (SEPTA), the TMAs, and townships. The SOV reduction strategies implemented include transit,
trails, and TDM services.

Key Highlights and Lessons Learned

There were several consistent themes noted by all interviewees? that may help Lake County in deciding
to create a Commute Options Office, including:

1 COVID-197 Especially relevant were comments regarding telework. Many organizations noted
that they were not fully prepared to help companies implement work-from-home programs in
response to the pandemic. Agencies quickly built out more resources to assist companies,
including adding telework materials to online resource libraries. Also, as other commute
strategies were suspended, focus was directed at promoting telework, and agencies noted that
this would continue to be promoted after stay-at-home orders are lifted. Agencies also noted that
they were planning to conduct surveys to better understand commuter perceptions of returning to
work, how they will choose to travel, and their interest in continuing to telework.

3 In addition to the three agencies highlighted, other agencies interviewed included: Baltimore County, MD; Denver Regional Council
of Governments, CO; George Washington Regional Commission, VA; Hampton Roads Transportation Planning Organization, VA,
Metropolitan Council, MN; and Pierce Transit, WA.
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1 Transiti Transit services and enhancements were cited as among the most common SOV
reduction measures. Coordination and partnering with transit operators were noted. Also,
promoting public education and outreach efforts on how transit can benefit the public was a
consistent theme. Many agencies encourage various forms of shared-ride transit (e.g., subsidized
TNCs or dial-a-ride services) to serve lower density areas. Motivating commuters to use bicycles
to bridge the first mile-last mile gaps was also mentioned.

1 Bicycle and Pedestrian i Many of the agencies interviewed stated that bicycle/pedestrian facilities
were important SOV reduction measures within their communities. They noted that a common
use of these facilities was for recreation, although all the agencies viewed bicycle/pedestrian trails
as an important part of a well-connected transportation system. Some agencies prioritize active
transportation investments for first mile-last mile transit needs, and others were planning for trails
to be used as a viable way for residents to commute to work. Many organizations noted an
increase in bicycle use associated with COVID-19.

1 Employer Outreach i Interviewees cited employer outreach as an important SOV reduction
strategy in their respective areas. Some noted that TDM initiatives focus on employer-based
programming due to the requirements of CMAQ grants. In addition to coordination with TMAs,
agencies also leverage their relationships with local chambers of commerce and other
business/community groups. Keeping good contacts at employer worksites was cited as a
challenge. TDM organizations position themselves as transportation educators about local,
regional, and national trends in commuter travel to build credibility within the business
communities they serve. One agency described a short-term outreach project targeting
employers within the vicinity of a new major sports venue. Employer services included providing
details about stadium construction, potential congestion impacts, and a Try Transit promotion with
free bus passes.

1 Vanpool i Three of the interviewed agencies discussed vanpool programs. They cited success
with establishing partnerships with employers, conducting community outreach, promotion
through social media, and providing commuters with opportunities for feedback, such as surveys.
Two of the programs have existed for over twenty years; dedicated staff monitor the vanpool
programs and ensure smooth operation.

1 Guaranteed Ride Home (GRH) i This is a common offering for TDM programs. Programs
typically cap the number of free rides; one agency limits use to four times a year for commuters
who use a non-SOV mode at least twice a week, another caps GRH use at six rides annually.
Agencies cited use of taxi, transportation network company (TNC), or transit for GRH travel.
Agencies noted that there have been minor abuses of the program reported over the years, and
some new rules and guidelines have been implemented. Additional detail on GRH is found in
Section 3.8 of the report.

1 Commuter Engagement i Two interviewers referred to commuter outreach and
ridematching/rewards components of their programs as strong SOV reduction strategies. One
agency noted use of Agile Mile as a commuter platform and are looking into its use for corporate
challenges.

The interviews also asked organizations about lessons they have learned on programs to reduce SOV
use. The following is a summary of Lake€ouetyDOT. i ncl udi ng |

1 Coordination:

0 Reach out to local metropolitan planning organization (MPQ) and state DOT.

o0 Share information with other TDM and transit-focused professionals in your metro area.

o Coordinate closely with local economic development groups to target businesses for
TDM programs.

o Join and participate in the Association for Commuter Transportation (ACT).

o Pursue partnerships with the business community and employers on developing travel
solutions.

o Establish relationships with stakeholders who can act as advocates, provide funding, and
play a role of being part of the solution.
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1 FEunding:
0 MPOs and state DOTSs often have grant programs for SOV reduction projects.

o CMAQ funding has limitations, so explore grant funding opportunities to pilot innovation
projects.
o Identify potential partners when applying for grants; grants submitted with multiple partner
agencies or supporters often have a higher chance of being approved.
o Build partnerships and collaborate on funding opportunities with other units of local
government, including transit agencies.
1 Land Use:

o Acknowledge the land use linkage between bicycle/pedestrian and transit improvements.
o Work with land use planners to create a better commuter experience between transit
stops and worksites.
o Consider leasing parking lots from local businesses for transportation purposes.
0 Use positive reinforcement when providing comments on local community
comprehensive plans.
1 Implementation:
o0 One agency suggests selecting one to three strategies to implement and sticking to it.
o0 Educate leaders and decision-makers that results will not happen overnight.
o Advertisements and public education/outreach are crucial to the success of their
programs.
0 Leverage the resources of partner agencies to assist with advertising and promotions.
o Create committees based on different interests around the County to gather local
knowledge and work to address community needs.
T Measurement:
0 Rethink long-term goals for post-COVID-19.
o Use surveys as an evaluation tool to help make informed decisions.
0 Maintain a database of commuters, such as name, employer, and origin/destination.
1 Technology:
o Use an online trip planner and ridematching software.
o Create a mobile-friendly website.
o Consider a one-stop mobile application that is combined with transportation resources of
surrounding agencies and communities.
o Recommend use of Agile Milebs TDM software for state and | oca

Recommendations and Next Steps

As stated above, responsibilities of a Lake County Commute Options Office can range from posting
relevant material on the MY Commute webpage to a staffed office providing travel assistance and
promotion to employers and others. An evolutionary approach can also be adopted. Whichever approach
is used, the other SOV Reduction Projects that follow would be resources supported by the Commute
Options Office. A TMA (or TMASs) that the Commute Options Office could collaborate with would be
beneficial in encouraging use of non-SOV travel forms. The Office should not be the TMA, which would
be most effective by being made-up of private sector members (i.e., a non-profit business association).
However, the Office could help facilitate the creation of a County-wide TMA should a feasibility study
recommend it. Note that imposing regulations that would require employers to implement trip-reduction
programs is not preferred; it is hoped that an approach using fcarrotsbasopposed sbowiist i akhieve
desired outcomes.

Based on this background, the following steps are suggested:

T Itds esti mat ed 4hdnestConumute @ptians1Qfficeawoudddikely require up to one
month of staff time to collect and post relevant documents and one-quarter of a staff position to
mai ntain. Creating an email l'ist of interested agen
existence and updates would also be needed. The main work tasks for this iteration would include
updating the Clearinghouse (Section 3.2), creating/distributing a newsletter (Section 3.4), and
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being reactive and responsive to the needs of employers, commuters, and other organizations.
Use of consultant services could be an option in place of, or as a supplement to, County staff.

