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REQUEST FOR PROPOSAL (RFP)
Iguinr Electric Vehicle Promotional Campaign Implementation

NOTICE IS HEREBY GIVEN that the Metropolitan Transportation Commission (MTC
invites your firm to submit a proposal for the Electric Vehicle (EV) Promotional
Campaign Implementation.

f),,vid (.vnpor

The Request for Proposal (RFP) documents for this project are available for download on
mlio.a the MTC website at http://procurements.mtc.ca.gov/. Proposers are responsible for

checking the website for any Addenda that may be issued relative to this RFP. Responses
should be submitted in accordance with the instructions set forth in the RFP.

I>. (;Ir
‘‘‘ Interested firms must submit an original and six (6) copies, as well as one electronic PDF

version, of their proposal by 4:00 p.m., Wednesday, July 10, 2013, in accordance with
the instructions contained in the RFP. Other key RFP Dates are listed in Section V,
Consultant Selection Timetable of the RFP.

Any contract entered into as a result of this RFP will be funded, in whole or in part, with
federal funds from Federal Highway Administration (FHWA). Accordingly, the

Sn,,, Idecanlo
“‘ requirements included in Attachment H, Federal Requirements ofAppendix D, MTC

Standard Consultant Contract, and Appendices E through E-5 to this RFP shall apply to
this procurement.
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I. MTC AND PROJECT DESCRIPTION 

 
A. Description of MTC  
MTC was created by the state Legislature in 1970 (California Government Code § 66500 et seq.) 
to serve as the transportation planning, coordinating and financing agency for the nine-county 
San Francisco Bay Area. 
 
B. Project Description 
The Bay Area produces greenhouse gas (GHG) emissions at three times the world average, and 
the single largest source of these emissions — some 40 percent — comes from transportation. 
The California Global Warming Solutions Act (Assembly Bill 32), signed in 2006, mandates a 
reduction in GHG emissions from all sources to 1990 levels by the year 2020. Reducing 
emissions to this level means cutting approximately 30 percent from business-as-usual emissions 
projected by 2020, or about 15 percent from today’s levels. Adding momentum to this effort is 
Senate Bill 375, 2008 legislation that mandates the California Air Resources Board work with 
regional agencies like MTC and the Association of Bay Area Governments (ABAG) to curb 
sprawl and reduce GHG emissions.  
  
In December 2009, MTC made available $80 million to implement the Climate Initiatives 
Program (Program), a multi-faceted program aimed at reducing transportation-related emissions 
and vehicle miles traveled (VMT), while also informing the region as to the most effective 
strategies to reduce emissions. The Program includes approximately $6 million for public 
education/outreach to reduce GHG emissions by encouraging Bay Area residents to alter their 
transportation-related behavior from using a single-occupancy fuel vehicle to alternative modes 
and vehicle types. The Electric Vehicle (EV) Promotional Campaign will focus on educating the 
public about electric vehicles and encouraging demand for electric vehicles in the Bay Area. 
 
MTC, working with the Bay Area Air Quality Management District (BAAQMD) and the EV 
Strategic Council, seeks Consultant assistance to implement an electric vehicle promotional 
campaign for the Bay Area that will increase demand among Bay Area residents for plug-in 
electric and plug-in electric hybrid vehicles. The campaign plan was created through a separate 
procurement and will serve as the scope of work for this project. The campaign plan document is 
included in this document as Appendix A-1, Campaign Plan. 
 
The campaign seeks to achieve the following goals:  
 

• Provide an opportunity for the public to experience the benefits of electric vehicles;   

• Change the behavior of Bay Area drivers to acquire or use electric vehicles when they 
make the decision to drive;  

• Promote the Bay Area identity as a center for green technology; and 

• Motivate individuals to change their behavior in order to reduce Bay Area GHG 
emissions. 
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The Consultant will implement an EV promotional campaign over the next 12 to 18 months, 
implementing the activities outlined in the Scope of Work in Appendix A, Preliminary Scope of 
Work.   
 
The Consultant shall implement the following elements as part of the EV Promotional campaign: 
 

• Campaign planning, including: 
 Development of previously defined branded campaign assets; 
 Securing of campaign partners and brand ambassadors; 
 Planning of events targeted to the campaign’s primary and secondary audiences 

including securing a test drive fleet of vehicles and ensuring insurance 
requirements are met prior to event implementation;  

 Planning of the campaign’s promotional activities; and 
 Other campaign planning activities, as needed. 

• Campaign implementation, including:  
 Implementation of ride-and-drive events that create a deep experience for the 

campaign’s target audience. These activities include pre-event promotion and 
event logistics and experience (including procurement and management of fleet 
vehicles and test drive courses; branded signage, equipment and giveaways; event 
staffing; and on-site social media content gathering and sharing); and 

 Implementation of the campaign’s promotional efforts, which will focus on 
leveraging EV driver-generated content (e.g. peer testimonials) with a broader 
segment of the audience. Promotional activities may include the purchase of paid 
media, including outdoor, transit and social media, and managing online 
communities.  

• Campaign measurement, including: 
 Evaluation of campaign’s effect on attitude and behavior change, including 

working with the evaluation consultant on evaluation pre- and post-surveys and/or 
other evaluation instruments that address the potential sales/lease/use impact and 
resulting  GHG emission reduction statistics from campaign activities; and 

 Determination of campaign’s reach, including measurement of both paid and 
unpaid social media impressions, social media shares of promoted content, social 
media content views and hashtag penetration on Twitter, among other activities. 

 
 

II. PROPOSER MINIMUM QUALIFICATIONS  
 
Proposals must demonstrate that the firm or team submitting the proposal (“Proposer”) meets the 
following Minimum Qualifications to be eligible for consideration for this project.  
 
• Project manager who has played a similar role on a minimum of two (2) projects in the last 

five (5) years prior to the date of this RFP in developing social marketing campaigns; and 

• Each project team member other than support staff has a minimum of two (2) years 
experience working on social marketing campaigns. 
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III. SCOPE OF WORK, PERIOD OF PERFORMANCE, AND BUDGET 
 
A. Scope of Work 
All work will be assigned pursuant to MTC-initiated task orders, which will include a specific 
scope of work based on the tasks identified in Appendix A, Preliminary Scope of Work. Payment 
for work performed under task orders may be deliverables-based or time and materials, as 
determined by the MTC Project Manager. A sample task order form is attached hereto as 
Attachment A-2, Task Order Form to Appendix D, MTC Standard Consultant Contract. 

 
B. Period of Performance 
MTC expects the work to commence on or about September 11, 2013, and to be completed no 
later than June 30, 2015. At MTC’s sole option, the contract may be extended for two (2) 
additional years for work related to the Appendix A, Preliminary Scope of Work. 
 
C. Budget 
MTC has budgeted approximately eight hundred forty five thousand dollars ($845,000) for this 
effort.  Additional funding may be available in future Fiscal Years (FY) subject to approval of 
future MTC budgets.  
 
 
 
IV. PROPOSERS’ CONFERENCE AND REQUESTS FOR CLARIFICATION OR 
EXCEPTIONS 

 
A Proposers’ Conference will be held at 1:00 p.m. on Tuesday, June 25, 2013 at the Joseph P. 
Bort MetroCenter Building, 101 8th Street, Oakland, in Conference Room 171.  

Any addenda will be posted on MTC’s website.  All Proposers are responsible for checking the 
website for any addenda to the bid documents.  

Any requests for clarification of or exceptions to RFP requirements must be received by MTC no 
later than 4:00 p.m., on Thursday, June 27, 2013, to guarantee response or consideration.  MTC 
reserves the right to reject any proposal that contains unauthorized conditions or exceptions. 
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V. CONSULTANT SELECTION TIMETABLE 
 

1:00 p.m., Tuesday, June 25, 2013 Proposers’ Conference at Joseph P. Bort 
MetroCenter 101 Eighth Street, Oakland, 
CA 94607, Conference Room 171, First 
Floor 

4:00 p.m., Thursday, June 27, 2013 Closing date/time for receipt of requests for 
clarification/exceptions 

No later than three (3) working days prior 
to the date proposals are due. 

Deadline for protesting RFP provisions 

4:00 pm, Wednesday, July 10, 2013 Closing date/time for receipt of proposals 

Tuesday, July 23, 2013* Interviews/Discussions (if held) 

Friday, August 2, 2013* Request for Best and Final Offer (BAFO) (if 
requested) 

Wednesday, September 11, 2013* MTC Administration Committee approval. 

*Interview/Discussions, award and approval dates are approximates and are subject to change 
before or after the closing date of the RFP.  

 
 

VI. SUBMITTAL OF PROPOSALS 
 
1. Interested firms must submit an original and six (6) copies, as well as one electronic PDF 

version, of their proposal by 4:00 p.m., Wednesday, July 10, 2013. Submission of an 
electronic copy of the proposal without hard copies will not satisfy the submission 
requirement.  

 
2. Proposals are to be addressed as follows: 

      Metropolitan Transportation Commission  
Attention:  Ursula Vogler 
101 8th Street, 3rd Floor Receptionist 
Oakland, CA  94607 

 
3. Proposer's name and return address must also appear on the envelope. 
 
4. Proposals will be received only at the address shown above and no later than the date and 

time indicated.  MTC is not responsible for deliveries delayed for any reason. Any proposals 
received after said date and time or at a place other than the stated address cannot be considered 
and will be returned to the Proposer unopened. 

 
5. No proposals submitted solely by email and no faxed proposals will be considered. 
 
6. All proposals, whether delivered by an employee of the Proposer, U.S. Postal Service, courier or 

package delivery service, must be received and time stamped at the stated address prior to or 
no later than the time designated.  The timestamp located on the 3rd floor at the receptionist 
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desk shall be considered the official timepiece for the purpose of establishing the time of receipt 
of proposals 

 
7. Consultant agrees to and acknowledges all RFP specifications, terms and conditions and 

indicates ability to perform by submission of a proposal. 
 
8. A signed proposal submitted to MTC in response to this RFP shall constitute a binding offer 

from Consultant to contract with MTC according to the terms of the proposal for a period of 
one hundred eighty (180) days after the proposals are due to MTC.   

 
9. A Proposal may be withdrawn at any time before the date and time when Proposals are due by 

submitting a written request for its withdrawal to the MTC Project Manager. 
 

10. This RFP does not commit MTC to award a contract or to pay any costs incurred in the 
preparation of a proposal in response to this RFP. 

 
11. Only one proposal will be accepted from any one person, partnership, corporation, or other 

entity; however, several alternatives may be included in one response. 
 
12. MTC reserves the right to accept or reject all proposals submitted, waive minor irregularities, 

request additional information, or revisions to offers, and negotiate with any or all proposers.  

13. MTC reserves the right in its sole discretion not to enter into any contract as a result of this 
RFP. 

 
14. If the selected proposer fails to enter into a contract with MTC in a timely manner as 

determined by MTC, in accordance with the terms and conditions of this RFP, MTC reserves 
the right to reject the proposal and enter into a contract with the next highest scoring firm.  

 
 
VII. FORM OF PROPOSAL 

 
Proposals must be signed in ink and include a statement that the person or persons signing the 
proposal is/are authorized to authorize and submit the proposal on behalf of the Proposer. Page 
limits, where specified, are for single-sided print. Proposers are encouraged to print double-sided 
copies to save paper. 
 
Proposal content and completeness are most important.  Clarity is essential and will be 
considered in assessing the Proposer’s capabilities.   
 
Proposers must provide the information listed below.  Any material deviation from these 
requirements may be cause for rejection of the proposal, as determined in MTC’s sole discretion.   
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Each proposal must include the following: 
 
A.  Transmittal Letter  
 
Proposals must include a transmittal letter signed by an official authorized to solicit business and 
enter into contracts for the firm and the name, email address and telephone number of a contact 
person, if different from the signature.  Indicate whether there are any conflicts of interest, actual 
or apparent, that would limit the Proposer’s ability to provide the requested services and describe 
the plan for mitigating such conflicts. Acknowledge the receipt of any addendum to the RFP.  
Indicate that the Proposal is a firm offer to enter into a contract to perform work related to this 
RFP for a period of one hundred eighty (180) days from the due date for Proposals. 
 
B.  Title Page 
 
Proposals must include a title page that includes the RFP subject, the name of the proposer’s 
firm, local address, telephone number, name of contact person, contact person’s email address, 
and the date. 
 
C.  Table of Contents 
 
Proposals must include a table of contents that includes a clear identification of the material by 
section and page number. 
 
D.  Overview and Summary 
 
This section should clearly convey Consultant’s understanding of the nature of the work and the 
general approach to be taken, and identify any specific considerations. It should include, but not 
be limited to, the following: 
 
1. A discussion of the project’s purpose;  
 
2. A summary of proposed implementation approach; and 
 
3. The assumptions made in selecting the implementation approach. 
 
E.  Work Plan  
 
This section should present a work plan for the tasks described in Appendix A, Preliminary Scope 
of Work. The proposed work plan should: 
 

1. Discuss how the Consultant will conduct the identified tasks, identify deliverables, and 
propose a schedule. The proposal should discuss the tasks in sufficient detail to 
demonstrate a clear understanding of the project and component tasks. The proposal may 
include additional tasks or sub-tasks the Consultant believes necessary to accomplish the 
project goals. The schedule should show the expected sequence of tasks, subtasks and 
milestones.  
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2. Provide a staffing plan for each task. Provide an organizational chart that shows roles and 
responsibilities of key personnel and reporting structure, including reporting and 
communication relationships between MTC, Consultant staff, and subcontractors, if any. 

 
3. Describe approach to managing resources and maintaining quality results.  Include a 

description of the role of any subcontractors, their specific responsibilities, and how their 
work will be supervised to maintain quality results. 

 
4. Identify and explain any problem areas and/or potential obstacles (such as maintaining 

schedule, budget overruns, feasibility, etc.) to successful completion of the Preliminary 
Scope of Work, attached as Appendix A.  Discuss methods, formal and informal, that you 
will use to track and resolve these problems/obstacles during the project. 

 
F.  Qualifications and References 
 

1. Describe proposed team’s qualifications specific to the requirements set forth in Section 
II, Proposer Minimum Qualifications.  Identify the personnel, including subcontractors’ 
personnel, whose expertise or experience addresses each of the specified needs.  
Proposers are welcome to identify and provide examples of any other qualifications they 
feel are critical to the successful completion of the Preliminary Scope of Work attached 
as Appendix A. 

 
2. Identify key personnel (including subcontractor personnel) and briefly discuss individual 

qualifications to perform each task.  Each key personnel resume should not exceed two 
pages. 

 
3. Provide a succinct description (one page maximum) of any previous projects similar to 

the services requested, indicating the project title, duration, budget, sponsoring agency 
and sponsor project manager, and roles played by individuals proposed for this study.  
Include the name of the agency for whom the work was performed, year performed, name 
of the contact person and their telephone number. 