1 A more robust Commute Options Office could involve a full-time Coordinator conducting proactive
employer and commuter outreach. This Coordinator would focus on building relationships with
major employers and business parks and conducting worksite assessments to identify needs for
transportation solutions. Using local governments and business groups (e.g., chambers of
commerce) could be an effective way of gaining the cooperation of employers. The efforts could
be focused on new mobility options, future transportations projects, or project Sub-Areas
identified in the SOV Reduction Study. The Commute Options Coordinator could also use
employment data sets from the Census, CMAP, and other sources to create priority target areas
for program development. The Office would also coordinate with other organizations in the
County, such as Lake County Partners, TMA of Lake-Cook, and the Lake County Workforce
Development Board. Opportunities to work with individual business parks should also be
considered to develop consolidated commute plans for tenants of a park. Additionally, a full-time
MY Commute Coordinator could collaborate with Pace staff on regional events and marketing
campaigns. A major benefit to partnering with Pace would be having access to Pace RideShare
software, along with staff expertise in using the tool to assist with commuter outreach, vanpool
formations, and supporting marketing campaigns. Exploring ways to fund Pace support should be
undertaken; this could be on an hourly basis up to a maximum dollar amount per year. Use of
consultant services could also be an option in lieu of, or as a supplement to, County staff.

1 Itis recommended that an oversight committee be formed to help guide Commute Office
decisions, as well as to spread the word of the resources available. The committee could also vet
other SOV reduction projects. Committee members could be drawn from the SOV Reduction
Study Advisory Group.

1 An early activity should be to explore the need and feasibility of setting up a County-wide TMA,
possibly by expanding the TMA of Lake-Cook (see Section 3.7).
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3.2 CoMMUTE OPTIONS INFORMATION CLEARINGHOUSE

A digital clearinghouse can store information and resources to assist organizations and travelers by
providing access to resources that support the use of non-SOV travel. The following recommends a
structure, acknowledges existing resources, and provides suggestions on developing content and
keeping the Clearinghouse current.

Development

The Clearinghouse should be housed digitally. It could be hosted through the Commute Options Office on
the MY Commute Lake County Website or by a County-wide Transportation Management Association
(TMA). Potential considerations for the Clearinghouse structure include the following:

1 Naming i If Clearinghouse is not preferred, Resource Library, Resource Center, Transportation
Hub Commute Collections, or Travel Concierge are alternative names that could be used.

1 Ownership i The Clearinghouse should be housed on an external website, accessible by the
public with an easy-to-remember URL.

9 Access i Likely all resources will be available for free download, but some documents may be
accessed through a form lock, requiring the end user to provide information like name,
organization, and email before gaining access to the document.

1 Analytics i Be sure the digital platform hosting the Clearinghouse documents includes an
analytics dashboard to see pageviews, time spent on page, links clicked, and other user
information. This information can help the manager of the Clearinghouse evaluate the use of
tools, identify broken links, and inform future content to create.

Structure

The Clearinghouse will likely Commuteor Home ~Shutties Rewards  Resources v STAR login
have two distinct audiences:
organizations and travelers. The
organization might initiall
re;g)resent emplgyers, butycould Employer se
be expanded to property
managers, residential
complexes, stakeholders, and polcies
Community Organizationsl The Commute org's Empioyer Programs 1eam helps empiayers and propert News & Feents
traveler audience may initially = R

focus on commuters traveling to
work but could also expand to 10qEtnEr Lo 0iscuss Commuter trar
support all travelers like

students, those attending GEORGIACOMMUTEOPTIONS
special events, and other non-
work travelers. The images to ABOUT US COMMUTERS EMPLOYERS  SCHOOLS

the right show ways to organize
the Clearinghouse resources by
audience.

The following provides
suggested Clearinghouse
content, which is primarily TDM-
related information. It is
expected that the range of
materials would be broadened
to include other topics, including
land use planning, parking, and
others.
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A. Commute Options Programming

Recommended Content for Organizations

Resource

TDM
Checklist

Worksite
Assess-
ment

Baseline
Survey
Template

Incentives

Pre-Tax
Commuter
Benefits

Parking
Guide

Start a
Rideshare
Program

Tips on
Providing
Bicycle
Parking

Start a

Vanpool
Program

Description

A program checklist that an
employer can use to guide
their program development.

A tool to help employers
understand policies and
infrastructure in place that
could impact a commuter
benefits program and how
that program is promoted
internally to employees.

A resource for employers to
use to gauge employee

interest and motivations for
changing how they travel to

work.

A document with ideas of
how to incorporate
incentives into a commuter
benefits program,
encouraging the use of
non-SOV travel modes.

A guide for employers to
create a program allowing
employees to set aside pre-
tax dollars to cover
transportation costs.

An overview of parking
strategies to support
commuter benefits
programs like preferential
parking, parking lottery, and
parking cash-out.

A how-to guide to start a
rideshare program including
education activities, events
to host, marketing of
rideshare database, and
supporting programs.

Brochure for businesses on
the value bicycle parking
facilities, including tips and

resources.

A pitch to employers on
their role in starting
vanpools and coordinating
with Pace Vanpool.

Existing Resources

The Employer Checklist
on Pace RideShare site
includes details on
creating a commute-
friendly workplace.

AECOM created a draft
for the SOV Reduction
Program in Lake County
(3.6), augmented by Pace
(website).

N/A

N/A

Regional Transportation
Authority (RTA)
MyTransitBenefit.com
Account Setup Guide for
Administrators (pdf).

N/A

Pace Commuter Toolkit T
Employer Edition 2016

(pd).

Draft Commercial Bicycle
Parking Guide prepared
for the Lake County SOV
Reduction Study (3.22).

Pace Vanpool for
Employers webpage
(website).
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Recommendations

Revise to focus on the steps to
implement a program:
research, design, implement,
and measure.

Test the assessment form and
refine as needed to adapt for
the local context.

Develop baseline survey.

Should be created focused on
monetary and non-monetary
incentives employers can use.

The RTA Customer Support
Team is a resource for more
information (888) 782-1008,
help@mytransitbenefit.com

Develop a one-sheet
document highlighting the
parking strategies available to
employers and how to get
started.

An abridged version of this
document should be made
for the MY Commute Lake
County program to be
shorter and focused on
implementation steps.

Finalize and post.

Rearrange content to
make sell for employer
involvement at the top of
the page and describe the
role of Pace, the employer,
and interested employees.
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Existing Resources

£ —MY COMMUTE
= AKE COUNTY

Recommendations

Resource  Description
Telecom- A description of N/A
muting telecommuting programs
Guide and how they can be used
in hybrid work models as
well as the steps to
implement.
Telecom- A sample policy and N/A
muting agreement that can be
Policy & customized for an
Agreemen employer.
t Sample
Tips for A collection of resources N/A
Telecom- online and tips for
muting employers to be successful

in telecommuting.
N/A: Not Applicable

Recommended Content for Travelers

Resource

Description

Develop a new resource.

There are many sample
policies available online that
can be attributed to the source
organization.

Develop new resource.

Pre-Tax
Benefits Sign-
Up

Trip Planning
Tool

Start a Carpool

Start a Vanpool

Biking Tips

Bike to Metra
Guides

A document describing the benefits
of using pre-tax dollars to pay for
commuting costs and a (link) to the
RTA Transit Benefit Fare program
and /or other agency sites.

A one-page sales sheet highlighting

how to sign-up for ridematching tool.

A flyer with a checklist and tips to
help someone get started.

A vanpool flyer will help individual
commuters start a new vanpool.

An overview of laws related to
cycling in Lake County, resources,
maps, & tips to stay safe.

Brochures of recommended routes
to access Metra stations in Lake
County.
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Existing Recommendation

Resources

N/A Develop new
resource.

Within the Pace
Commuter Toolkit,
there is a Pace
RideShare
Registration Guide
(see pdf, pages 9-
25) for using the
ridematching tool

Develop new resource
guide tailored to MY
Commute Lake
County.

(link).

Join a Pace The poster could be

RideShare Group revised with a

poster (pdf). checklist to get started
and tips to make the
carpool successful.

The existing Develop new resource

that links back to Pace
Vanpool.

webpage for Pace
Vanpool is directed
at commuters (link).

Lake County
Bikeways website

Develop new resource
that links to existing
websites.

Ride lllinois has
created guides
covering 18

Post existing
brochures and seek
funding to create
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Resource Description Existing Recommendation
Resources
stations (link) guides for remaining
(3.28). stations.
Bike Classes Safety and learn to ride classes can  Ride lllinois offers a Post Ride lllinois link
promote cycling. full curriculum of of educational
classes (3.21). offerings. Develop
other programs.
Ten Tips to A list of telecommuting tips to help N/A Develop new
Telecom-mute employees remain productive, resource.
engaged, & safe.
Commute A calculator to help travelers realize  Pace RideShare Link to the existing
Calculator the real cost of commuting and calculator resource.
potential savings for non-SOV travel
modes.

N/A: Not Applicable

Next Steps and Schedule

Once it has been decided whether a Commute Options Office or a County-wide TMA will be created, the
manager of the Clearinghouse should follow through on the Clearinghouse recommendations listed
above. Input and review by Pace, RTA, and other agencies is anticipated. The Clearinghouse webpage
should be implemented in coordination with the Lake County Communications and IT Departments. After
the Clearinghouse comes online, the analytics and functionality of the site should be checked regularly.
Additionally, ongoing communication with regional partners should be made to ensure the currency of the
webpage information; additional resources should be created and added as needed. Finally, a database
of potential site users should be created and maintained. This should include all interested local agencies
and groups, including, for example, municipalities, chambers of commerce groups, economic/workforce
development agencies, and educational institutions.
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3.3 COUNTY-WIDE MARKETING CAMPAIGNS

A marketing campaign is one way to share information about travel options and encourage travel by
means other than SOV. These campaigns will aim to build awareness of travel options, encourage the
use of other travel options, direct interested individuals to additional resources to make informed
decisions, or a combination of them all. This document guides the formation of the marketing campaign
and potential campaigns for Lake County SOV reduction efforts.

Overall Campaign Statement

Develop an overall statement in simple words. Create a mission statement for the campaign. The
statement should answer what you want to accomplish, the main mission, or the main message you are
trying to convey to travelers. Define the purpose of your campaign through the overall statement.

Examples:

I Using non-SOV travel options is smarter, cheaper, and better for the environment
1 Pool to School or Work i highlighting carpool and vanpool ridematching services in Lake County
1 Incorporating walking and biking in our travel makes our County healthier

Target Audiences
This should define the target audiences for the campaign. Some possible audiences include:

Commuters
Employer partners
Prospective partners
Stakeholders
General public
Schools/students

i Parents

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

If the target audience is new or unknown, it will be important to gather additional information to inform the
tone and imagery of the campaign. Consider gathering demographics and/or psychographics to further
understand the potential audience. Census, location-based travel data (e.g., StreetLight, Replica),
American Community Survey (ACS), and Esri Tapestry can be good sources for this information. Surveys
of target groups can also provide insights on decision-drivers, preferences, and opinions on relevant
subjects. These can build off surveys taken by others, for example, CMAP or transit agencies.

Goals

Goals are general or specific statements of what the campaign should achieve. SMART _ Specific
Consider all the identified audiences to be sure you have goals for each Goals

audience. You will likely have several goals for one campaign but could only be Measurable
targeting one audience. Your promotional goals can be specific (like a SMART Achievable

goal) or more subjective (e.g., build brand awareness). Measurable goals will
result in better data to evaluate the effectiveness of the campaign.

Realistic

Examples: Timely

1 Increase brand awareness

1 Increase Clearinghouse website hits by 10 percent for three consecutive months

1 Communicate ridematching services to employers across the County

1 Attract three new organizations to work with County Commute Options Office/TMA
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Objectives

:—MY COMMUTE
o= LAKE COUNTY

Objectives describe how the campaign will be launched. These are also called strategies or tactics. This
is a description of exactly how the promotion will be executed. As the campaign is implemented, the
project team may need to evaluate and adjust some of the objectives. The objectives should tie

specifically back to the goals. If the goal is to increase brand awareness, some potential objectives could

be:

Distributeapr ess rel ease

=A =4 -4 =4

promoting

AnCar
Cultivate social proof endorsers and testimonials for use on social media

Create a how-to video that explains SOV reduction options in Lake County
Launch a paid Facebook promotion targeting women ages 25-44

Free

Dayo

Some objectives may be general, and others specific, but be sure to tie objectives back to your goals so

that you are reaching your target audience(s).

Advertising Channels & Collateral

This section includes the media plan, or where the campaign will be seen as well as any collateral
materials needed to support the marketing campaign like flyers, brochures, videos, etc. The design of the

media plan may be best organized by channel and identifying the related media strategy. The PESO
model, outlined below, is one approach to organizing the media plan:

1 Paid Media. Paid media includes boosted social content, paid digital/print advertisements, out-of-
home advertisements like bus shelters and billboards, and radio spots, among others.

1 Earned Media. Traditionally, earned media related to publishing press releases and working to

engage newscasters and other journalists to highlight programs and promotions. Earned media

has evolved to incl

ude

soci

al

nfluencers

or

1 Shared Media. Shared media is almost a subset of owned media because it is how Lake County
will share its owned content. This is commonly referring to as social media, but can also include
digital word-of-mouth like online reviews, comments on social posts, and how others share Lake

County content.

1 Owned Media. Owned media is the content that Lake County owns like the website and
Clearinghouse, but also the content created.

The media strategies all work together and often overlap in the execution phase. The form below can be
used as a checklist in building a media plan for an upcoming marketing campaign, ensuring that all media

types are covered.

Paid Media = Earned Media Shared Media

Facebook
Instagram
Twitter

LinkedIn
YouTube
TikTok

Website

Text campaign
Traditional radio
Digital radio
Out-of-home
Print

Email

Collateral (poster, flyer)
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Key Messages

Key messages can be created after the overall campaign statement, target audience, and media plan are
developed. The key messages are what you want to communicate to your audience and will vary by
platform. For example, a poster will contain different information than a social media post. Aim for clear,
brief, easy to understand, and well-translated messages (if applicable).