 
4. Provide at least one sample of a written technical report or memo and two samples of 

material developed for a similar effort. The samples must have been prepared by key 
members of the Consultant team and should identify the authors. Only one copy of each 
sample is required, and the samples will be returned after proposal evaluation, upon 
request. The samples will be considered in evaluating firm and staff expertise and 
experience, and written presentation effectiveness.  

 
5. Provide a list of references (including references for subcontractors) and their contact 

information.  
 
6. Provide a summary of all contracts your firm (including subcontractors) has held with 

MTC, MTC SAFE, BATA or BAHA in the past three years, including a brief description 
of the scope of work, the contract amount, and date of execution. 
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G.  Cost Proposal 
 
Based on the tasks and staffing plan described in response to E.1 and E.2, listed above, provide a 
breakdown of the expected expenditures of funds for each task in each phase contained in 
Appendix A, Preliminary Scope of Work. The budget should include, but is not limited to, a task 
budget and a line item budget with billing rates for each phase. 
 

1.  The task budget should present a breakdown of hours and expenses by task and 
deliverable in each phase of the project.  It should identify or refer to key personnel or job 
descriptions in relation to each task to provide a full explanation of the resources 
committed to the project.   

 
2.  A line item budget should be submitted for each phase of the project. The line item 

budget should present a breakdown of costs by cost categories, including billing rates for 
key personnel and job classifications.  The line item budget should be set forth on the 
Cost and Price Analysis Form attached hereto as Appendix B to this RFP.  A line item 
budget should also be submitted for proposed sub-consultants with contracts estimated to 
exceed $25,000.  Appendix B is available in electronic spreadsheet format upon request.  
The line item budget is requested for evaluation purposes only; payment shall be based 
on receipt of deliverables satisfactory to MTC.  

 
3.  Please include information (date and outcome) on firm’s most recent pre-award audit, if 

applicable. 
 
H.  California Levine Act Statement 
 
Submit a signed Levine Act statement (Appendix C).  
 
I.  Insurance Provisions 
 
Submit a signed acknowledgement that your firm agrees to provide the required certificates of 
insurance providing verification of the minimum insurance requirements listed in Appendix D-1, 
Insurance Requirements, within ten (10) days of MTC’s notice to firm that it is the successful 
proposer. 
 
(See Section IX.B of the RFP for how to request exceptions to the minimum insurance 
requirements.)   
 
J. Federal Requirements 
 
Submit all completed federal-required certifications in Appendix E, Federal Requirements, 
related to lobbying, debarment, and Disadvantaged Business Enterprise (DBE) subcontractor 
information (Appendices E-1, E-2, E-3, E-4, and E-5.) 
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VIII. PROPOSAL EVALUATION 
 
A.  Verification of Minimum Qualifications 
 
The Project Manager will review proposals to ensure that each Proposal meets the Minimum 
Qualifications set out in Section II, Proposer Minimum Qualifications of this RFP.  Proposers 
failing to meet the Minimum Qualifications will not be considered. 
 
B.  Review for General Responsiveness 
 
The Project Manager, in consultation with the MTC’s Office of General Counsel, will conduct an 
initial review of the proposals for general responsiveness and inclusion of the items requested in 
Appendix C.  Proposers failing to meet the Minimum Qualifications and Requirements listed 
herein this RFP or satisfy the federal Disadvantaged Business Enterprise (DBE) requirements (if 
applicable), will not be considered responsive. Also, any proposal that does not include enough 
information to permit the evaluators to rate the proposal in any one of the evaluation factors 
listed below will be considered non-responsive and will not be evaluated. A proposal that fails to 
include one or more items requested in the Form of Proposal may be considered responsive, if 
evaluation in every criterion is possible. MTC reserves the right to request additional information 
from responsive proposers prior to evaluation.   
 
C.  Evaluation Panel and Evaluation Criteria 
 
Responsive proposals will then be evaluated by an evaluation panel of MTC, BAAQMD, EV 
Strategic Council and partner agency staff.  The evaluation of the proposals shall be within the 
sole judgment and discretion of the evaluation panel. 
 
All contact during the evaluation phase shall be through the MTC Project Manager only.  
Proposers shall neither contact nor lobby any evaluation panel members during the evaluation 
process.  Attempts by proposer to contact and/or influence members of the evaluation panel may 
result in disqualification of proposer.  
 
Responsive proposals shall be evaluated on the basis of the following evaluation factors, with 
their relative importance indicated by percentages: 
 
1. Individual and team expertise and experience providing services that demonstrate the 

proposer possesses the qualifications needed to successfully carry out the project, as 
described in Section II, Proposer Minimum Qualifications and Section VII, Form of 
Proposal, Article F, Qualifications and References. (35%) 

2. Approach to completing the project. (30%) 

3. Cost effectiveness, including hours and appropriateness of personnel assigned to each task; 
extent and sufficiency of commitment of key personnel; approach to and cost efficiency of 
required travel for non-local personnel; hourly rates; reasonableness of task budget. (25%) 
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4. Communication skills based on proposal and interview, if held. (10%) 

 
D.  Proposer Discussions 
 
Following the initial evaluation, the evaluation panel may elect to recommend award to a 
particular proposer (with or without interviews), or to enter into discussions with a “short list” of 
proposers, consisting of those proposers reasonably likely, in the opinion of the panel, to be 
awarded the contract.   
 
The purpose of discussions with a Proposer on the “short list” will be to identify to that 
Proposer’s specific deficiencies and weaknesses in its proposal and to provide the Proposer with 
the opportunity to consider possible approaches to alleviating or eliminating them. These 
deficiencies or weaknesses may include such things as technical issues, management approach, 
cost, or team composition.  Discussions may take place through written correspondence and/or 
during face-to-face interviews.  The Proposer’s project manager, as well as other key personnel 
identified by the evaluation panel, will be expected to participate in any discussions.  A proposer 
on the “short list” invited to participate in discussions will be expected to provide a presentation 
limited to 20 minutes consisting of an overview of its approach to the Project.   
 
E.  Request for Best and Final Offer   
 
Following discussions, if held, proposers on the “short list” will be given the opportunity to 
revise their written proposals to address the concerns raised during discussions through issuance 
of Request for Best and Final Offer (BAFO).   Following receipt of the BAFOs, the evaluation 
panel will evaluate the BAFOs against the evaluation criteria.   
 
MTC reserves the right not to convene oral interviews or discussions, and to make an award on 
the basis of initial proposals. Accordingly, each initial proposal should be submitted on the most 
favorable terms from a price and a technical viewpoint.  References may be contacted at any 
point in the evaluation process. 
 
The panel will recommend a Consultant to the MTC Executive Director, based on their 
evaluation of the written proposals or BAFOs and oral interviews or discussions (if held).  The 
Executive Director will review the recommendation and, if he agrees, he will approve the award 
or forward the recommendation to the appropriate MTC Committee for approval (if required).  
 
 
IX. GENERAL CONDITIONS 
 
A.  Award 
 
Any award made will be to the Consultant whose proposal is most advantageous to MTC based 
on the evaluation criteria defined in Section VIII. If the selected firm fails to enter into a contract 
with MTC in a timely manner as determined by MTC, in accordance with the terms and 
conditions of this RFP, MTC reserves the right to reject the proposal of the selected firm and 
enter into a contract with the next highest scoring firm.  
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B.  Contract Arrangements 
 
MTC Standard Consultant Contract is attached as Appendix D.  If a proposer wishes to propose a 
change to any standard MTC contract provision, the provision and the proposed alternative 
language must be submitted prior to the closing date for receipt of requests for 
clarifications/exceptions.  If no such change is requested, the Proposer will be deemed to accept 
MTC’s standard contract provisions, unless such language is protested in accordance with 
Section C below.  
 
The selected Consultant will be required to maintain insurance coverage, during the term of the 
contract, at the levels described in Appendix D-1, Insurance Requirements.  Proposer agrees to 
provide the required certificates of insurance providing verification of the minimum insurance 
requirements in Appendix D-1, within ten (10) days of MTC’s notice that it is the successful 
proposer.  Requests to change MTC’s insurance requirements should be submitted on or prior to 
the closing date for receipt of requests for clarifications/exceptions.  MTC will review the 
requests and issue an addendum if material changes requested by a prospective proposer are 
acceptable. Objections to MTC determinations on requests to change insurance requirements 
pursuant to the protest provisions of this RFP must be brought to MTC’s attention no later than 
the deadline for protesting RFP provisions or compliance with all material insurance 
requirements will be assumed.  
 
The contract resulting from this RFP will be a combination of deliverables based payment and 
task order, etc.  
 
C.  Selection Disputes 
 
A Proposer may object to a provision of the RFP on the grounds that it is arbitrary, biased, or 
unduly restrictive, or to the selection of a particular Consultant on the grounds that MTC 
procedures, the provisions of the RFP or applicable provisions of federal, state or local law have 
been violated or inaccurately or inappropriately applied by submitting to the Project Manager a 
written explanation of the basis for the protest: 
 

1. No later than 4:00 p.m. on the third day prior to the date proposals are due, for objections 
to RFP provisions; or 

2. No later than 4:00 p.m. on the third day after the date the firm is notified that it did not 
meet the minimum qualifications or was found to be non-responsive; or 

3. No later than 4:00 p.m. on the third day after the date on which the firm is notified that it 
was not selected, or if applicable the date the appropriate committee authorizes award, 
whichever is later, for objections to consultant selection. 

 
Except with regard to initial determinations of non-responsiveness, the evaluation record shall 
remain confidential until the MTC Executive Director or appropriate MTC Committee authorizes 
award. 
 
Protests of recommended awards must clearly and specifically describe the basis for the protest 
in sufficient detail for the MTC review officer to recommend a resolution to the Executive 
Director or Section Director, as appropriate. 
 



Electric Vehicle Promotional Campaign Implementation RFP 
Page 12 

 

 

The Executive Director will respond to the protest in writing, based on the recommendation of a 
staff review officer.  Should a proposer wish to appeal the decision of the MTC Executive 
Director, it may file a written appeal with the appropriate MTC Committee, no later than 4:00 
p.m. on the third day after receipt of the written response from the MTC Executive Director.  The 
appropriate MTC Committee’s decision will be the final agency decision.  
 
Authorization to award a contract to a particular Contractor by the appropriate MTC Committee 
shall be deemed conditional until the expiration of the protest period or, if a protest is filed, the 
issuance of a written response to the protest by the MTC Executive Director or, if the decision of 
the MTC Executive Director is appealed, the issuance of the appropriate MTC Committee’s 
decision. 
 
D.  Public Records 
This RFP and any material submitted in response to this RFP are subject to public inspection 
under the California Public Records Act (Government Code § 6250 et seq.), unless exempt by 
law.  Other than proprietary information or other information exempt from disclosure by law, the 
content of proposals submitted to MTC will be made available for inspection consistent with its 
policy regarding Public Records Act requests.   
 
If the Proposer believes any communication contains trade secrets or other proprietary 
information that the Proposer believes would cause substantial injury to the Proposer’s 
competitive position if disclosed, the Proposer shall require that MTC withhold from disclosure 
such proprietary materials by marking each page containing propriety information as confidential 
and shall include the following notice at the front of its proposal: 

 
“The data on the following pages of this proposal, marked along the right 
margin with a vertical line, contain technical or financial information which 
are trade secrets and/or which, if disclosed, would cause substantial injury to 
the proposer’s competitive position.  The proposer requests that such data be 
used for review by MTC only, but understands that exemption from disclosure 
will be limited by MTC’s obligations under the California Public Records Act.  
If a contract is awarded to the proposer submitting this proposal, MTC shall 
have the right to use or disclose the data, unless otherwise provided by law. 
[List pages].” 

 
Failure to include this notice with relevant page numbers shall render any 
“confidential/proprietary” markings inadequate.  Individual pages shall accordingly not be 
treated confidentially.  Any language purporting to render the entire proposal confidential 
or proprietary will be regarded as ineffective and will be disregarded. In addition, the 
Proposer may not designate any required Proposal Forms or the cost proposal as 
confidential.  
 
In the event properly marked data is requested pursuant to the California Public Records Act, the 
proposer will be advised of the request.  If the Proposal requests that MTC withhold such data 
from disclosure and MTC complies with the Proposer’s request, the Proposer shall assume all 
responsibility for any challenges resulting from the non-disclosure; indemnify MTC and hold it 
harmless from and against all damages (including but not limited to attorneys’ fees that may be 
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awarded to the party requesting such Proposer information) and pay any and all costs and 
expenses relating to the withholding of the Proposer information.  
 
If the Proposer does not mark each page containing proprietary information as confidential and 
include the statement as described above on the front of its proposal and request that MTC 
withhold information marked as confidential and requested under the California Public Records 
Act, MTC shall have no obligation to withhold the information from disclosure, and the Proposer 
shall not have a right to make a claim or maintain any legal action against MTC or its 
commissioners, officers, employees, or agents in connection with such disclosure.  
 
E. Key Personnel 
Key staff persons assigned to the project are expected to remain on the project. Any change in 
key staff persons of the proposed project team is subject to prior written approval of MTC. 
Removal of any key staff persons identified in the proposal without written consent of the 
Project Manager may be considered a material breach of contract. 
 
F. Conflicts Of Interest 
By submitting a Proposal, the Proposer represents and warrants that no commissioner, officer or 
employee of MTC is in any manner interested directly or indirectly in the Proposal or in the 
contract that may be made under it or in any profits expected to arise therefrom, as set forth in 
California Government Code Section 1090.  

The Proposer further warrants and represents that it presently has no interest and agrees that it 
will not acquire any interest that would present a conflict of interest under California 
Government Code Sections 1090 et seq. or 87100 et seq. during the performance of services 
under any contract resulting from this RFP and that it will not knowingly employ any person 
having such an interest. Violation of this provision may result in the contract being deemed void 
and unenforceable.   

Whenever MTC is awarding a contract that involves the rendering of advice, it will consider 
whether there exists the potential for bias, because of other activities, relationships or contracts 
of the Proposer, and if so, whether any potential bias can be mitigated acceptably by MTC and 
the Proposer.  After award, the Consultant shall take all reasonable measures to preclude the 
existence or development of an organizational conflict of interest in connection with work 
performed under the agreement resulting from this and other MTC solicitations.  An 
organizational conflict of interest occurs when, due to other activities, relationships, or contracts, 
a firm or person is unable, or potentially unable, to render impartial assistance or advice to MTC; 
a firm or person’s objectivity in performing the contract work is or might be impaired; or a firm 
or person has an unfair competitive advantage in proposing for award of a contract as a result of 
information gained in performance of this or some other project.  