To support the development of collateral, prepare a creative brief if designers or writers will be needed.
The creative brief should include:

91 Description of collateral needed,

Purpose of the collateral,

Target audience and related data about the audience profile,
Tone of language and visual must-haves,

Key takeaways and support messages,

Call-to-action,

Mandatory details like website, phone, logo, etc., and

9 Brand standards.

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

Budget

The budget for a marketing campaign can vary greatly based on the creation of original content, the
media plan, and target audience. The composition of demographic and psychographic audience data will
help the project team identify the best channels in the media plan and can guide the campaign budget.
Additionally, launching mini campaigns on different channels with different budgets can be evaluated later
to identify the best strategies for each intended audience. For example, Facebook is often a better
platform to boost content to reach men ages 25-34, but a mini campaign on LinkedIn could yield better
results for brand awareness for the same demographic. Budgets can be refined over time by tracking the
actual spend, the estimated reach, and other measures tied to the goals and objectives of the campaign
to decide how to budget more efficiently for campaigns in the future.

Timeline

This section of the campaign plan includes a step-by-step timeline or calendar. Use a timeline tool that
works best for the project team, but a Gantt chart, Outlook calendar, or other project management tools
might be useful. Keep these things in mind when developing the campaign timeline:

1  Work backwards from the planned campaign launch,

1 Coordinate timelines with media channels on project delivery (e.g., local newspaper needs
articles four days prior to print date),

9 Build in time for review and revisions in the content creation phase, and

1 Coordinate early with any other co-promoters, content creators, and stakeholders in the
marketing campaign to build a realistic timeline for all parties involved.

Measurable Outcomes & Evaluation

In tandem with your goals, create measurable outcomes. These outcomes could be associated with
media efforts. For example, a goal to increase Twitter followers by 100 might show 105 followers by the
end of the campaign. Be sure to review the analytics and data available from each media effort to confirm
that your outcome is measurable.
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A. Commute Options Programming

Recommended Next Steps

Once the intended marketing campaign is confirmed, the MY Commute Coordinator can begin developing
the campaign and supporting media plan using this document. Budget constraints could dictate the use of
outside resources like an advertising agency or media buyer. There may also be resources available
within the County or other partners to support the development and distribution of campaign materials.
Visit Lake County or Lake County Partners are two possible partnering groups. There may also be
opportunities to piggy-back on other County initiatives, for example, the launch of a County-wide
paratransit system. A first step would be to create the framework of the campaign and potential budget,
gather local buy-in to support the campaign, and then identify resources to execute the plan.
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3.4 CoMMUTE OPTIONS NEWSLETTER

A complement to the candidate SOV Reduction Projects and Programs is to issue a newsletter on a
recurring basis. Newsletters can be an effective form of communication to inform and promote program
goals. The following provides recommendations on basic newsletter strategies, guidance, metrics, and
ideas for content.

Newsletter Goals

Provide relevant and educational information on traveling within or to/from Lake County so that travelers
know all their travel options and consider using different travel modes other than driving alone.

Consider adding additional quantitative goals that can be measured and evaluated over time including:

1 Build a distribution list to certain number of subscribers,
1 Meet or exceed open rate for government entities (22-28 percent), and
1 Keep unsubscribe rates under 0.25 percent.

Target Audience

The newsletter will target all travelers in Lake County, which will likely represent residents, commuters,
employers, stakeholders, and more. The County may already have access to distribution lists to invite to
this newsletter, and a strategy for building subscribers should be developed. This may include cross-
promotion with other transportation providers, outreach materials encouraging subscriptions, and a digital
form to sign up.

Industry Standards

Online marketing companies provide useful benchmarks on expected penetration rates of email
marketing campaigns. The first three rows on the following table are from Mailchimp (MC) and are based
on surveys of email sends to over 1,000 subscribers as of October 2019. The next three rows are from
Constant Contact (CC) as of September 2021. The last column can be continuously updated based on
email sends to evaluate newsletter success.

Open Hard Soft Unsub-
Rate Click Rate Bounce Bounce scribe
MC: Government 28.77% 3.99% 0.33% 0.40% 0.40%
MC: Non-profit 25.17% 2.79% 0.33% 0.49% 0.20%
MC: Travel & Transportation 20.44% 2.25% 0.31% 0.51% 0.24%
CC: Family & Social Services 22.23% 7.46% 8.46%*
(includes government)
CC: Non-profit 22.41% 7.96% 10.29%
CC: Transportation Services 15.36% 4.80% 15.94%

Open Rate: A statistic that indicates the campaign has been opened and viewed by your subscribers.

Click Rate: The number of clicks that occur in a sent campaign divided by the number of people sent an
email.

Hard Bounce: A hard bounce indicates an email that cannot be delivered.

Soft Bounce: A soft bounce indicates a temporary delivery issue, such as the recipient's inbox is full, their
server is down, they're on vacation, and have set up their email set to away.

Unsubscribe: A recipient chooses to unsubscribe from your email distribution.

4 Constant Contact only reports total bounces defined as the number of emails sent compared to the number of emails delivered.
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Distribution

1 Experian Marketing suggests sending in the evening, although this will vary by audience.
Experimentation and tracking will be required to identify the optimum send times.

1 Consider sending bi-monthly newsletters in off-peak timeframes, like weekends, and avoid the
first of the month.

0 AECOM, consultant to Georgia Department of Transportation (GDOT) on the
Transportation Investment Act (TIA) project, dropped the TIA newsletter from bi-weekly to
bi-monthly, reduced content, and sent mid-month. The open rate is now 55+ percent,
nearly three times that of GDOT®& newsletter.

Formatting Tips

1 Consider using an email marketing system like MailChimp or Constant Contact. This will allow

contact lists to be stored and to easily build appealing newsletters using templates

Review how content looks on different devices (e.g., mobile device, desktop, iPad)

1 Adhere to adaptive format templates; review on a variety of mobile devices and email platforms
(Outlook, Gmail, Hotmail, etc.) prior to sending

1 Include social media call-to-action opportunities (i.e., to tell readers what they should do next)
outside of footer when/if applicable

9 Stay within 117 16-point font size and use simple fonts with a mix of serif and sans serif typefaces

Ensure that the newsletter design complements that of the website Clearinghouse and other

branding

Use color sparingly (logo and headlines mainly); text should be dark on a light background

Personalize content wi t hoaoterthingdthegwouldkbe intpréstechin 6 s n a me ,

Offer promotions/freebies when possible

Try a poll to see if readers will engage

Avoid overt self-promotion and content that does not provide added value for the reader

Think about t he f adwhatecaderh see Hefork fthoing tosanotl @ wamputer

or device; photos will attract the most attention

Write the articles like they are going to one individual

Limit content to 3-5 blocks (captioned photo, story, graph, etc.) per newsletter

Limit copy to three sentences or less and provide links to full story copy

Use alternative text to accommodate email services that do not allow users to download/view

photos

T Diligently track what type of content is drawing re
content towards those interests and omit the types of content to which readers are unresponsive

9 Consider creating monthly features or beloved features, like travel tips with a guest columnist
each month or highlighting businesses that offer discounts to cyclists

1 Vary subject lines to keep them fresh

=

]
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Content

The newsletter should focus on providing relevant and educational travel information. It should
incorporate news from other organizations as well as original content. Below is a suggested outline to
start the newsletter for a comprehensive overview of travel information.