Proposer shall not engage the services of any subcontractor or independent contractor on any 
work related to this Agreement if the subcontractor or independent contractor, or any employee 
of the subcontractor or independent contractor, has an actual or apparent organizational conflict 
of interest related to work or services contemplated under this Agreement.   
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G.  Personally Identifiable Information   
Consultant agrees to comply with the special provisions related to the access and protection of 
personally identifiable information set forth in Attachment G, Special Conditions Regarding 
Personally Identifiable Information of Appendix D, MTC Standard Consultant Contract. 
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APPENDIX A, SCOPE OF WORK 
     
MTC, BAAQMD and the EV Strategic Council seek a Consultant to implement an electric 
vehicle promotional campaign aimed at building awareness, action and demand for plug-in 
electric (PEV) in the Bay Area. (Note that PEV includes both Plug-in Hybrid Electric Vehicles 
(PHEV) and Battery-Electric Vehicles (BEV).) Increasing the number of PEVs will result in 
millions of gallons in fuel savings annually, stimulate the local economy, create jobs, reduce 
greenhouse gas emissions and improve public health. 
 
The campaign seeks to achieve the following goals:  
 

• Provide an opportunity for the public to experience the benefits of electric vehicles;   
• Change the behavior of Bay Area drivers to acquire or use electric vehicles when they 

make the decision to drive;  
• Promote the Bay Area identity as a center for green technology; and 
• Motivate individuals to change their behavior in order to reduce Bay Area GHG 

emissions. 
 
The Consultant shall implement the EV promotional campaign over the next 12 to 18 months. 
The tasks outlined below are developed from the previously created campaign plan, included in 
this document as Appendix A-1, Campaign Plan. Refinements and changes to the campaign plan 
may be considered, subject to approval by MTC. 
 
The successful Consultant’s preliminary scope of work is listed below.  All required services 
shall be authorized by Task Order, initiated and developed according to the Task Order Process 
described in Attachment A-1, of Appendix D, MTC Standard Consultant Contract.  Task Orders 
shall include, at a minimum, a detailed description of the work to be performed, a completion 
date for performance, a maximum payment amount, payment terms (deliverables-based or time 
and materials) and subconsultant participation (if any), in a completed form as shown in 
Attachment A-2, Task Order Form, Appendix D, MTC Standard Consultant Contract, attached 
hereto and incorporated herein by this reference. 
 
Task 1: Campaign Planning 
 
The first phase of the campaign is focused on preparation. A number of milestones must be 
completed before any communication with the target audience takes place. 
 
Subtask 1.1: Develop Branded Campaign Assets. The Consultant shall develop/implement the 
following campaign assets: 
 

a. Campaign logo and visual style guide. Consultant shall create the campaign logo and 
a visual style guide. Guidance for graphic designers on the target audience and brand 
attributes is included in Attachment A-1, Campaign Plan.  
 

b. Facebook and Twitter profiles and content calendar. Consultant shall create the 
social media profiles and content calendar. Profile images, Facebook and Twitter 
cover photos and Twitter background images must be branded to match the 
campaign’s visuals. The editorial/content calendar will ensure a consistent stream of 
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content during the execution phase. 
 

c. Anthem video. Consultant shall create a 30- to 60-second video that shall serve as a 
campaign introduction and seed content for social media. This video will be 
supplemented by shorter, unproduced video clips as the campaign gathers content. 
 

Subtask 1.2: Secure Partners and Brand Ambassadors. The Consultant shall complete the 
following tasks: 
 

a. Reach out to potential partners. Consultant shall contact electric vehicle associations, 
local employers and other organizations in order to build a partnership to share in 
campaign execution tactics and costs.  
 

b. Identify and train brand ambassadors. Consultant shall train a set of existing drivers 
to become brand ambassadors. The brand ambassadors will be asked to make an 
informal commitment of participating in two or more events. Potential ambassadors 
should be screened to match the demographics of the target audiences. A brief 
training on the campaign’s goals and key messages is required before ambassadors 
participate in events. At the campaign’s discretion, incentives for participation may 
be provided. 
 

c. Identify professional event staff, as needed. Consultant shall hire professional staff  to 
manage events, as needed. 
 

d. Secure vouchers for extended experiences. Consultant shall provide vouchers and 
incentives for participants social sharing and content creation after the events. 
Potential incentives include: exclusive discounts, discounted accessory upgrades, 
leasing rebates, discounted car-sharing, and other offers. 
 

Subtask 1.3: Plan Events. The Consultant shall complete the following tasks: 
 

a. Plan launch event. Consultant shall plan and execute an initial launch event to 
introduce the brand to the Bay Area public and generate earned media for the 
campaign.  
 

b. Identify event regions. Using the BAAQMD produced Bay Area PEV Readiness 
Plan1, which includes a geographic analysis of likely early EV buyers/leasers, 
Consultant shall identify locations where events will attract the campaign’s target 
demographic.  
 

c. Develop event calendar. Consultant shall develop a calendar of events. Potential 
events partners and locations, including employer and community locations, can be 
found in Appendix A-1, Campaign Plan.  
 

                                                 
1 Bay Area and Monterey Bay Area Plug-in Electric Vehicle Readiness Plan, Bay Area Air Quality Management District, 
December 2012. 
http://www.baaqmd.gov/~/media/Files/Strategic%20Incentives/EV%20Ready/Background%20%20Analysis%20PEV%20Readin
ess%20Plan%20FINAL.ashx 
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d. Secure test drive fleet of vehicles. Consultant shall secure test drive vehicle fleet. This 
will be accomplished by pursuing partnerships with manufacturers, rental car 
companies and/or local driver groups to obtain BEVs and/or PHEVs for all events. 
For events targeted to car-sharers, car-share companies should provide cars from their 
own fleet for their members to test drive. After vehicles are procured, vehicles should 
be wrapped with the campaign’s visual branding or other signs as appropriate.  
 

e. Determine insurance needs/ensure insurance is in place prior to campaign 
implementation. Depending on whether the test drive event is done in conjunction 
with a larger event or at a community location with a partner, Consultant shall 
research insurance needs and ensure that insurance is obtained for each event. 
Consultant shall ensure that test drivers have signed waivers prior to each test drive. 

 
Deliverable 1a: Deliverables Schedule and Work Plan 
Deliverable 1b:  Campaign Logo and Visual Style Guide  
Deliverable 1c:  Social Media Profiles and Content Calendar 
Deliverable 1d:  Anthem video 
Deliverable 1e:  Campaign Implementation Plan 
 
 
TASK 2: CAMPAIGN IMPLEMENTATION  
Upon completion of the planning phase, communication with the target audiences may begin. 
There are two elements for public involvement/communication:  
 
1) ride-and-drive events which allow the target audience to test drive an electric vehicle; and  
 
2) campaign promotion, which focuses on leveraging content (e.g. peer testimonials) with a 
broader segment of the audience with the intention of increasing participation in the ride-and-
drive events in particular, and increasing PEV contacts in general (including PEV dealerships, 
PEV car share and PEV rental experiences). 
 
Subtask 2.1: Ride-and-Drive Events. Consultant shall implement two types of ride-and-drive 
events:  
 

1. First Test Drive: These test drive events will serve as the cornerstone of the campaign. 
Car manufacturers will populate the events with cars for short test drives on a “coned off” 
section of a parking lot or on a nearby set of street routes where feasible. Test drives will 
be typically limited to 2-5 minutes (or as needed) to accommodate large numbers. 
 

2. Extended Test Drive/Lifestyle Experience: These are personalized events, with an 
extended, discounted rental from a car sharing or rental car agency. These events provide 
the public a longer-term experience with a BEV or PHEV (e.g., consumers could choose 
to live with an EV for two to seven days to see how it fits with their life. To facilitate a 
positive experience, these individuals should receive a vehicle orientation and be 
provided with an appropriate portable home charger, and access to convenient public 
charging networks, along with charging network access instructions).  

 
Subtask 2.1.1: Pre-Event Promotion. Event promotion tactics include strategic public relations, 
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paid advertising, and partnership promotion. Consultant shall implement the following pre-event 
promotion tactics: 
 

a. Strategic Public Relations and Influencer Outreach 
Consultant shall pitch events to local media. Possible public relations channels also 
include: 

 Local event listings 
 Community newspapers 
 Influential bloggers 
 Local radio and television  
 Event location partner promotion 

 
b. Paid Media 

Consultant shall implement a paid media campaign, potentially including the 
following activities: 
 Drive-time radio reads on local radio shows; 
 Direct-mail postcards targeted by zip code and neighborhood (paid/exchanged 

lists are required for this tactic); and 
 Paid social media advertising, including Facebook social text ads and 

promoted posts, and promoted Tweets. 
 

c. Partner Promotion 
Consultant shall create partnerships with event host partners to promote test drive 
events, such as public display space, employee email bulletins, and their own social 
media communities. (See Appendix A-1, Campaign Plan for full list of potential 
partners.) 
 

Subtask 2.1.2: Event Logistics and Experience. Consultant shall implement the following event 
logistics and experience tactics: 
 

a. Test Drive Course 
Consultant shall plan and implement test drive routes that allow drivers to experience 
a variety of performance features (e.g., quick acceleration from stop and an uphill 
incline). The test drive can include campaign messages that further reinforce the 
campaign. 
 

b. Food Trucks 
Consultant shall provide food and refreshments to draw participants.  
 

c. Branded Signage and Equipment 
Consultant shall provide branded signage and equipment to create a consistent look 
and feel to all ride-and-drive vents. Items include, at a minimum: tents, banners and 
branded signage.  
 

d. Event Staffing 
Consultant shall provide and coordinate event staffing for each event. A 
recommended staffing structure is included in Appendix A-1, Campaign Plan. Actual 
staffing levels will depend on a number of factors, including expected attendance, 
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number of available vehicles, partner participation and budget.  
 

e. Branded Giveaways 
Consultant shall purchase stylish and high-quality promotional giveaway items for the 
ride-and-drive events. High-quality giveaways are more likely to be used and create 
more brand exposure. Recommended items include: 

 Metal water bottles 
 Smartphone cases 
 Reusable grocery tote bags 
 T-shirts 

 
f. Content Gathering 

Consultant shall gather event content for campaign promotional efforts, which 
focuses primarily on engaging event attendees before and after a test drive. Content 
gathering activities include:  

• Video in cars to capture drivers’ expressions and reactions 
• Video interviews at the conclusion of test drives 
• Photos in and around cars 

 
g. On-Site Social Media Sharing 

Consultant shall use social media to share real-time content with other event 
attendees. These activities include, but are not limited to: 

 Check-in (to the event) using Facebook 
 “Like” on Facebook or follow campaign on Twitter 
 Check-in to win an extended rental voucher (using a program like 

Facebook Deals) 
 Post and tag a picture on Facebook or Twitter 
 Post on the #ElectricFeeling wall. 

 
Subtask 2.2: Campaign Promotion. With content from test drive events, the campaign shall 
broaden from the exposure of campaign images and messages using social and paid media. 
Campaign promotion is essential to achieving the campaign’s other primary objectives:  
 

• Foster positive conversation about electric vehicles online among our target audience;  
• Empower our audience to share their electric vehicle experience with their social 

networks; and 
• Increase consideration of electric vehicles among our target audience 

 
Subtask 2.2.1: Paid Media. Consultant shall purchase paid media to drive participation in the 
ride-and-drive events and build EV awareness generally. Media outlets may include the 
following: 
 

a. Geo-Targeted Gas Pump Ads 
Gas pump advertising shall allow the campaign reach audiences at the gas pump, 
when they may be primed to receive campaign messages. Gas pump video ads can be 
targeted by zip code and even by individual gas station.  
 

b. Online Content Promotion 
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Online promotion shall include the best content generated at test drives. This 
promotion may include: 

 Facebook promoted posts 
 Promoted tweets 
 YouTube video advertising or video promotion 

 
Subtask 2.2.2: Managing Online Communities. Consultant shall assume management of any 
online communities formed as part of the campaign. Tasks related to the online communities will 
include: answering questions, responding to inquiries, and maintaining the conversational 
quality. 
 
Subtask 2.2.3: Outdoor and Transit Advertising. Consultant shall work with MTC and Air 
District staff to secure free or reduced cost bus shelter or roadside promotional space. This 
outdoor advertising should be visible to drivers, such as outdoor bus-shelters or rotating 
billboards. 
 
Deliverable 2a: Event Execution 
Deliverable 2b:  Media Buys 
 
 
TASK 3: CAMPAIGN MEASUREMENT 
The Consultant shall manage the campaign measurement, which shall include three key impact 
factors: market research, reach of promotional activities and behavior change (purchase of 
electric vehicles).  
 

Subtask 3.1: Market Research. Consultant shall assist MTC in coordinating a pre- and 
post-statistically significant survey of the campaign’s target audience to measure current 
attitudes and perceptions of electric vehicles. The survey will be created and implemented by 
the Climate Initiatives Program’s existing evaluation consultant. The survey results provide a 
concrete measurement of the campaign’s effectiveness and can inform future efforts. 

 
Subtask 3.2: Reach of Promotional Activities. Consultant shall manage the measurement 
of social media reach. At pre-determined intervals, the Consultant shall capture data that will 
determine the reach of the campaign messages, including penetration on Facebook and 
Twitter, event reach and paid and earned media reach. Consultant shall provide a quarterly 
analysis of social media reach.  

 
Subtask 3.3: Behavior Change (purchase of electric vehicles). Consultant shall measure 
behavior change directly impacted by campaign activities. The automobile industry 
traditionally uses an “introduction metric,” a tool for predicting the success rate of turning 
potential customers into first-time buyers of their brand. This adoption rate translates into 
CO2 emissions reduced for the fuel combustion vehicles it takes off of the road. Detailed 
metrics on behavior adoption and CO2 emissions reduced are located in Appendix A-1, 
Campaign Plan. 

 
Deliverable 3a: Coordination of Campaign’s Pre- and Post-Survey  
Deliverable 3b: Quarterly Analysis of Social Media Reach 



Electric Vehicle Promotional Campaign Implementation RFP 
Page 21 

 

 

Deliverable 3c:  Draft Campaign Implementation Report (including projected EVs 
purchased/leased/used and CO2 emissions reduced) 

Deliverable 3d: Final Campaign Implementation Report (including projected EVs 
purchased/leased/used and CO2 emissions reduced) 

 
 

TASK 4: ONGOING ENGAGEMENT  
The campaign will have collected a powerful group of supporters and fostered a valuable online 
community of supporters and potential buyers/leasers. Ending engagement at the conclusion of 
the campaign would squander a valuable opportunity to keep electric vehicles top-of-mind for 
the campaign’s target audiences.  
 
Subtask 4.1: Capturing and Posting Content. In order to maintain relevancy, stay visible 
online, and convey helpful information that has the potential to drive purchases/leases, the 
Consultant must aggregate relevant content and share it online. Ongoing content sharing will 
help connect potential buyers/leasers with information that will make it easier for them to move 
toward purchase/lease. Information to be shared on an ongoing basis shall include, but not be 
limited to: 
 

• News about new features, improvements in range or charging availability; 
• Notification when new models are released; 
• News of new tax incentives or rebates; 
• Notification when new sharing pods go into service; 
• Articles about electric vehicle use in the Bay Area; and  
• Aggregating and sharing relevant content from partners. 
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APPENDIX A-1, CAMPAIGN PLAN 
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BACKGROUND

The Bay Area produces greenhouse gas (GHG) emissions at three times the world average, and the single
largest source of these emissions — some 40 percent — comes from transportation. The California Global
Warming Solutions Act (Assembly Bill 32), signed in 2006, mandates a reduction in GHG emissions from
all sources to 1990 levels by the year 2020. Reducing emissions to this level means cutting approximately
30 percent from business-as-usual emissions projected by 2020, or about 15 percent from 2005 levels.
Adding momentum to this effort is Senate Bill 375, 2008 legislation that mandates the California Air
Resources Board work with regional agencies like the Metropolitan Transportation Commission (MTC) and
the Association of Bay Area Governments (ABAG) to curb sprawl and reduce GHG emissions from
passenger vehicles.

In December 2009, MTC programmed $80 million to implement the Climate Initiatives Program, a multi
faceted program aimed at reducing transportation-related emissions and vehicle miles traveled (VMT),
while also informing the region as to the most effective strategies to reduce emissions. The Climate
Initiatives Program consists of four main elements: 1) public education/outreach; 2) Safe Routes to School
(regional program and creative grants); 3) innovative grants; and 4) program evaluation. The main focus of
the public education and outreach program is to reduce GHG emissions by encouraging Bay Area residents
to alter their transportation-related behavior from using a single-occupancy fuel vehicle to alternative
modes and vehicle types.

MTC, in partnership with the Bay Area Air Quality Management District (BMQMD) and the EV Strategic
Council, has worked with Fenton Communications to create an electric vehicle promotional campaign for
the Bay Area that will increase demand among Bay Area residents for plug-in electric and plug-in hybrid
electric vehicles. The electric vehicle promotional campaign is aimed at building awareness, action and
demand for electric vehicles in the Bay Area in order to enable the region to meet its GHG emission-
red uction goals by the year 2020.

GOALS

This campaign seeks to achieve the following goals:

• Provide an opportunity for the public to experience the benefits of electric vehicles;

• Change the behavior of Bay Area drivers to acquire or use electric vehicles when they make the
decision to drive;

• Promote the Bay Area identity as a center for high-tech and green culture; and

• Motivate individuals to change their behavior in order to reduce Bay Area GHG emissions.

This campaign plan includes a situation analysis, including research findings; campaign objectives,
including an outline of the campaign’s target audience; a brand strategy, including a name
recommendation and strategy for its use; a campaign implementation strategy, including campaign events
and activities, baseline measurement, implementation of social media, promotion and education, and
campaign measurement; and a timeline for campaign planning and implementation.

SITUATION ANALYSIS

Electric vehicle ownership is growing in the United States. Consumers are increasingly adopting electric
vehicle technology, and many of these early adopters are clustered in California and the Bay Area.
Thousands of Bay Area residents have already proven that electric vehicle ownership is feasible, and
research shows the Bay Area is in an opportune position to lead the nation in adoption. Electric vehicles,
however, are still far from the norm; this campaign can give electric vehicles the needed push, making



them a viable choice for use, ownership and lease. By focusing on a few key target audiences, this
campaign can positively influence consumer sentiment about electric vehicles and drive further adoption.

Focus is Essential

Although electric vehicle technology and infrastructure are constantly and rapidly improving, potential
consumers still face considerable obstacles to adoption. The vehicles may not be affordable, charging
infrastructure may be lacking, and battery technology may not be ready to provide the extended range that
some customers will need. As vehicle costs come down and technology improves, these cars will become
more broadly accessible. But to run a highly effective campaign that will make the greatest possible
impact, we need to be very focused.

This campaign acknowledges the existing barriers that make it highly unlikely that some people would
purchase or use electric vehicles in the very near future, and equally acknowledges its inability to directly
remove those barriers. Given these barriers and the limited time and budget of this effort, we believe this
campaign can make the largest possible impact by focusing
on what we do have the power to change:

• Improve how people feel about electric vehicles
Improve perceptions, foster positive thoughts and I think the LEAF and the

feelings Volt are almost like whipping out
your iPhone back in 2005. All

• Brighten the conversation your friends are sitting there with
Amplify positive experiences, and drive attention to what we’ve now come to call
what electric vehicles do well

dumb phones and saying, Wow,
• Increase the number of people who consider electric that’s the future.’ And that’s what

vehicles these cars say when you put
Move people down the purchase/lease pipeline, them in your driveway.”
ushering them from awareness to consideration

Research Findings

During the discovery process, we conducted stakeholder interviews, listened online and on social media,
reviewed existing audience research, reviewed existing Bay Area efforts, and conducted informal testing
and brand-building with Bay Area drivers. Through our research, we reached a few key insights that inform
the strategy behind this campaign.

• The most persuasive messengers are current drivers.
People who drive electric vehicles can be powerful, highly credible advocates. Prospective
buyers/leasers listen intently to their peers, and most consumers are likely to base purchasing
decisions on testimonial over other sales techniques.

• Drivers evangelize about not going to the gas station.
Nearly unanimously, the thing electric vehicle owners tell their social media networks the most is
that they don’t use gas. This concept is very appealing to potential owners and should be
emphasized.

• People buy cars emotionally.
People buy/lease cars for emotional, not rational, reasons. The campaign’s brand and messages
must appeal to the audience on an emotional level.

• Effective campaign messages focus on what the cars can do.
Myth-busting doesn’t work. Effective campaign messages need to be positive and focus on what
the cars do really well. In addition, the campaign must not over-promise what the cars are capable
of.
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• Going beyond green speaks to the target audience.
People already know electric vehicles are green, and our target audience values that. But eco
centric arguments alone do not drive purchase for the audience we seek to reach. Electric vehicles
need to have more to offer to the target audience.

• KEY INSIGHT: The driving experience matters most.
The best way to build interest in electric vehicles is to give our audiences the opportunity to
experience them. Driving an electric vehicle changes people’s perceptions of the car.

Why Experience Matters: The iPod Effect

When the first iPod came out, Apple did not spend
the time explaining how it worked or why it was
better. They marketed the experience — and it
sold. The novelty of the product and the buzz it
generated increased interest and drove sales.

CAMPAIGN OBJECTIVES

In order to achieve the broader goals described on page 2—and with the above research insights in mind—
this campaign seeks to meet the following objectives.

• Change perceptions about electric vehicles by providing meaningful opportunities for drivers to
experience them;

• Foster positive conversation about electric vehicles online among our target audience;

• Empower our audience to share their electric vehicle experience with their networks; and

• Increase consideration of electric vehicles among our target audience.

Why should government market electric vehicles?

The use of electric vehicles has been identified by MTC and BAAQMD as one of the key
behaviors to reduce transportation-related GHG emissions in the Bay Area. In addition,
EVs have very substantial co-benefits including major economic value — reaching 100,000
EVs by 2020 would reduce spending on gas by at least $125 million per year at current
gas prices — money that could be reinvested into the local economy.

Currently, there are a variety of EV promotional efforts in the marketplace, mostly in the
form of advertisements from car manufacturers. This one-way communication does not
allow the public the ability to test drive and ask questions about EV5 in an environment
free from sales pressure. MTC and BAAQMD want to fill this niche by providing the Bay
Area public the ability to experience and learn about the vehicles first-hand in a neutral
environment. This will nicely complement car company ad campaigns and other
promotional efforts.

I
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TARGET AUDIENCES

The key role of the campaign is to catalyze increased consideration among the groups of people that are
most likely to choose electric vehicles, and do not face practical barriers to adoption. Our target audiences
are early adopters and the early majority, and focusing on them will have the greatest potential to move
the needle.

As a result, the campaign is not designed to convince skeptics or raise broad-based awareness about
electric vehicles. Our target audiences are aware of electric vehicles, and may have even considered them
in the past.

Electric vehicle adoption is still in the early phases. Mobilizing a select target audience of early adopters
will help move electric vehicle adoption to the next level, catalyzing a movement and helping to reach a
tipping point for mass adoption.

Target Audience #1: The Tech Savvy Homeowner

Our primary audience for this campaign is the Tech Savvy Homeowner. These individuals possess the
financial means to purchase the car, do not face barriers to home-charging installation, have electric
vehicle-friendly commutes, and are early adopters by nature.

Early Majority
34%

2.5%
Innovators

135%
I Adopters Late Majority

34%
de

16%



The Tech Savvy Homeowner

• Primarily lives in suburban areas of the Bay Area, such as Silicon Valley, the East Bay suburbs, or
Mann

• Lives in a household of two or more, and is likely married with children
• Ranges from late 30s to early 50s
• Can be any gender, but most are male
• Is highly educated, with at least a bachelor’s degree, though many hold advanced degrees

Can Charge an Electric Vehicle

• Lives in a single-family home with an attached garage, likely in a suburban area

Can Afford an Electric Vehicle

• Brings home a household income of $140,000 or more per year

Will Use an Electric Vehicle

• Commutes to work, but under 80 miles and/or would be able to utilize charging at work
• Already owns or leases a car, which may be a hybrid, and is not a luxury car
• Generally owns or leases more than one car for the household

Will Help Spread the Word

• Likely to have a smart phone
• Regularly uses social media or talks with friends
• Is influential within his or her own peer group

Target Audience #2: The Urban Car-Sharer

The secondary audience for this campaign will drive positive conversation about electric vehicles—and are
the buyers/leasers of the future. The Urban Car-Sharers live in San Francisco; while electric vehicle
ownership is less practical for this audience, they do use cars. They are important to the campaign
because they are influential online, will broadcast campaign messages, and help build a movement. Urban
Car-Sharers who experience electric vehicles are also more likely to choose an electric vehicle for car-
sharing or eventual purchase.

CITY CAR
SHARE.org

____

— :
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The Urban car-Sharer

• Lives in San Francisco, especially in the Mission District, Lower and Upper Haight, or Pacific
Heights

• Ranges from mid-20s to mid-30s
• Does not own a car; uses public transit to commute
• Can be male or female
• Is likely to be single
• Has a college education

Would Use an Electric Vehicle

• Is savvy, pragmatic and activist-minded
• Uses cars for grocery shopping, running errands in town, and picking up friends at the airport
• Is likely to be technologically forward and may work for a large Bay Area tech company

Would Help Spread the Word

• Is likely to have a smart phone
• Regularly uses social media
• Is influential within his or her own peer group

May Eventually Buy or Lease an Electric Vehicle

• Has an established career path, and may move to a suburb or buy a car within five to ten years
• Has an income that supports living in a high-rent area

OVERALL CAMPAIGN STRATEGY

The key insight from our discovery process, that the driving experience matters most, helped to inform the
conceptual basis for the campaign’s theory of change and recommended tactics. Based on our research,
we have determined that for our target audiences, lack of meaningful experience with electric vehicles is a
major barrier to increased use. Creating opportunities for them to experience electric vehicles and share
that experience with their peer networks is the most strategic way to achieve the campaign’s overall goals.

Right Audience + Test Drives + Network Evangelism

Experience & Conversation about EVs

Consideration of EVs

C t EV Adoption

CO2 emissions
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It is important to note that the campaign strategy is focused on affecting consumers’ consideration of
electric vehicles. As outlined in the Situation Analysis above, there are many factors that do not make it
feasible for this campaign to directly affect purchase and/or use of electric vehicles.

BRAND STRATEGY

The campaign’s brand differentiates it from other electric vehicle adoption efforts and embodies the
unique emotion our audiences feel when they get behind the wheel. It is a guidepost for all of the
campaign’s communications.

What is a Brand Promise?

The brand promise is the spirit, tone and feeling behind all the campaign’s messages and images. Brand
promise language is internal only. External messages are laid out in the subsequent section about
message pillars. Think of the brand promise like the strategic blueprint for the campaign. Architects use a
blueprint to guide construction and decision-making, but the building’s occupants do not see a blueprint—
they experience the building. Below are examples of how to use the brand promise as a blueprint:

• Logo: Does the logo design reinforce the tone and feel of the brand promise?
• Events: Does the experience of an event fulfill the brand promise?
• Social Media: Does the content shared on Twitter and Facebook convey the feeling outlined in the

brand promise?

Brand Promise for Internal Use

People in the Bay Area live here for a reason. They like to be on the leading edge of what’s next, have an
optimistic sense of possibility and are interested in tomorrow’s technology.

And despite leading the country in electric vehicles purchased or leased, there still are not enough people
in the Bay Area considering or buying/leasing electric vehicles to make a significant impact.

While there are many reasons today to consider an electric car—freedom from high gas prices, access to
carpool lanes and reducing impact on the environment—too many people still have misconceptions about
these vehicles. They’re concerned about lack of performance, style, and limited range. They are hesitant
because they don’t have personal experience with electric vehicles.

This campaign provides an unfettered opportunity for our target audience to “kick the tires” of electric
vehicles available today. We will make it easy for them and provide an environment safe from typical
salesmanship. We will let them experience these vehicles on their own terms and then empower them to
share what they think with others.

Because we’ve noticed that something happens when people get behind the wheel of an electric vehicle. It
is a feeling that is hard to describe. We’ll let people feel it for themselves.

It’s how freedom feels. It’s how smart feels. It’s how amazing feels.

It’s how electric feels.

Get the #ElectricFeeling.

So, the question we’ll ask our audiences after they drive an electric vehicle will be: How did it feel?
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Name Recommendation

The #ElectricFeeling

#ElectricFeeling is more than a campaign name or slogan; it communicates what the campaign will
actually do. This campaign will get people behind the wheel to feel the fun, feel the freedom, and get the
#ElectricFeeling. It is all about driving positive conversation and fostering preference though experiences,
reactions, and social sharing.

We want to give the implementing firm the creative license to use #ElectricFeeling verbatim or make
adjustments. However, any modified version must invoke the same lively tone, be actionable, and be
broadly accessible. The use of a hashtag is intentional and recommended. We recommend
#ElectricFeeling for several reasons:

• ItisActive
#ElectricFeeling is actionable. The campaign can tell
audiences to “Get the #ElectricFeeling.” It connotes a
spark, a special kind of energy.

• ItisFun
#ElectricFeeling is less about the cars themselves and
more about the great feeling that comes from driving them.
“Electric,” when decoupled from “vehicle,” is more
compelling. It leaves behind the image of scientists and
academics in favor of music, fun, excitement and pop
culture.

• It is Versatile
Given limited time and budget, it will be in the best interest of this campaign to use a single hook.
In today’s noisy brand space, having a versatile campaign name ensures maximum traction and
message consistency, and eliminates confusion.