The newsletter content sections can stay the same, but the order they appear may change based on their
importance for the reader. For example, if a large transportation project will primarily impact commuter
travel, that may be the top article, whereas if the County is launching a new service like the website
Clearinghouse, that article may be better served as the first article in the issue. The following sections are
recommended as permanent sections to provide useful information to all readers.
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1. Transportation News

General overview of upcoming projects, legislation, transit enhancements, or editorials about
transportationds i mipxanples could intldde providing tremgpartatign. tips as
commuters return to work patterns after the pandemic or on Lake Countyd funch of a new County-wide
paratransit service.

2. Organization Highlight

If there is an employer, property, or other organization doing something great in the realm of commute
options or in the community, highlight them here to inspire others to think creatively about their
organization. This article could be in the form of an interview with the contact, a general overview of the
highlight, and the call to action could be to a related website or resource.

3. Upcoming Events

Highlight upcoming regional promotions, webinars, and anything that employers/commuters need to know
regarding commute options, open houses, etc. Some seasonal events that may be highlighted could
include:

1 New Year, New You (January) i use resolutions to encourage people to think about behavior
change in how they travel

1 Earth Day/Air Quality Awareness (April) i the positive impacts on air quality when you do not
drive alone

1 Walk to Work Day (April)

1 Bike to Work Day (May)

1T APT A6 s80nBaard has been suspended during the pandemic, but may be revived in future
years (previously held in April)

1 Rideshare Month (October)

4. Did You Know?

Dispel transportation myths or provide transportations facts that might encourage individuals to explore
commute options like the commute calculator, how drive alone commuting negatively impacts your health,
etc.

5. Spread the Word

A Afree gifto in each newsl etter might be a nice way
newsletter. The gift can be a seasonal poster, a video conferencing background, or a social media
graphic that readers can easily download and use to spread the word about using commute options.

Next Steps

Once a newsletter coordinator is identified, the team should confirm goals, identify the preferred
distribution platform, build the schedule, and start creating content. The schedule should include plenty of
time for internal review. A database of potential recipients should be created and maintained. This should
include all interested local agencies and groups, including, for example, municipalities, chambers of
commerce groups, economic/workforce development agencies, and educational institutions.
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3.5 MARKETING EVENTS/PROMOTIONS

Promotional events, coupled with a strong promotional campaign, can create buzz, raise awareness, and
encourage non-SOV travel within communities or a targeted employer location. These events may be
virtual or in-person to include everyone based on their comfortability. Events may be based on a specific
goal within a defined area (e.g., increasing cycling to work from a nearby neighborhood) or in coordination
with a national/regional promotion like Earth Day, focusing on sustainable travel options.

Goal & Target Audience

The goal of the event could be to conduct general education of travel options and build brand awareness,
but it could also respond to a specific issue within a community or worksite. Use the following questions to
generate a specific event goal:

1 Are there transportation challenges in the area that non-SQV travel could help address?

1 Isthere an underused transportation service or new infrastructure to promote for non-SOV travel?

91 Are there potential co-promoters to coordinate with on a promotional event?

1 Isthere a large community event where the Commute Options Office could be a supporting
vendor/promoter?

The target audience is likely all travelers for community-based events and commuters for events hosted
within a business park or other dense employment area. Confirming the target audience will help the MY
Commute Coordinator plan what materials will be needed for the event.

Event Types

The goal, audience, and type of event work hand in hand. There are many types of events that could be
hosted based on the audience and goals for the event.

I Tabling events are educational in nature, helping travelers learn about the transportation options
that are available to them including carpool, vanpool, transit, bike, walk, and telecommuting. The
event may encourage commuters to sign up for Pace RideShare, sign-up for the newsletter, or
bring information to their employer to conduct a worksite assessment. These events could be
hosted in community centers or at dense employment sites to increase attendance and reach.

1 A transportation fair is like a tabling event hosted by the MY Commute Coordinator, and includes
other transportation providers like Pace Vanpool, a local bike shop, an advocacy group, or a
transit agency.

1 Avvirtual tabling event is usually hosted with a short presentation, followed by question-and-
answer sessions or private one-on-one chats.

9 Virtual transportation fairs could use an online meeting platform, like Zoom, and host additional
providers in breakout rooms. The fair could start with a presentation by My Commute staff, a
short introduction of transportation providers, and then encourage attendees to join the breakout
rooms to ask questions and gain more information.

1 Try-it events encourage people who have not used a non-SOV travel mode to simply try another
mode. Try-it days are typically set up around trying transit but can focus on any mode or be multi-
modal in nature.

Event Planning

Once you have confirmed the goals, target audience, and type of event, you need to prepare for the
event:

1 Event Logistics - Confirm the date, time, location, set-up requirements for the event (e.g., bring
your own table or arrive one hour early), access to power, estimated number of attendees, and
additional accommodations based on the location (e.qg., if the event is outdoors, My Commute
Coordinator should bring a tent, paper weights, safety vest). If the event is virtual, test the online
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platform and confirm roles for sharing, presenting, responding to questions and chats, etc. Decide
if a pre-registration is necessary for virtual events.

1 Coordination - If multiple vendors are needed for the event, be sure to communicate early to
confirm attendance, requirements for participation, roles and responsibilities, and other event
details.

1 Incentives or Giveaways - To make events engaging, Lake County may want to hand out branded
promotional items like magnets, pens, hand sanitizer, or reflective key chains, among other items.
There may also be opportunities to coordinate with vendors to offer free transit passes, or a free
bike rental. The event could also have a drawing for commuters to enter by performing an action
like signing up for the newsletter, creating a profile in the ridematching database, or scheduling a
meeting with Pace Vanpool.

1 Marketing Collateral - At least two weeks in advance, the My Commute Coordinator should start
promoting the event. The promotion of the event will vary based on the audience and location.
Here are some promotional materials to consider:

o Social media posts for Facebook, Instagram, Twitter, LinkedIn, YouTube, and/or TikTok

Moving GIFs (i.e., a graphic image on a webpage that is animated)

Promotional videos

Website or newsletter content

Press release

Text campaign

Posters and flyers

o Email templates

1 Event Materials - For the event, confirm what materials will be needed on the table. This might
include MY Commute flyers, Pace Vanpool information, or local bus route and schedules. If the
event is virtual, develop a slide deck that highlights all the related transportation options in the
area. If you are hosting a drawing, a tabletop tent or poster encouraging attendees to participate
will also be helpful. Additional displays may be used around the table like a large transit map on
an easel or a pull top banner highlighting the MY Commute program.

O OO OO0 Oo

Event Packing

If the event is one day, create an Event Plan with responsibilities andtimes. 1 t 6s a good i dea to c
specific packing list and divide it amongst participants, and should also include all related materials
needed, including pens, a clipboard, and other event materials to support the components below.

Components:

Audio/Visual needs (projector, laptop, extension cords)

COVID-19 supplies (e.g., hand sanitizer, wipes, clean/dirty pen containers, masks)
Décor

Event table/space set-up (tablecloth, pull top banner)

Tables/Chairs

Materials (flyers, rack cards, business cards)

Incentives or giveaways

1 Drawing Prize (e.g., pens, markers, post-it notes)

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

Depending on the scale of the event, a detailed timeline may be useful to share with other vendors or the
host venue. The timeline should highlight arrival time for set-up staff, arrival for other staff, shifts to man
the table or event, time for break-down, estimated departure time, and return event materials to their
appropriate storage location.
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Evaluation

Before the event starts, be thinking of the end goal. Consider the evaluation of your event as a progress
report to measure the success of the event and inform future events or promotions. Plan a team
evaluation as close to the conclusion of the event as possible.