• ltisViral
The campaign will live on social media. With a hashtag for a name, people will always know where
to find it. When people see the campaign name or logo, they will automatically connect it to social
media. It’s fresh and it makes sense for the way our target audiences communicate, and lines up
with the campaign’s objectives for social sharing. #ElectricFeeling has the potential to be widely
used beyond the span of the campaign, and a key indicator of success will be adoption and usage
of the hashtag by the greater EV audience.

What Success Looks Like

#ElectricFeeling is used to
express the driving experience

Existing drivers adopt
#ElectricFeeling into their
evangelism

#ElectricFeeling lives on as a
lasting part of the conversation
about electric vehicles
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• It Can Live On
Since the campaign is based on social media and viral marketing, #ElectricFeeling can stay a part
of the conversation after the campaign, providing value even after campaign dollars have been
spent.

Note on Hashtag Use: The hashtag #ElectricFeeling is not currently in use on Twitter. The campaign will
need to engage current social media influencers and partners for their buy-in to drive widespread usage of
the campaign hashtag. (See Appendix 5)

Use with the Spare the Air Brand

The strength and neutrality of the Spare the Air brand will help the campaign maintain an environment free
from salesmanship. The greater public trust in government entities to be neutral messengers will add
credibility to campaign messages, and ensure that audiences to don’t feel they are being sold to. The
campaign can leverage that brand strength to stand out, removing itself from the crowded arena of
automotive industry marketing.

Spare the Air should be treated as the endorsing brand of this campaign. Spare the Air and the Bay Area
Air Quality Management District agree that this treatment will add credibility while also allowing
#ElectricFeeling to be highlighted. As with electric vehicle efforts Spare the Air already supports, use of a
subscripted phrase such as “a project of Spare the Air” or ‘sponsored by Spare the Air” is appropriate for
this campaign. However, the campaign logo should be significantly more prominent on any collateral or
web properties.

#ElectricFeeling NOT #ElectricFeeling

Aprojectofe

Linksto campaign social media properties can appear on the Spare the Air website, Bay Area PEV Ready
page, and on other campaign partner sites. The campaign will live on Facebook and Twitter, eliminating
the need for a web URL, preventing possible brand confusion and reducing costs for creation and upkeep.

The campaign should not cross-post Spare the Air’s social media content unless it is directly relevant to
electric vehicles. Spare the Air may promote the campaign’s content on its social media channels.

MESSAGE PILLARS

The message pillars are the core external messages to use when addressing target audiences. Message
pillars make up the conceptual framework for how we talk about the brand externally.

What are Message Pillars?

Unlike the brand promise, message pillars are meant to be used externally. Whether developing a script
for a video, copy for an ad or content to use on Facebook or Twitter, these three pillars are the foundation
of any marketing or educational piece. External communications can incorporate all three pillars, or can
focus on a single pillar. For example, one ad could focus on how fun it is to drive an electric vehicle, while
another can focus on freedom from gas.
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Message Pillars

• Amazingly Fun
You will be amazed by how fun it is to drive an electric vehicle. They are the leading edge of car
technology today—instantaneous acceleration, quiet on the road, stylish.

• A Smart Choice
Making the decision to buy or lease an electric vehicle is a smart choice for you and your family. It
enhances your lifestyle—and upgrades your commute, errands and weekday driving. Owning an
electric vehicle just makes good sense.

• Freedom From Gas
Driving an electric vehicle means you gain your freedom from the gas pump. You feel independent,
empowered and smart.

Prioritize the Above Messages Over Other Benefits

The message pillars above are the priority for external materials and dialogue with the audience at events.
Our research suggests that messages about total cost of ownership and environmental benefits, for
example, are largely ineffective as a leading message. Once audiences are convinced that electric vehicles
are fun to drive, a smart choice, and provide freedom from gas, only then will they be receptive to other
information.

Words to Avoid in External Messaging

External campaign messages must be simple, conversational and fun—not technical. Avoid using acronyms
or abbreviations people unfamiliar with electric vehicles do not understand, including:

• EV • HOV
• BEV • EVSE
• PEV • Level 1 Charging
• PHEV • LeveI2 Charging
• OEM

CAMPAIGN IMPLEMENTATION
PHASE 1: PLANNING

The first phase of the campaign is focused on preparation. A number of milestones must be completed
before any communication with the target audience takes place.

Develop Branded Campaign Assets

Campaign logo and visual style guide. Guidance for graphic designers on the target audience and
brand attributes is included in prior sections.

Facebook and Twitter profiles and content calendar. The campaign’s main online presence will be
housed on these two social networks in order to maintain a focus on sharing content. Profile images,
Facebook and Twitter cover photos and Twitter background images must be branded to match the
campaign’s visuals. Once the profiles are developed, an editorial/content calendar should be created
to ensure a consistent stream of content during the execution phase.

Anthem video. A brief, 30- to 60-second video will serve as a campaign introduction and seed content
for social media. This video should be professionally produced, but feel authentic and feature the voice
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of the driver; it should not be packaged as a slick car commercial. We recommend including
testimonials from first-time drivers sharing how it felt to get behind the wheel. It could also include
testimonials from local notable figures or celebrities. This video will be supplemented by shorter,
unproduced video clips as the campaign gathers content.

Secure Partners and Brand Ambassadors

Reach out to potential partners. Electric vehicle associations, local employers and other organizations
have a role to play in the execution of this campaign. Audience targeting, viral capabilities, and
potential event reach will all help motivate manufacturers, dealers, and organizations to partner with
the campaign. (See the appendix for a complete list of potential partners and roles. Some
organizationsare already in the stages of planning test drive events in 2013-14, with a goal of
conducting 75 test drives that the campaign could partner on.> We recommend developing a written
partnership agreement so the expectations and roles of the campaign and individual partners are
clear. Once partners are secured, it is important to share the background of the campaign with them,
and ensure they understand the brand, messages and are bought in to adopting the campaign
hashtag.

Identify and train brand ambassadors. A key component of the campaign is a trained set of existing
drivers whom we will refer to as brand ambassadors. They should be asked to make an informal
commitment of participating in two or more events. Potential ambassadors should be screened to
match the demographics of the target audiences. Preference should be given to newer drivers who can
authentically recall their decision to choose an electric vehicle and are less likely to use technical
jargon. Ensure there is gender diversity among the pool of ambassadors. A brief training on the
campaign’s goals and key messages is required before ambassadors participate in events. At the
campaign’s discretion, incentives for participation may be provided to ambassadors.

Brand Ambassador Criteria

• Existing drivers with experiences to share
• Closely match target audience demographics
• The group should reflect gender diversity
• Preference should be given to newer drivers (long-time enthusiasts can seem less

relatable to potential new drivers, and are typically less able to describe their initial
decision to drive an electric vehicle)

• Drivers must have a demonstrated ability to discuss electric vehicles without focusing
on technical jargon

Identify professional event staff, as needed. Events conducted without a partner will need professional
staff and emcee to manage the event to ensure a polished experience for target audiences.

Secure vouchers for extended experiences. Vouchers and incentives will be a powerful motivator for
social sharing and content creation after the events. Potential incentives include: exclusive discounts,
discounted accessory upgrades, leasing rebates, discounted car-sharing, and other offers.
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Plan Events

Plan launch event. An initial launch event is a good opportunity to introduce the brand and generate
earned media for the campaign. One potential idea is to launch the campaign in conjunction with the
new Bay Bridge opening scheduled for Labor Day 2013.

Identify event regions. The Bay Area Air Quality Management District (BMQMD) produced the Bay Area
PEV Readiness Plan1 which includes a geographic analysis of likely early EV buyers/leasers. The
factors used to identify communities with a high percentage of early adopters include:

• Income: Percentage of households with incomes greater than $100,000
• Hybrid Ownership: High levels of hybrid ownership.
• Property Ownership: Proportion of home owners vs. renters.
• Dwelling Type: High percentage of single family homes
• Total Household Vehicles: Number of households with two or more vehicles.

The final map of most likely electric vehicle adopters in the Bay Area can be found on the following
page. MTC has access to additional demographic data if needed. Event regions should focus on the
areas highlighted in the map. Purchasing market research data or lists of pre-qualified prospects is
also an option. Communities with retailers such as Whole Foods should be prioritized for test drive
events; they target their store locations to reach our target demographic and are a prime partner.

1 BayArea and Monterey BayArea Plug-in Electric Vehicle Readiness Plan, BayAreaAirQualityManagement District,
December 2012.
http://www.baaq md.gov/—/media/Fi les/Strategic%20l ncentives/EV%2OReady/Background%20%2oAnalysis%2OPEV
%20Readiness%2OPlan%2OFINAL.ashx
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How to Prioritize Event Opportunities

Develop event calendar. Using the prioritization guidelines above, develop a calendar of events.
Potential events partners and locations, including employer and community locations, can be found in
the appendix. All events do not need to be scheduled in order to begin the execution phase. The initial
launch event should be a priority for planning to ensure an exciting experience and earned media.

Secure test drive fleet of vehicles. Pursue partnerships with manufacturers, rental car companies or
local driver groups to obtain vehicles for single, multiple or all events. If dealerships are approached for
vehicles, ensure there is a mutual understanding that the test drive events are to be free from
salesmanship. For events targeted to car-sharers, car-share companies should provide cars from their
own fleet for their members to test drive. After procurement of vehicles, wrap the vehicles with the
campaign’s visual branding or other signs as appropriate.

Determine insurance needs. Depending on whether the test drive event is done in conjunction with a
larger event or at a community location with a partner, insurance can be handled in different ways. The
implementing firm, or partner conducting the events, can purchase event insurance or extend their
umbrella policy to include the events. Signed waivers are recommended for test drivers.

A limited budget, highly specific target audiences, and limited existing target lists make it critical to
prioritize event opportunities. We recommend prioritizing as follows:

First Priority: Host events in partnership with local employers or community groups
Criteria for Selection

• Locations that are conducive to test drives
• Employers where our target audiences work
• Community locations where our target audiences live
• Settings in which people will be in the appropriate mindset to test drive

(e.g. they are not rushed or in transit to another location)

Second Priority: Identify existing community events the campaign can connect to
Criteria for Selection

• Events that are conducive to test drives
• Events in neighborhoods where our target audiences live
• Events that would appeal to our target audiences’ interests
• Settings in which people will be in the appropriate mindset to test drive

(e.g. they are not rushed or in transit to another location)
• Possible types of events include: National Plug-In Day, neighborhood festivals and family

events, tech conferences, or seasonal street fairs

I
Conduct Baseline Measurement

Conduct a statistically significant pre-campaign phone or online survey. The purpose of the pre
campaign survey is to set a baseline for knowledge and attitudes toward electric vehicles among the
target audience. One of the key goals is to measure the target audiences’ consideration of an electric
vehicle for their next car purchase. We recommend partnering with a public opinion research firm to
determine the scope and survey instrument. The sample surveyed must match the demographics
outlined in the Target Audiences section of this plan.
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CAMPAIGN IMPLEMENTATION
PHASE 2: GROUND GAME AND AMPLIFICATION

Upon completion of the planning phase, communication with the target audiences may begin. There are
two elements for communicating with the audience: a) ‘ground game,’ which focuses on events and
creating a deep experience for the audience, and b) amplification, which focuses on leveraging content
(e.g. peer testimonials) with a broader segment of the audience.

Major auto manufacturers are most familiar with making major advertising investments guaranteed to
reach many millions of people, with the expectation that effective advertising campaigns will deliver a
certain percentage of customers to dealerships. This approach generally fails the plug-in market. For plug-
ins, new strategies are needed that marry social media and advertising-based outreach approaches. This
would include a well-defined social media strategy, along with a calendar of place-based, peer-to-peer,
and event-based marketing activities. By combining both of these strategies, this campaign can catalyze a
steadily growing Bay Area plug-in vehicle market.

Stages of Consumer Adoption

Consumers entering the plug-in market will typically move through these tiers of awareness and
engagement on the path to purchasing their first EV:

• Tier One: Awareness: The consumer reads an article or sees an advertisement or speaks to an
EV driver and recognizes that various EV types and models exist. They begin to differentiate
between vehicle types (e.g., battery electric vs. plug-in hybrid), and both types from
conventional vehicles; the communication medium may be by conversation, traditional media,
oronline.

• Tier Two: First Encounter: The consumer sees the EV in person for the first time - either on
the road, at a static display, in a show room or, very likely, in a neighbor’s driveway. If a static
display, the consumer can sit in it and look under the hood and have the ability to ask
questions.

• Tier Three: First Test Drive: A first test drive usually lasts from 2-10 minutes, and may be done
at a dealership or manufacturer/community special event, or possibly a friend or neighbor will
invite them to drive his/her vehicle around the block. The consumer gets a sense of the
‘realness” of the vehicle and may consider a purchase. Some may purchase at this stage, but
many decide that further research is warranted — particularly to enlist family support of the
purchasing of a new kind of car.

• Tier Four: Extended Test Drive/Lifestyle Experience: The consumer takes the vehicle on a
course of their own choosing, on familiar roads. They gain a first-hand understanding of the
superior EV driving experience and often develop an emotional attachment. Most will
consider a purchase at this point, but may still harbor concerns about how an EV will fit their
lifestyle (e.g., charging, range, etc.). In that case, the consumer can be connected to a rental
or car share program that will allow them to drive the EV for a period lasting from 2-7 days,
which includes having access to basic charging for home (off of a regular home outlet) and/or
access to public charging. At this stage, lifestyle validation is achieved and the EV is not just a
consideration: it is now desired. The emotional attachment necessary to encourage a
purchase is complete.

FL,. ,,,, .1
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GROUND GAME

Manufacturer and dealer marketing efforts already focus on “Tier 1” awareness of the vehicles, and
existing efforts in the Bay Area (see Appendix 2) already address “Tier 2” first encounters.

The robust “ground game” is intended to increase customer advancement through Tiers 3-4. By carefully
targeting resources to move prospective consumers through the adoption process, this campaign can
deliver thousands of new prospective customers to dealerships or car-share services — “Tier 5”

-

generate demonstrable impact on sales and regular EV use.

In locations where numerous employers exist with favorable demographics, such as Silicon Valley, event
targeting may focus initially on employers that have already deployed EV charging or are actively
considering EV charging deployments. In other locations, community events such as farmers markets,
relevant shopping locations, and street fairs may be optimal.

Ground game efforts would include three channels to funnel prospective customers through ever-deeper
interest in and engagement with the vehicles and, ultimately, into dealerships. For a detailed event outline,
please see Appendix 6.

Types of Events

Tier 3 — First Test Drive: These test drive events will serve as the cornerstone of the ground game. Car
manufacturers will populate the events with cars for short test drives on a “coned off” section of a parking
lot or on set street routes where feasible. The events will be covered by the social media team.

Corporate events will include pre- and post-event support, including gathering information on consumer
interest/acceptance before and after the event.

For public events, it will be necessary to have a larger gathering area (e.g., tent, multiple tables, etc.). Test
drives will be limited to 2-5 minutes to accommodate large numbers.

Tier 4 — Extended Test Drive/Lifestyle Experience: These are personalized events, with an extended,
discounted rental from a car sharing or rental car agency. Those that require deeper experience can
participate in a complete lifestyle experience, e.g., the consumer lives with an EVfor an entire week to see
how it fits with their life, including an orientation to charging at home and in public. A drawing among test
drive participants could identify winners to receive this at no cost.

Pre-Event Promotion

In order for test drive events to be successful, we must drive our audiences to attend and participate.
Event promotion tactics include strategic public relations, paid advertising, and partnership promotion.

Strategic Public Relations and Influencer Outreach
Community-level news channels and aggregators will be key to reach target audiences. The launch event
can be pitched to local media. Consider offering news channels exclusive opportunities to get behind the
wheel. Possible public relations channels also include:

• Local event listings
• Community newspapers
• Influential bloggers
• Local radio and television
• Event location partner promotion

Paid Media
Paid media platforms can also be very effective in reaching target audiences. This campaign will employ
tactics that can be ultra-targeted. Social media advertising, for example, can be narrowed down by
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location, age, education level, and even interest. Paid media efforts could include:

• Drive-time radio reads on radio shows that are local and topical for our target audiences,
• Direct-mail postcards targeted by zip code and neighborhood (paid/exchanged lists are required

for this tactic), and
• Paid social media advertising, including Facebook social text ads and promoted posts, and

promoted Tweets.

Partner Promotion
Campaign partners will have an important role in test drive event promotion. Event host partners may have
a variety of communications channels available to promote test drive events, such as public display space,
employee email bulletins, and their own social media communities. (See appendix for full list of potential
partners.)

Event Logistics and Experience

The test drive is a key focal point of this campaign and essential for content gathering. The test drive
events need to be active, engaging, and fun to match the brand of the campaign.

Test Drive Course
Each event will need test drive routes that allow drivers to experience performance features: quick
acceleration from stop and an uphill incline, if possible. The route information can be posted in the car and
branded with campaign images and messaging. A successful tactic from other test drives is to have two
route options available, shorter and longer, depending on demand and wait times. The test drive can
further reinforce campaign messages by having fake gas pumps set up for drivers to speed past, for
example, or setting up the route to go past an actual gas station.

Food Trucks
Events at locations such as employer parking lots should have complimentary food trucks available to
provide food and refreshment to draw participants, especially if they are visiting during lunch hour. Food
trucks match the campaign’s fun, cool tone, and can also keep participants busy while waiting for test
drives.

Branded Signage and Equipment
Tents, banners and branded signage will also reinforce the campaign’s fun tone, create a polished look
and feel, and attract participants to stop by the event.

Event Staffing
Event staffing is key to hosting professional, polished events that offer the best possible experience. We
recommend the following staffing structure as a guideline. Actual staffing levels will depend on a number
of factors, including expected attendance, number of available vehicles, partner participation and budget.
The following staffing structure recommends between 6-10 staff per event, excluding ambassadors.

• Professional event emcee. This person will intermittently play music and broadcast campaign
messages, give information about promotions, direct people to chat with brand ambassadors,
encourage real-time social engagement, inform attendees about available activities and wait time,
and relay any other pertinent information.

• Promotional staff. These team members will distribute branded promotional items, encourage real
time social media engagement, gather email addresses, and encourage test drives.

• Test drive facilitators. Drive facilitators will give brief driving tutorials to attendees and manage
logistics, including waivers, ID and insurance information verification, wait time, and course
selection.
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• Content managers. Content managers will collect video and social media content, and handle
video and photo releases.

• Brand ambassadors. Trained ambassadors can answer questions and should be identified visually
(e.g. special name tags or shirts) so attendees can easily approach them. This group is the
personal, relatable element that adds credibility to our campaign messages. Ambassadors can
answer questions and share personal stories that let our audience gain knowledge without feeling
like they are being sold to.

Branded Giveaways
We recommend stylish and high-quality promotional giveaway items. Our target audience has a strong
preference for quality and style. For this reason, inexpensive water bottles and poly-blend T-shirts will not
appeal to them. High-quality giveaways are more likely to be used and create more brand exposure. It is
acceptable to limit quantities and offer the giveaways in exchange for campaign engagement. For
example, only people who participate in a test drive will be offered a T-shirt and water bottle.
Recommended items include:

• Metal water bottles
• Smartphone cases
• Reusable grocery tote bags
• T-shirts

Content Gathering
Event staff and volunteers will engage with attendees to facilitate content creation, which the campaign
will then amplify. This includes:

• Video in cars to capture drivers’ expressions and reactions
• Video interviews at the conclusion of test drives
• Photos in and around cars

On-Site Social Media Sharing
With on-site computers and big screens,thé campaign will be able to amplify user-generated content in
real time via live feed of the hashtag, videos, photos or rotating slideshows. Social media opportunities
and actions to encourage include:

• Check in using Facebook
• Like on Facebook or follow us on Twitter
• Check-in to win an extended rental voucher (using a program like Facebook Deals)
• Post and tag a picture on Facebook or Twitter
• Post on the #ElectricFeeling wall or tweet us: How did it feel?
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Car-Sharer Implementation

Car-Sharing Electric Vehicle Visibility
A major motivator for our secondary audience, Urban Car—Sharers, is convenience. To appeal to that
priority, the campaign recommends strengthening the visibility of car-sharing services’ electric vehicle
parking locations. This includes:

• Campaign-branded signage on and around electric vehicle parking spots
• Direct-to-member correspondence about electric vehicle availability nearby
• Potential co-branding of cars with the campaign’s logo for a limited time

Car-Sharing Events
We recommend test drive events geared specifically to Urban Car-Sharers that take place separately
from events geared to potential owners. Car-sharing test drive events can take place in San Francisco,
near parking “pods” with electric vehicles.

These events will be smaller in scale and use car-share fleets, but would mimic the experience at events
targeted to potential owners. Due to car-sharing restrictions, only members of the service that co-hosts
each event will be able to test drive. Participants who test drive should receive a small discount for an
electric vehicle car-share reservation.

AMPLIFICATION

The ground game is focused on achieving depth; the amplification strategy is about achieving breadth.
With content from test drive events, we will broaden the exposure of campaign images and messages.

Amplification is essential to achieving the campaign’s other primary objectives:

• Foster positive conversation about electric vehicles online among our target audience

• Empower our audience to share their electric vehicle experience with their networks

• Increase consideration of electric vehicles among our target audience

4m really loving my new

/ Volt. ltooka3O mile

/, drive today and used

IA ZERO gallons of gas. I’ve
V I driven 40 miles in two

days and have used
ZERO gas and produced
ZERO fumes. I love it!”

“My wife and Ijust test
drove the leaf. I’m not
super into the electric car
idea. But after driving it
though...OMG I’m pretty
much sold. No engine
work, no gas. 8 hour full
charge. These things really
move!”

The role of amplification in this campaign is in fostering the attitude shift necessary to change consumer
behavior. As noted in our research findings, actual drivers are the most persuasive advocates. There is a
level of doubt around electric vehicles and their abilities that only peer voices can help overcome. Built into

“This car really moves! I
can’t describe how
amazing ...lt’s what you
feel like when you are
taking off in a jet. I have
NOT been disappointed
with this car.”
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the fabric of this campaign is peer-to peer sharing and influence: amplification of peer voices will expand
our reach. People who drive electric vehicles have positive things to say about them, and our campaign
will lift up those positive messages to influence audience perceptions about electric vehicles. In
amplification, we’ll employ many of the same tools we used to drive attendance to events, including paid
social media advertising, but we’ll also add several other tactics.

Paid Media

Geo-Targeted Gas Pump Ads
Gas pump advertising will allow the campaign to take advantage of pain at the pump and reach audiences
when they are primed to receive campaign messages. Gas pump video ads can be targeted by zip code
and even by individual gas station. Demographic data will play a key role in location selection. We
recommend test drive video and driver reactions for these ad spots.

Online Content Promotion
We recommend that the campaign invest in online promotion for the best content generated at test drives.
This promotion could include:

• Facebook promoted posts
• Promoted tweets
• YouTube video advertising or video promotion

Managing Online Communities

As the campaign seeds conversation online, the communities that form around the campaign’s social
media properties must be nurtured and managed. A staff member or social media contractor will need to
assume management of these online communities to answer questions, respond to inquiries, and
generally maintain the conversational quality of the online communities.

As the campaign’s social media following grows, offering incentives will give the audience the tools to take
the next step. These incentives and promotions would come from campaign partners and could include:
exclusive discounts, discounted accessory upgrades, leasing rebates,discounted car-sharing and other
offers.

Outdoor and Transit Advertising

If MTC is able to secure free or reduced cost bus shelter or roadside space, we recommend leveraging
those spaces as another platform for content amplification. Ads could include photos or brief quotes from
test drives. We recommend outdoor advertising that is visible to drivers, such as outdoor bus-shelters or
rotating billboards.

CAMPAIGN IMPLEMENTATION
PHASE 3: MEASUREMENT

As indicated earlier in this plan, the campaign has limited resources as well as constraints such as the
cost, infrastructure and technology limitations of the current electric vehicle fleet. As a result, it is
important to put measurement and evaluation metrics in the overall context of what the campaign is
working to achieve: a tipping point whereby the campaign increases awareness, interest in, and
excitement about electric vehicles. These metrics are less direct than number of electric vehicles sold’ as
a result of this marketing effort. However, by changing attitudes about electric vehicles, the campaign will
contribute significantly to the natural surge of the electric vehicle industry— the kind of HJ curve” on a sales
graph where sales build momentum, then rise exponentially.
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We recommend evaluating the impact of this campaign by measuring three key impact factors: attitude
change, reach and behavior change.

Attitude Change
Attitude change refers to the campaign’s objective of changing the way Bay Area residents think about
electric vehicles. If we are successful, that attitude change will translate into behavior change, i.e. more
people will acquire and share electric vehicles.

At the outset of the campaign, we strongly recommend a statistically significant survey of people who fit
our target audience demographics here in the Bay Area. That survey will measure current attitudes and
perceptions of electric vehicles, allowing us to set a baseline from which to measure for the rest of the
campaign.

At the conclusion of the campaign, the survey should be repeated with the same questions to determine
how the campaign has changed attitudes within our target demographic. These results provide a concrete
measurement of the campaign’s effectiveness and can inform future efforts.

Reach
One benefit of social media-based campaigns like this one is their concrete measurability. Our campaign
approach allows us to measure Facebook and Twitter reach, conversation generated and adoption of the
campaign hashtag. At pre-determined intervals, the campaign can test how far and wide the campaign’s
messages have penetrated the larger conversation about electric vehicles on Facebook and Twitter. We
recommend a quarterly analysis of social media reach. Also important to measuring success are event
reach, and paid and earned media reach. The exact spend and duration of paid media will provide an
estimated reach for paid media impressions.

Bay Area Electric Vehicle Market
In San Francisco, Mann, Contra Costa, San Mateo, and Santa Clara counties, there are approximately
415,000 registered voters with a household income of $150,000 or higher. While this is not an exact
match to the target audience, it provides an approximate comparison point that can be expanded upon by
the implementing firm.

Approximately 360,000 Facebook users in the Bay Area share the characteristics of our target audience.

Behavior Change
The automobile industry traditionally uses an “introduction metric,” a tool for predicting the success rateof
turning potential customers into first-time buyers of their brand. An important part of the introduction
metric sales estimate is based on the number of people who physically view and inspect the car. For
example, if a manufacturer can get 1 million people nationwide to come see their latest vehicle, they
estimate they will sell 100,000 of those vehicles. This translates to a 10% adoption rate.

Assuming the Tier 3 events are implemented as proposed with eight vehicles per test drive event, five
minutes per test drive, plus two minutes of transition time between drivers, then approximately 275
people will be able to test drive EVs at each event. With 20 such events, the reach of this portion of the
campaign would be 5,500 Bay Area residents.

The social media campaign will be able to further extend the reach and impact of the test drive events. The
5,500 test drive participants will generate substantial social media content. Assuming that each test drive
participant has the industry average of 200 social media followers, these participants will result in
1,100,000 individuals receiving a one-time impression of the campaign message - how it felt to drive an
electric vehicle — from their peers.
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In addition, paid social media amplification will create additional impressions. For example, a budget of
$5,000 to amplify a single video or testimonial, assuming an estimated cost of $0.16 per thousand
impressions, can generate 30,000,000 impressions. With a larger budget for paid social media
advertising, this campaign will be able to create multiple impressions with thousands of potential Bay Area
EV early adopters.

To be conservative, we will only apply the introduction metric to these drivers who actually get behind the
wheel of a car at one of the test drive events. It could be argued that due to the external factors that make
EV adoption more difficult than with other vehicles, this rate may be too high for this type of vehicle.
However, due to the targeted approach of promoting the events to the audience with lower barriers to EV
adoption, while also providing the social media amplification of the campaign in the estimate, we believe
that the 10% introduction metric is a reasonable approach to calculating the potential for EV
purchases/leases. This rate this would mean that of the 5,500 test drive participants, 550 of them would
end-up purchasing or leasing an EV.

Current trend lines indicate that approximately 4,000 electric vehicles will be sold in the Bay Area in 2013.
We believe that this campaign can result in an additional 550 vehicle sales, an increase in sales of 14%.

Assuming an average of 15,291 miles driven annually by drivers in the target demographic age range2 and
using emissions factors from the California Emissions Factors Model (EMFAC), this translates into
approximately 3,700 tons of C02 emissions reduced in 2013. Over the next ten years, those vehicles alone
will prevent CO2 emissions upwards of 37,000 tons. This analysis does not take into account the
emissions associated with electricity generation, nor do these estimates take into account the number of
sales generated from the social media campaign or the sales momentum that these initial purchases have
the potential to spark. Real GHG reduction impact will likely be much larger; echoing long after the
campaign itself has ended. A thorough evaluation of the campaign will seek to provide concrete results of
its benefits.

Measures to Track for Final Reporting

Throughout the campaign, we recommend tracking the following metrics.

• Attitude shift
• Paid media impressions
• Earned media impressions
• Social media shares of promoted content
• Social media content views
• Hashtag penetration on Twitter
• Total event attendance
• Individuals who conducted a test drive at an event
• Special voucher or discount redemptions
• Hours of ambassador time at events

2 U.S. Department of Transportation Federal Highway Administration, Average Annual Miles per Driver by Age Group.
www.fhwa.dot.gov/ohi rn/on hOO/bar8.htrn
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CAMPAIGN IMPLEMENTATION
PHASE 4: ONGOING ENGAGEMENT

The campaign will have collected a powerful group of supporters and fostered a valuable online
community of supporters and potential buyers/leasers. Ending our engagement at the conclusion of the
campaign would squander a valuable opportunity to keep electric vehicles top-of-mind for our target
audiences. We recommend ongoing management of social media properties to be assumed by an outside
social media contractor or partner organization.