Some items to evaluate include:

1 Goalsi did we meet them? Why or why not?

1 Reaction of audience

1 Event host reaction

1 Number of visits

1 Number of entries into drawing

1 Media reports (i.e., actual radio spots run, paid social campaign reports, etc.)

T What worked well; what didndét wor k?
1 Impact on other program goals (new partners, social media engagement, etc.)

1 Anecdotal comments/data (i.e., social media comments, fill-in-the-blank answers)
1 Should we repeat this event, change this event, or scrap this event?

Recommended Next Steps

The MY Commute Coordinator can begin building an event plan for a traditional tabling event to identify
the materials needed in advance like a branded tablecloth and general commuting flyers that become
regular event materials used for all events. There may be upcoming commuting events that MY Commute
can be a part of, or employment centers that are working on a return-to-office campaign that could benefit
from commuting education and assistance. Joining potential events associated with the launch of the
County-wide paratransit program could also be an early-on activity.
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A. Commute Options Programming

3.6 WORKSITE ASSESSMENTS/MODE SHIFT SURVEYS

:—MY COMMUTE
o= LAKE COUNTY

Engaging employers to identify the transportation challenges and requirements of their workers can be a
critically important step in a program to reduce SOV travel. Conducting worksite assessments to
document: 1) commuting patterns, 2) available amenities/services, and 3) gaps in programs, can lead to
the identification of actionable recommendations to encourage commuting by a means other than SOV.

Employer Assessment

An employer assessment can be conducted by staff from the County Commute Options Office (Section
3.1) or a County-wide TMA, depending on the approach Lake County decides in managing the MY
Commute program. Employers can conduct this assessment on their own, the assessment can be
completed by MY Commute staff with employer input, or the employer can assemble required information
first then convene a meeting with MY Commute staff to complete. Ultimately, the assessment should lead

t o

an

acti

on

pl an

for

t he

empl oyer 8s

An employer assessment can provide the following information:

commuter program

1 A baseline of job types, typical shifts, and flexibility in start and quit times, and how a commuter
analysis might be conducted (e.g., origin and destination mapping by department or shift),

1 Aninventory of infrastructure, programs, and services by travel mode,

1 Alist of communication channels regularly used to educate and promote programs to employees,
and

1 Identification of general worksite issues that could be attributed to transportation, like parking

capacity constraints or problems in recruiting workers.

A draft assessment form is provided below.

Additional Assessment Tools

While a worksite assessment provides one source of baseline information, worksites may need to collect
additional information to create a comprehensive record of the worksite offerings, transportation
opportunities, and interests from the commuting population. If interested, the worksite assessment can be
coupled with the following assessment tools:

il

A commuter survey that asks employees how they get to and
from work, schedule, travel time, and trip distance, as well as
additional questions on commute preferences and motivators.
This survey could also test programs the employer may be
considering adopting or inform how incentives may encourage
employees to commute differently to work. A complement to
commuter surveys wouldbef or an e wpkfocete r 6
register on the Pace ridematching app: sign-up link, which
would gather home addresses for the origin/destination map.
An origin/destination map provides a visualization of home
locations and commute routes, and can be overlaid with transit
routes, park-and-ride lots, or existing vanpools in operation.
This can also provide insights on where businesses are
unable to draw their labor pool, which may lead to the
identification of new transportation options.

Timeline

Worksite assessments are a valuable tool to be used at the beginning stages of developing an internal

employer commuter benefits program. Annual or biannual review and updating of the assessment is
advised to identify new communication channels, document the availability of new transportation services,
or to re-evaluate how transportation challenges are impacting business operations.
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A. Commute Options Programming

MY Commute Lake County DRAFT Worksite Assessment Form

Organization Name:

Building:

Business Sector:

Organization Address:

# Employees/Commuters:

Contact Name:

Contact Email & Phone:

#Shift 1: #Shift 2: #Shift 3: Seasonal:
#Shift 4: #Shift 5: Commuter Survey? Part-Time:
Employee Type(s): Existing O-D Analysis? Flexibility:

Walking/Biking (y/n or quantity)

Communication

Methods (y/n)

Showers: Meetings:
Lockers: Emails:
Bike Racks: Newsletters:
DIY Bike Repair Stations: Intranet:
Other: Break Area:
Transit Lunch-n-Learns:
Transit Nearby: | Metra | Pace Digital Display:
Station/Route #s: New-Hire Events:
Subsidies Available: Health Fairs:
Nearest Stop: Other:
Last Mile Links:
Rideshare Other Amenities (y/n)
Carpool Program: Daycare:
Ridematching: Bank:
Vanpool Program: Dry Cleaning:
Subsidies Available: Gym:
Preferred Parking: Food/Café:
Telework Car/Bike Share Vehicles:
Telework Program: Other:
Formal: Related Information
Informal: Parking Challenges:
# Participants:
Freguency: Recruitment/Retention:
Compressed Work Weeks
4/10: Wellness Program:
9/80:
3/36: Traffic Congestion:
Flexible Hours:
# Participants: Sustainability Goals:
Frequency:

Additional Notes:

Transportation Incentives:
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Pretax Commuter Benefits:

Leadership Support:

Recommended Next Steps

Once it has been decided whether a Commute Options Office or a County-wide TMA will be created, it is
recommended that the MY Commute Coordinator beta test the assessment form and process. This will
likely also require collaboration with Pace RideShare staff. A business park survey conducted in July
2021 found a park that straddles the Lincolnshire and Buffalo Grove border interested in follow-up
discussions on MY Commute. Eight tenant businesses are in this park and may be candidates for site
assessments. This could potentially lead to joint transportation initiatives under the auspices of the
property management firm. In addition to evaluating the assessment form, this exercise could also
provide insight on communication methods, appropriate messaging to employers, value of self-completion
of the form by employers, and level of MY Commute staff effort. In securing the participation of local
businesses to conduct assessments, it may be useful to engage local stakeholders with strong ties to the
business community, such as the Lake County Partners or the TMA of Lake-Cook. Finally, it may be
useful to target new or expanding businesses in Lake County to complete the assessment. The Regional
Transportation Authorityd €RTA) experience in the Bannockburn Last-Mile Mobility Pilot Project found that
interest in the Pilot service was strongest by new employee hires.
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3.7 TRANSPORTATION MANAGEMENT ASSOCIATIONS

Transportation Management Associations (TMAs) can take many forms, but for the purpose of this study,
TMAs provide a way for organizations to pool resources to support commuter transportation strategies
and to advocate on behalf of its membership. Lake County already has a TMA, the TMA of Lake-Cook, an
organization that has connected communities and businesses with transportation agencies since 1989 to
improve highways, reduce congestion, and improve safety. TMAs can be a very effective way to work with
commuters directly to provide information, encouragement, resources, and incentives that result in
reductions in SOV travel.