Capturing and Posting Content

In order to maintain relevancy, stay visible online, and convey helpful information that has the potential to
drive purchases/leases, the ongoing content manager must aggregate relevant content and share it
online. Ongoing content sharing will help connect potential buyers/Ieasers with information that will make
it easier for them to move down the pipeline toward purchase. Information to be shared on an ongoing
basis should include:

• News about new features, improvements in range or charging availability
• Notification when new models are released
• News of new tax incentives or rebates
• Notification when new sharing pods go into service
• Articles about electric vehicle use in the Bay Area
• Aggregating and sharing relevant content from partners

TIMELINE

Months 1-6: Planning

Visual Design Completed
The creative process will need to be completed before the campaign launch. Visuals should be approved
and finalized within the first month of the campaign implementation. The campaign anthem video should
be completed within this phase.

Partners Engaged
Partners can enlist on an ongoing basis. A few key partners involved in the campaign planning process
have already expressed interest; these partnerships should be secured very early on, but other partners
may join as the list of partners becomes more robust.

Fleet Secured
The fleet will need to be partially secured before launch, although additional fleet assets can be added as
the campaign progresses.

Event Planning Underway
Event planning can take place in three-month stages. By the end of the planning phase, the details should
be fleshed out for all events occurring within the first three months of the execution phase. By the end of
the planning phase, timeframes should be in place for events that will occur in months seven through 10.

Core Staff Trained
By the end of the planning phase, a core group of brand ambassadors should be identified, trained, and
committed to a set schedule or frequency of event attendance and content creation. Paid event staff
should be identified, trained in campaign goals and messages.
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Baseline Measurement Complete
Before active campaign efforts launch, baseline measurements of electric vehicle attitudes and
consideration will need to be conducted and completed.

Months 4-10: Execution

Ongoing Event Planning and Promotion
Although the first three months of events will need to be planned before launch, additional event planning
can continue as the execution phase gets underway.

Hosting Events
Events will take place at community and employer locations, as well as in partnership with already
established events.

Gathering and Creating Content
Content creation and sharing will be ongoing, as part of the events, and shared on the campaign’s
properties.

Amplifying Content
Test drive event content should be continuously amplified and broadcast to our audiences, primarily
through paid social media advertising.

Message Optimization
As the campaign progresses, the implementing firm should monitor and refine the campaign’s messages
as needed based on social media advertising performance, to achieve maximum impact.

Months 11-12: Measurement

Results Reviewed
According to campaign goals and metrics, analysis will need to be completed in the measurement phase.

Outcomes Reporting Completed
A rigorous results assessment should be completed and shared with MTC and funding partners.

Beyond: Ongoing Engagement

Creating and Aggregating Content
As outlined above, ongoing community management and content creation will keep potential
buyers/leasers engaged.
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ESTIMATED BUDGET

The table below outlines the approximate allocation of the campaign’s $845,000 budget over a 12-month
period, assuming approximately 20 events. It is at the implementing firm’s discretion to determine the
best way to allocate resources based on final event production partnerships and paid media costs.

Budget Category Budget = $845,000

Overall Campaign Management Estimated Budget

Agency fees for campaign management, partnership development,
vendor and event oversight, brand ambassador recruitment and training,
logo development, video production, social media community 20-25%
management and content development and earned media outreach and
coordination.

Event Execution

Professional event coordination, including staffing and brand
ambassador stipends, branded event giveaways, event insurance, event

3545o,equipment rental and branded signage, food trucks, miscellaneous
expenses (e.g., printing, test drive signage, venue costs, etc.)

Promotion and Content Amplification

Creative for advertising and branded materials, targeted postcard mailing
for event promotion, paid outdoor and gas pump advertising for content

3035°/amplification, and paid social media advertising for both event promotion
and content amplification.

Campaign evaluation Covered by separate funding

Sample Advertising Costs

Exact costs for paid media will be determined by a number of factors, including dates, length of time, size
of buy, geography and other factors. Here are some ball-park figures:

• Gas pump advertising: —$30 for 1,000 impressions at a single gas station
• Bus shelters: $1,200 per face (MTC eligible for discounted rates) in four weeks
• Junior-size poster (billboard): $28,000 for 21 million impressions in four weeks
• Social media: $5,000 for 30,000,000 impressions on Facebook
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APPENDICES

Appendix 1: Partners and Roles
Throughout the campaign planning process, we have already identified several companies and
organizations that could serve as partners to the campaign. Partners will be key in campaign
implementation, playing several different roles:

Event Host
Employers and community locations will be needed to provide location and co-hosting duties for
campaign test drive events.

Promotional Partner
The campaign may choose to explore media partnership to help in promoting test drive events and
driving attendance. For test drive housed within larger community events, the campaign may want
to pursue the option of having a radio show broadcast from on-location. Driver groups can also
help with event promotion through their social media channels.

Source of Ambassadors
Electric vehicle organizations and groups will be key in securing brand ambassadors. The leaders
of existing Bay Area electric vehicle efforts can help identify relatable drivers to talk to prospective
owners at events.

Adoption Incentive Providers
Vehicle dealerships, car-sharing services and manufacturers can offer promotions that will help
turn consideration into behavior change. These partners will be continuously acquired throughout
the course of the campaign.

Fleet Top Tier

Partner Event Event Co- Ambassador Promotional Sourcing/ Partner
Location Host Source Partner Adoption (what does

Incentives this mean?)

Companies
Whole Foods
City CarShare
Zipcar
Enterprise Rent-A-Car
Tesla
Ford
Nissan
Coda
NBC BayArea
Patch.com
SunPower

Employers
Google

________ ________ ________ ________ ________ ________
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Apple
Adobe
Genentech
Facebook
Intel
SAP
Netflix
Frito Lay

Electric Vehicle Groups

Charge Across Town
North Bay Electric Auto
Association
East Bay Electric Auto
Association
Silicon Valley Electric
Auto Association
Golden Gate Electric
Vehicle Association
Plug-In America
SFBayLEAF
Bay Area Climate
Collaborative
EV Communities
Alliance

Regional Government

City and County of San
Francisco
Transportation
Authority of Mann
City of San Jose
City of Oakland

__________ __________ ______

Appendix 2: Bay Area Employers with EV Charging Stations

Bay Area Employers with EV Charging Location
Xerox Palo Alto
Intel Santa Clara
Electronic Arts Redwood Shores
Adobe San Jose
Adobe San Francisco
Propel Redwood City
SAP Palo Alto
Oracle Redwood Shores
Google Mountain View
Netflix Los Gatos
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Apple Cupertino
Citrix Santa Clara
HP Palo Alto
Frito Lay Alameda
AOL Palo Alto
eBay San Jose
Facebook Menlo Park
Cisco San Jose
Intel Santa Clara
Agilent Santa Clara
Yahoo Sunnyvale
Applied Materials Sunnyvale
Texas Instruments Sunnyvale
Symantic Mountain View
AMD Sunnyvale
Pixar Emeryville
Genentech South San Francisco

Appendix 3: Evaluation of Existing Efforts

Having evaluated other electric vehicle promotion campaigns, efforts and groups already at work in the
Bay Area and beyond, this campaign determined that no existing efforts lie in direct competition with or
opposition to the efforts we propose.

Many groups are advocating for improved charging infrastructure, and readiness is a huge topic of
conversation. Consumer education about the technical aspects of electric vehicle ownership is also
covered, with almost all of the groups detailed below offering fact sheets or resources for prospective
buyers/leasers. The crowded nature of the infrastructure and technical consumer education spaces
contributed to determining the path of this campaign.

While many groups have already concluded that test drives are the best way to drive consumer preference,
in our stakeholder interviews and in brandbuilding sessions, group representatives and existing drivers all
expressed that there is great need for more test drive events, especially that offer the opportunity to
drive—not just sit behind the wheel. Consumer education is important and many groups are doing a great
job of connecting people with resources; this campaign will fill a different yet major need in the market.

Group Group Type Geography Group Type and Activity Possible Collaboration
Bay Area Government Bay Area BACC is an EV Strategic Our campaign could share
Climate Working Council facilitator and a BACC informational resources
Collaborative Group partner to this with prospective buyers and

campaign. Drives help promote the next round
infrastructure of EV readiness awards. Their
development, policy site could host inbound links
change, and consumer. to help drive traffic to
adoption. The website campaign social media
provides information properties.
about policy compliance,
EV readiness, and
purchase incentives.
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Bay Area Plug
In Electric
Vehicle (PEV)
Ready
Bay Area Air
Quality
Management
District

California
Center for
Sustainable
Ener’
Plugln&Get
Ready

California Plug- Policy
in Electric
Vehicle
Collaborative

BAAQMD is a partner to
this campaign. PEV
Ready is an EV
information resource
and grant making
program. It funds
residential and public
charging installation.
Site is home to the Plug
In Electric Vehicle
Readiness Plan.
Promotes community EV
readiness and conducts
community readiness
assessments. Offers
readiness factsheets for
homeowners, installers,
and local governments.

California- Stakeholder partnership
wide for policy and

infrastructure advocacy.
The website offers
information for
stakeholders and
houses a long-term
strategic plan for Bay
Area EV adoption. The
plan is largely based on
technology and
infrastructure
improvements.

The PEV Ready site could host
inbound links to help drive
traffic to campaign social
media properties. Test drive
events could be listed on their
events page. Our campaign
could share PEV Ready
incentive and funding
opportunity information with
prospective buyers/leasers.

This campaign could give the
Plug In & Get Ready
factsheets to prospective
buyers/leasers with questions
about readiness. Their site
could host inbound links to
help drive traffic to campaign
social media properties.
Our campaign could cross-
post some of the
Collaborative’s informational
resources. Their site could
host inbound links to help
drive traffic to campaign
social media properties. They
could list the campaign launch
in their news section, and test
drive events could be listed on
their events page.

Government Bay Area

Nonprofit Primarily
Initiative San Diego,

Expanding
California
Wide
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Electric
Generation

Electric Vehicle
Association

Go Electric
Drive (Electric
Drive
Transportation
Association)

Resource for
information about EVs,
including factsheets for
consumers, dealers,
employers, and
electricians. The website
houses a
comprehensive listing of
funding and incentives.
Online community for EV
drivers

Electric utility industry
campaign to support
adoption of electricity as
a transportation fuel.
They commit their
campaign to amplifying
voices that reinforce
their message:
electricity makes driving
better.

Electric vehicle owners
and advocates group.
Holds social and
membership meetings
to build community and
support EV usage.

in

Their site could host inbound
links to help drive traffic to
campaign social media
properties. Our campaign
could cross post their content
and provide content to them
for posting. A strong
partnership with Charge
Across Town will help our
campaign play a major role
EV week 2013.
Our campaign could refer
prospective buyers/leasers
(already hooked by the
campaign) to DriveClean’s
buying guides and comparison
tools. Their site could host
inbound links to help drive
traffic to campaign social
media properties.

Our messages are similar, and
they also want to amplify
voices, so there is room for big
collaboration. Our campaign
could help provide user
content to Electric Generation
for amplification. They could
cross post our content, and
share information about our
events. Their supporting
organizations may be
interested in other forms of
support for the campaign.
EV Association member
communications channels
could be employed in our
search for brand
ambassadors and in
promotion of events.

Charge Across Nonprofit Bay Area Consumer education
Town Organization and advocacy group.

They educate and
incentivize commercial
and residential property
owners to install EV
charging stations. They
had a large role in EV
week.

DriveClean

Drive Electric

Government

Industry
Working
Group

Non profit
Organization

Nationwide.
Based in
DC

Bay Area
Chapters:
-Golden Gate
-Silicon Valley
-North Bay
-East Bay
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PG&E Industry
Plug-in Electric
Vehicles

SF Electric
Drive, The San
Francisco
Department of
the
Environment
SFBayLEAFs

Bay Area Website providing
information about
public, employer, and
residential charging
installation, rates,
environmental impact,
and energy savings.

National A coalition of EV owners
and drivers. They
engage in EV advocacy
and consumer
awareness drives. The
site provides consumer
education and
information about
buying, has a cache of
EV owner stories, and an
incentive tracking map.

EV information resource
site. Has consumer
information on
technology
developments and local
projects.

Bay Area Nissan LEAF owners
group. They provide
learning and
educational
opportunities to help
LEAF owners so that
they can get the most
out of their ownership
experience.

Our campaign could refer
interested potential
buyers/leasers to the energy
savings calculator and
electricity rate information.
The campaign could also
make use of and refer
audiences to their
environmental impact
calculations.
Plug-In America can be a
campaign promotional partner
and event co-host. Our
campaign could mutually
cross-post social media
content. We could list test
drive events on their currently
unused events calendar. Their
site could host inbound links
to help drive traffic to
campaign social media
properties.
Their site could host inbound
links to help drive traffic to
campaign social media
properties.

BayLEAF5 member
communications channels
could be employed in our
search for brand
ambassadors and in
promotion of events. Our
campaign could mutually
cross post their social media
content and provide content
to them for posting.

Appendix 4: Social Media and Trademark Availability

The hashtag #ElectricFeeling is not currently in use on Twitter. Other available hashtags include:

• #NoGas
• #feelthefreedom
• #feelelectric

Similar hashtags already in use in the electric vehicle space include:

• #EV: This is used in general conversation about EVs, across brands. Could be utilized along with
#ElectricFeeling to connect tweets to the larger conversation about electric vehicles.

• #GoElectric: This is a Tesla-specific hashtag.

Plug-In America Nonprofit
Organization

City and
County of
San
Francisco

Government

Nonprofit
Organization
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• #electriccar: This is used mostly in news updates.

“Electric Feeling” is an available trademark.

• www.electricfeeling.org is available. (Note that we do not recommend this campaign create its own
website or occupy its own URL.)

• www.electricfeeling.com is in use by a dance club in Austria with that name.
• Last known copyrights to “Electric Feeling” or “Electric Feelings” were filed in 1979 and 1986, for

musical albums bearing those names.

Appendix 5: Additional Background and Methodology

Below is more detail on the process, inputs and research used to inform the strategy for the campaign.