TMA Background

The Association for Commuter Transportationd §ACT) TMA Handbook: A Guide to Successful
Transportation Management Associations (ACT and others, 2001) (Link) defines TMAs as,

€ an organized group applying carefully selected approaches to facilitating the movement of people
and goods within an area. TMAs are often legally constituted and frequently led by the private sector
in partnership with the public sector to solve transportation problems.

The effectiveness of TMAs stems from business influence and resources that are applied collectively.
TMASs can both support commuter transportation strategies and serve an advocacy role with local
government on behalf of its membership.

TMAs are also known as Transportation Management Organizations (TMOS), Transportation
Management Initiatives (TMIs), or business non-profit organizations. They can vary widely in size,
organization, membership, and services offered. TMASs typically form as a non-profit corporation,
providing services to both private and public employers and their employees.

TMAs provide a variety of services that are related to TDM, including promoting alternatives to commuting
in single-occupant vehicles. However, TMAs can have responsibilities other than TDM. For example, an
organization can advocate for traffic signal coordination or highway expansion projects. In practice, the
focus of most TMAs is on managing travel demand.

TMA Roles

The TMA Handbook lists a range of roles that TMAs can fulfill according to the needs and interests of
their members, as well as the availability of funding.

91 Broker or Provider of Services i coordinate or operate services through employers, developers,
or local governments.

1 Consultant 7 provide transportation advice and technical support for programs that can be
implemented collectively or by individual businesses.

I Watchdog i observe and monitor conditions relating to transportation, access, business climate
and other topics of interest to the membership.

1 Information Clearinghouse i make information available to businesses on transportation and
other relevant issues.

1 Forum for Consensus Building i serve as a forum for consensus building, allowing TMA
membership to act effectively and as one voice.

1 Advocate i serve as advocate on behalf of the goals of the TMA for addressing transportation
issues in various venues, such as participation in local transportation planning and economic
development processes.

1 Educator i serve as an educator to a broad audience of employers, developers, public agencies,
and customers about the nature of local transportation problems, and solutions and strategies
that can be used to address them.

1 Regulatory Monitor i many areas use negotiated agreements or adopt trip-reduction ordinances
that require employers, developers, or landowners to implement TDM programs. TMAs can
monitor participation of employers in TDM programs.
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TMA Services

Common types of services that TMAs provide are listed below (TMA Handbook). Most of these services
are limited to members, although some TMAs also provide services for non-members, based on the
g r o u p 6psofit status.

|l
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Vanpool subsidy program 1 Employee transportation coordinator
Discounted transit passes (ETC) training

Rideshare and transit promotion 9 Trip reduction planning, e.g., alternative
Promotional events work arrangements

Promotional materials development and 1 Vanpool services

distribution 1 Site design

Regional and local advocacy 1 Shuttle services

Guaranteed ride home (GRH) program 1 Parking pricing and management

Rideshare matching

Stages of TMA Development

TMAs develop at rates unique to the conditions that trigger their formation. Regardless of how quickly
they grow, all TMAs pass through three stages of organizational development as they move from initiation
to maturity. Stages of TMA Development include:

il

Exploration is the stage at which the timing and need for a TMA is studied. For example, the
group that is considering forming a TMA must develop a core group of supporters and begin to
define problems and solutions. Several tasks must be accomplished during the exploration stage:

(0]

O O O oo

(0]

Identifying and developing consensus on the nature of the problem(s)

Understanding area travel patterns and needs of identified markets

Defining a geographic scope as it relates to the problem, markets, and travel patterns
Establishing a clear organizational mission

Determining if a public-private partnership can address the problem(s)

Gauging level of support for the development of a TMA

Identifying possible funding sources

One way to address these exploratory tasks is to conduct a formal feasibility study. The TMA
Handbook provides an example of a study format.

1 Formation begins after the initial exploration confirms the need for a TMA. During this stage
(lasting between 12 and 18 months), the core group expands support, plans services, and sets up
the organizational structure. TMAs in the formation stage usually focus on the following activities:

(0]

O O O o0 o

(0]

Establishing a core membership and steering committee
Obtaining initial funding commitments

Establishing legal and organizational structure

Initiating marketing and membership development
Identifying and developing member services

Generating awareness and interest among targeted markets
Fostering public-private relationships

The operation stage includes two categories of activities: administration and service delivery.
Administration involves maintaining membership and funding, running the office, and serving the
board of directors. Service delivery refers to providing services to members and other selected
markets. The primary activities of an operational TMA are:

0

0]
0]
0

Developing and delivering member services

Maintaining and expanding membership

Maintaining office functions

Monitoring and evaluating program and service progress
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TMA of Lake-Cook

The TMA of Lake-Cook is a non-profit business association located in Deerfield and m
has been dedicated to improving employee commutes for more than 30 years (Link). o

The area served is generally along Lake Cook Road, covering parts of Lake County and northern Cook
County, although the association charter covers all of Lake County. The TMA works proactively with
elected officials, communities, and transportation agencies to provide a voice for the business community
for better transportation planning, highway improvements, and transit service. The TMA has also
managed the successful Shuttle Bug program in cooperation with Pace and Metra.

The Association has 32 private business members (corporations, developers, building management
firms) and 19 public sector associate members as of December 2021. Business member dues are based
on number of employees, while public sector dues are a flat rate. The TMA activities are supported by
staff and overseen by a board of member firms.

Outreach and education activities of the TMA include convening conferences, issuing newsletters, and
on-site commuting promotions. TMA of Lake-Cook 6 s Shuttl e Bug -mikebugsewioe provi de:
to connect area train stations to member workplaces for reverse and suburb-to-suburb commuting.

The public-private partnership between the TMA, Pace, Metra, and area businesses funded the network

of Shuttle Bug routes which carried as many as 1,000 passenger trips per day in 2019. As a result of

CoviD-19, Pace suspended operation of the service in Marc
included 50 percent of the cost covered by businesses and the remaining 50 percent shared equally by

Pace and Metra. Riders of participating firms received a
special Ventra card to allow free fare. Other riders could
also use the service but pay the applicable Pace fare.
The TMA is currently in discussions with member firms
on deciding the timing of restoring service, or the
possibility of a different shuttle operating model or a
different mode (e.g., vanpools).

Recommendations and Next Steps

Many of the SOV reduction strategies proposed in this study involve service or infrastructure
improvements to provide options to solo driving. An effective venue to communicate (and nudge) workers
to use these non-SOV modes is at the workplace. For this reason, a County-wide TMA could be an
effective way to connect employers, employees, and government agencies to adopt TDM strategies to
reduce drive alone travel.

One approach to developing a County-wide TMA is to expand the services and responsibilities of the
TMA of Lake-Cook. Discussions were held with the TMA in December 2021 about this possibility. The
TMA was open to considering new partnership opportunities but felt that the pandemic has created too
many uncertainties to plot a possible course of action. The TMA has been in discussions with other Lake
County groups (e.g., Lake County Partners and the Lake Country Transportation Alliance) regarding
different initiatives and thought that convening a meeting with key stakeholders would be a beneficial first
step. The TMA also acknowledged that they do not represent the growing industrial sector in the County
and their Board has indicated an interest in adding these businesses. They also stated that expanding the
TMA County-wide would need to be researched to fully assess business locations and available
transportation services. It was also cautioned that the TMA is understaffed; a County-wide TMA would
likely require substantial resources. While suggestions on agencies that could lead the project have been
included, no firm decisions have been made and is not intended to suggest that any of the organizations
are obligated to participate.
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Based on this background, the following steps are suggested:

1 While the immediate need for a County-wide TMA is not apparent, a County Commute Options
Office (Section 3.1) could be developed as an early action. Although interfaces with employers
would be more limited, the Office would promote use of non-SOV commuting modes, advocate
for the investment of commute alternatives, and support employers. In addition, this could be a
precursor to a County-wide TMA, and it would be logical for the Commute Office to oversee the
TMA feasibility study (discussed below). The role of the Commute Options Office could change
depending on the outcome of the TMA feasibility study.

1 Convening a meeting of key stakeholders would be useful. Timing would be a consideration,
including whether it would be best to wait for the effects of the pandemic to subside. Polling likely
stakeholders could be a first step to obtain opinions on the concept of a County-wide TMA and
feedback on timing. TMA of Lake-Cook, Lake County Partners, and the Lake Country
Transportation Alliance would be good candidates, as would the Lake County Workforce
Development and Job Center.

1 The TMA Handbook suggests preparing a feasibility study as a part of the Exploration Stage of
establishing a TMA.> This study could also address the comparative advantages of a single
County-wide TMA versus having two or more based on differences such as geography,
industries, commuting characteristics, or available transportation. The study could also result in
the continuation of the County Commute Options Office and the TMA of Lake-Cook continuing
their operations as is and coordinating when possible. It is believed that a grant could be obtained
to fund the study. For example, the RTA provided funding for the TMA Feasibility Study for
Southwest Will County in 2010. CMAP or IDOT funding programs could also be explored.

5 Note, the TMA Handbook is currently being updated by ACT and should be reviewed as a part of the feasibility study.
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3.8 GUARANTEED RIDE HOME - NCS

The pre-pandemic schedule of the Metra North Central Service (NCS) Line included gaps during the
midday and evening periods. These service gaps may be a deterrent for prospective riders who worry
about needing to return home for an unexpected reason during such times. This proposed project would
offer NCS riders an (occasional, as-needed) option for their return travel during the gap periods by using
a Milwaukee District-North (MD-N) train (which operates roughly parallel to NCS), then a shared ride
between the nearest MD-N station to their origin NCS station. The guaranteed ride home (GRH) program
would cover the cost of the trip between MD-N and NCS stations.

Project Purpose

The underlying objective of this project is to minimize the chance of NCSridersbei ng Astuck at wor
to off-peak gaps in the NCS schedule. This can be especially problematic when the unexpected need to
return home is an emergency. The need can also arise from unscheduled overtime when an employer
mandates that the worker stay late. Knowing that this option is available can mitigate the concerns
commuters may have about using the limited-service NCS, reinforcing its use over the alternative of
driving.
Outbound Departures from Union

The proposed GRH program would serve the NCS Station (2019)

weekday rider traveling towards downtown Chicago in the

morning, who would make their return trip outside of the NCS MD-N
peak period on the MD-N. Both Lines use the same Last AM Peak 9:00 AM 8:35 AM
Chicago downtown terminal (Union Station) and also share Midday 9:35 AM

use of the Western Avenue Station just outside of

. . . 10:35 AM
downtown. As shown on this table of Union Station 11:35 AM
departures, after the NCS 9:00 AM train, the next train is i )

- 1:00 PM 12:35 PM
not until four hours later at 1:00 PM. A two-hour gap then 1:35 PM

follows until the 3:00 PM departure. In contrast, during the
Midday period, the MD-N operates hourly service. The
Evening period is similar, with only two options on the NCS
versus six on the MD-N. Of particular interest to

3:00 PM 2:35 PM
First PM Peak  4:25 PM 3:37 PM
Last PM Peak  6:00 PM 6:25 AM

commuters working late, the last NCS train leaves Union Evening 7.00PM  6:55PM
Station at 8:30 PM, while the MD-N operates hourly to past 7:35 PM
midnight. 8:30 PM 8:35 PM
_ 9:45 PM
Schedules as of fall 2021 operate at lower levels of service 10:35 PM
on both Iines, and itds not 12:25 AM ce wil

post-pandemic. However, there is a very high probability
that the NCS service will be similar to, and certainly not
more than, that in effect at the end of 2019, due to the fact that Metra operates under a trackage-rights
agreement with the freight carrier CN Railway. Service on the MD-N may also be similar to 2019
schedules, although Metra is currently reviewing schedules on all lines. A schedule implemented on the
Union Pacific North (UP-N) Line in September 2021 provides significantly expanded midday service,
which may suggest that MD-N will follow suit. At a minimum, it is anticipated that hourly weekday service
on the MD-N will be restored. It should be noted that the GRH program would not apply on weekends,
since NCS does not offer weekend service.

Program Parameters

The map below shows the location of Lake County NCS and MD-N stations. A table of station pairs based

on minimum distance between stations is also provided. Several factors could impact MD-N station

choice, including the roadway network and minimizing the need to double-back by using a MD-N station

that may be closest to the origin NCS station, but requiresamoreround-a b out t r iirperestihgttdd s al s o
note that NCS riders using the Prairie Crossing Station can return using the MD-N Prairie Crossing

Station. The two stations are connected by a sidewalk that is about a quarter mile in length.
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Lake County NCS and MD-N Stations Station Pairs Based on Minimum
Airline Distance
NCS MD-N Line
Antioch Fox Lake
Lake Villa Round Lake
Round Lake Beach  Round Lake
Washington St. Grayslake
Prairie Crossing Prairie Crossing
Mundelein Libertyville
Vernon Hills Lake Forest
Prairie View Lake Forest
Buffalo Grove Deerfield

While it was assumed that as a Lake County initiative, only NCS station users of stations in Lake County
would be eligible for the GRH program, it may be appropriate to include some NCS stations in Cook
County. This may be a requirement of Metra, assuming their participation as a funder or
funder/administrator. This would also be consistent with the study completed in 2020 that developed
ideas for locally funding service and infrastructure improvements on the Line (NCS Corridor Analysis &
Implementation Study, February 2020). The Wheeling and Prospect Heights Stations would be logical
additions, although access to UP-Northwest (UP-NW) Line stations may offer closer return travel. The

O 6 HeaTransfer, Rosemont, Belmont, and Schiller Park Stations could also be considered with access to
the full service UP-NW or MD-West (MD-W) Lines. The River Grove NCS Station is shared by MD-W Line
service.

An important program parameter will be to decide if the rideshare trip returns the participant to the NCS
boarding station, to their home, or to some another destination (e.g., a hospital or childcare center). NCS
riders who accessed their NCS station by using park-and-ride would want to return to their parked vehicle
at the NCS station. But riders who accessed their NCS station by some other means (e.g., drop-off), may
not have an option to return to their home or another location if the rideshare leaves them at their origin
NCS station. The analysis provided here assumes that travel costs to the origin NCS station would be
eligible for reimbursement.

The mechanics of the program would involve 1) eligible NCS riders arranging and paying for their

rideshare trip, 2) rider requesting reimbursement, 3) GRH administrator verifies eligibility and determines
amount of reimbursement, and 4) rider is reimbursed. Reimbursements would be determined by a Rules
and Regulations document, which would serve as a guide to the policies and procedures of the program
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