Original Research

• Stakeholder Phone Interviews

• Online and Social Media Listening

• Event Attendance

• Review of Existing Bay Area Efforts

• Review of Existing Research on Electric Vehicle Ownership

• Brand-Building Sessions in San Francisco, Mill Valley and Palo Alto

• Informal Online Survey

• Ongoing Engagement with MTC, Partners and Stakeholders

Stakeholders Engaged

• JoAnna Bullock, Association of Bay Area Governments

• Vandana Bali, Better Place

• Forrest Beanum, CODA

• Maureen Blanc, Charge Across Town

• Damian Breen, BAAQMD

• Kirk Brown, Plug In America

• Howard Clearfield, SF Bay LEAFs

• Aaron Cohen, CODA

• Ann Flemer, MTC

• Mike Harrigan, City CarShare

• Gary Lieber, SF Bay LEAFs

• Suzanne Loosen, Transportation Authority of Mann

• Karen Schkolnick, BMQMD
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• Heather Shepherd, California Center for Sustainable Energy

• Matt Sloustcher, CODA

Campaign Working Group

• Ursula Volger, MTC (project lead)

• Anita Daley, City CarShare

• Brenda Dix, MTC

• Rafael Reyes, BACC

• Kristine Roselius, BMQMD

• Richard Schorske, EV Communities Alliance

Fenton Staff and Strategists:

Parker Blackman, Kety Esquivel, Brian Hardwick, Tamara Murray, Ryan Schwartz, Alyssa Singer

Additional Detail on Research Findings

• The most persuasive messengers are current drivers. People who drive electric vehicles can be
powerful, highly credible advocates. Prospective buyers listen intently to their peers, and most
consumers are likely to base purchasing decisions on testimonial over other sales techniques.

o Data: Potential EV drivers in the next two years are more inclined to be involved in online
activities, use technology, and use a smartphone. Among this group, 20.5% owned an
iPhone. (Zp,yme and Airbiquity, 2010)

o Stakeholders: “The best salespeople are the drivers, hands down. Especially new
generations of drivers — they are hugely credible spokespeople. Encourage sharing, and in
an environment of high gas prices, you’ll get people’s attention quickly.”

o Social listening: 1 have taken an activist role with this car, in my communications on
Twitter, Facebook, and in person with others.”

• Drivers evangelize about not going to the gas station. Nearly unanimously, the thing electric
vehicle owners tell their social media networks the most is that they don’t use gas. This concept is
very appealing to potential owners and should be emphasized.

o Social Listening:

a “I’m really loving my new Volt. I took a 30 mile drive today and used ZERO gallons
of gas. I’ve driven 40 miles in two days and have used ZERO gas and produced
ZERO fumes. I love it!”

• “I’m gonna end up buying a electric car if gas prices keep going up like this.”

• “Last summer I bought an all-electric 2011 Nissan Leaf, and my gas station stops
are a thing of the past.”

• “I hate buying gas... I need an electric car...”
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• People buy cars emotionally. People buy/lease cars for emotional, not rational, reasons. The
campaign’s brand and messages must appeal to the audience on an emotional level.

o Stakeholders: “People buy cars VERY emotionally, not rationally. Think about the 4-wheel-
drive cars that people NEVER take off-road. People buy for the exception, not the rule. Be
careful about trying to be rational when marketing the EV.”

o Social listening: “This car really moves! I can’t describe how amazing ...The best description
I can give is what you feel like when you are taking off in a jet. I have NOT been
disappointed with this car.”

• Effective campaign messages focus on what the cars can do. Myth-busting doesn’t work. Effective
campaign messages need to be positive and focus on what the cars do really well. In addition, the
campaign must not over-promise what the cars are capable of.

o Stakeholders: “Industry spends too much time trying to dispel all the myths. Don’t try to
convince people that these cars can do everything. Educate about what these dars do very
well — day-to-day driving.”

o Data: “When it comes to countering rumors, the best strategy is not to deny the charge (“I
am not a flip-flopper”) but to affirm a competing notion. The denial works in the short term;
but in the long term people remember only the association.” (Dr. Craig Fox, a behavioral
economist at the University of California, Los Angeles)

• Going beyond green speaks to the target audience. People already know electric vehicles are
green, and our target audience values that. But eco-centric arguments alone do not drive purchase
for the audience we seek to reach. Electric vehicles need to have more to offer to the target
audience.

o Data: The primary reason that consumers would be willing to pay a premium for an EV:
Long-term cost savings (gas) 42%”Green” conscience 32% (PricewaterhouseCoopers
2011)

o “Environmental issues play a limited role in the decision making process households use
when they buy a new vehicle. Respondents ranked environmental impacts last among
eight criteria they considered when they purchased their existing vehicles. It appears that
decisions about purchasing new vehicles over the next nine years will not be driven by
environ mental concerns or national security.” (Mineta Transportation Institute, 2011)

o Stakeholders: “Climate change is not [every EV drivers’] biggest concern — they are highly
pragmatic. The average consumer is not willing to pay huge premiums for purely eco
conscious purchases.”

o Social listening: “I wanted to take the time to explain why I, a Republican my entire life,
decided to purchase an electric car... I don’t mention the green argument because it is, in
my opinion, the most debatable, most polarizing argument associated with electric cars.”

• KEY INSIGHT: The driving experience matters most. The best way to build interest in electric
vehicles is to give our audiences the opportunity to experience them. Driving an electric vehicle
changes people’s perceptions of the car.

o Stakeholders: “Getting vehicles in front of consumers helps them see that they’re not toys;
they’re actual vehicles. Test drives are a MUST.”
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o “What we want to do is get butts in seats. Get people to drive the car... to see if it fits your
lifestyle in a non-threatening, non-dealership environment.”

o “People get excited about the quietness. Torque and pickup. It’s a fun car! It’s like driving a
spaceship or an iPod.”

o Social listening: “My wife and I just test drove the leaf. I’m not super into the electric car
idea. But after driving it though...OMG I’m pretty much sold. No engine work, no gas. 8 hour
full charge. Not to mention these things haul ss.”

Appendix 6: Additional Ground Game Detail

Tier Name Tier 3a - First Test Drive: Tier 3b - First Test Drive: Tier 4- Extended Test
Public Event Corporate Driving Event Drive/Lifestyle Experience

2-10 Minutes 2-10 Minutes several hours to 3-7 daysTest Drive
Duration

Personnel 12-15 total (inc. Social Media)
Needed

Cars needed Up to 8 (4 different models)

Additional Tent, Table, Chairs, Literature, Video
Hard Needs Displays, Computers w/WiFi, etc.;

parking lot, cones, signs, charge

1-2 Ambassadors

Requires enlisting a car
sharing service, or obtaining
(dedicated) cars from
manufacturers and/or dealers

Charging provided by
participating companies

Create social media content,
interact with campaign social media
properties, sign-up for emails,
extended test drives

Social Media Facebook and Twitter content
gathering and amplification, live
tweeting, Facebook check-ins, etc.

Enticements Branded campaign giveaways

EV test drive events already planned
by campaign partners and
strategically selected neighborhood
locations, based on demographic
information

Additional Info Calendar to be set based on pre
planned events, and with input from
EV promotional campaign
stakeholders

Create social media content, interact
with campaign social media
properties, sign-up for emails,
extended test drives

Facebook and Twitter content
gathering and amplification, live
tweeting, Facebook check-ins, etc.

Branded campaign giveaways,
company-provided giveaways

Silicon Valley or other Bay Area tech
companies, employers who offer on-
site EV charging; many of these events
can be conducted with campaign
partners

Calendar to be set based on
receptivity from large employers and
timing of partner events

Previous sign up from Public
Event or Web site; Q/A
session, photo, blog, etc.

TBD

Voucher for reduced-rate
rental; eligible for Lifestyle
Experience Giveaway

Public or semi-public locations
co-located with charging

12-15 total (inc. Social Media)

Up to 8 (4 different models)

Tent, Table, Chairs, Literature, Video
Displays, Computers w/WiFi, etc.;
parking lot, cones, signs, charge maps

maps

Driver
Additional
Activity

Potential
Locations

Demonstrate charging

36
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APPENDIX B, COST AND PRICE ANALYSIS FORM 
(For Evaluation Purposes Only) 

COST AND PRICE ANALYSIS - RESEARCH AND DEVELOPMENT CONTRACTS 
This form is to be used in lieu of FAA Form 3515 as provided under FAPR 2-16.260-2, it will 
be executed and submitted with proposals in response to "Requests for Proposals”, for 
procurement of research and development services.  If your cost accounting system does not 
permit analysis of costs as required, contact the purchasing office for further instructions. 

PURCHASE REQUEST NUMBER 

NAME AND ADDRESS OF OFFERER TITLE OF PROJECT   
     
     
     

DETAIL DESCRIPTION  ESTIMATED 
HOURS 

RATE/HOUR TOTAL ESTIMATED 
 COST  (Dollars) 

1. DIRECT LABOR (Specify)       
     
     
      
     
     

     
TOTAL DIRECT LABOR     

2. BURDEN (Overhead-specify) Dept. or Cost Center Burden Rate X BASE BURDEN ($)  
     
     
     

TOTAL BURDEN     
3. DIRECT MATERIAL     

      
     

TOTAL MATERIAL     
4. SPECIAL TESTING (Including field work at Government installations)   

     
     
     

TOTAL SPECIAL TESTING     
5. SPECIAL EQUIPMENT (If direct charge - specify in Exhibit B on reverse   
6. TRAVEL (If direct charge)     
   a. TRANSPORTATION     
   b. PER DIEM OR SUBSISTENCE     

TOTAL TRAVEL     
7. CONSULTANTS (Identify - purpose - rate)     

     
     

TOTAL CONSULTANTS     
8. SUBCONTRACTORS (Specify in Exhibit A on reverse)    
9. OTHER DIRECT COSTS (Specify in Exhibit B on reverse - explain royalty costs, if any)  
10.                                                         TOTAL DIRECT COST AND BURDEN  
11. GENERAL AND ADMINISTRATIVE EXPENSE (Rate % of item nos.)   
12.                                                                             TOTAL ESTIMATED COST  
13. FIXED FEE OR PROFIT (State basis for amount in proposal)   
14.                                      TOTAL ESTIMATED COST AND FIXED FEE OR PROFIT  

15.                    OVERHEAD RATE AND GENERAL AND ADMINISTRATIVE RATE INFORMATION 
A. GOVERNMENT AUDIT PERFORMED DATE OF 

AUDIT 
ACCOUNTING PERIOD COVERED 

     
B. NAME AND ADDRESS OF GOVERNMENT AGENCY MAKING 
AUDIT 

C. DO YOUR CONTRACTS PROVIDE NEGOTIATED 
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  OVERHEAD RATES? (   )  NO    (   )  YES 
  (IF YES, NAME AGENCY NEGOTIATING RATES) 
     

D. (If no Government rates have been established, furnish the following information)  
                      DEPARTMENT OR COST CENTER RATE TOTAL INDIRECT EXPENSE POOL BASE FOR TOTAL 

     
     
     
     

16. EXHIBIT A - SUBCONTRACT COSTS (If more space needed, use blank sheets, identify item number) 
NAME AND ADDRESS OF SUBCONTRACTOR(S) SUBCONTRACTED WORK SUBCONTRACT 

   TYPE AMOUNT 
     
     
     
     
     
     
     
     
 TOTAL  

17. EXHIBIT B - OTHER DIRECT COSTS (If more space needed, use blank sheets, identify item number) 
     
     
     
     
     
     
     

       
     
 TOTAL  

CERTIFICATE 
The labor rates and the overhead costs are current and other estimated costs have been determined by generally accepted accounting principles. 
Bidder represents:  (a) that he__has, __has not, employed or retained any company or person (other than a full-time bona fide employee working 
solely for the bidder) to solicit or secure his contract, and (b) that he__has, __has not, paid or agreed to pay to any company or person (other than a 
full-time bona fide employee working solely for the bidder) any fee, commission, percentage or brokerage fee, contingent upon or resulting from the 
award of this contract, and agrees to furnish information relating to (a) and (b) above, as requested by the Contracting Officer. 
 
For interpretation of the representation including the term "bona fide employee," see Code of Federal Regulations, Title 44, Part 150. 
NO.  OF CONTRACTOR EMPLOYEES:  STATE INCORPORATED IN:  
 [   ]  500 AND UNDER                 [    ]   OVER 500    
 [    ]   OVER 750                           [    ]   OVER 1,000     

     

DATE SIGNATURE AND TITLE OF AUTHORIZED REPRESENTATIVE OF 
CONTRACTOR 

     
     



 

 

 
APPENDIX C, CALIFORNIA LEVINE ACT STATEMENT 

 
California Government Code § 84308, commonly referred to as the “Levine Act,” precludes an 
officer of a local government agency from participating in the award of a contract if he or she 
receives any political contributions totaling more than $250 in the 12 months preceding the 
pendency of the contract award, and for three months following the final decision, from the 
person or company awarded the contract.  This prohibition applies to contributions to the officer, 
or received by the officer on behalf of any other officer, or on behalf of any candidate for office 
or on behalf of any committee. 
 
MTC’s commissioners include: 

 
Alicia C. Aguirre Federal D. Glover Joe Pirzynski 
Tom Azumbrado Scott Haggerty Jean Quan 

Tom Bates Anne W. Halsted Bijan Sartipi 
David Campos Steve Kinsey James P. Spering 
Dave Cortese Sam Liccardo Adrienne J. Tissier 

Bill Dodd Mark Luce Scott Wiener 
Dorene M. Giacopini Jake Mackenzie Amy Rein Worth 

 
1. Have you or your company, or any agent on behalf of you or your company, made any political 

contributions of more than $250 to any MTC commissioner in the 12 months preceding the date 
of the issuance of this request for qualifications? 
 
___ YES ___  NO 

 If yes, please identify the commissioner:   ____________________________________________  
 
2. Do you or your company, or any agency on behalf of you or your company, anticipate or plan to 

make any political contributions of more than $250 to any MTC commissioners in the three 
months following the award of the contract?  

 
___ YES ___ NO 

 If yes, please identify the commissioner:   ____________________________________________  
 
Answering yes to either of the two questions above does not preclude MTC from awarding a contract to 
your firm.  It does, however, preclude the identified commissioner(s) from participating in the contract 
award process for this contract. 
   

 
DATE  (SIGNATURE OF AUTHORIZED OFFICIAL) 

   
 

  (TYPE OR WRITE APPROPRIATE NAME, TITLE) 
   

 
  (TYPE OR WRITE NAME OF COMPANY) 
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PROFESSIONAL SERVICES AGREEMENT 

Between METROPOLITAN TRANSPORTATION COMMISSION 

And INSERT NAME OF CONSULTANT 
For ELECTRIC VEHICLE PROMOTIONAL CAMPAIGN IMPLEMENTATION  

 
 THIS AGREEMENT is made and entered into as of the xx day of Month, 2013, by and 
between the Metropolitan Transportation Commission (herein called "MTC "), a regional 
transportation planning agency established pursuant to California Government Code § 66500 and 
INSERT NAME OF CONSULTANT, (herein called "CONSULTANT""CONTRACTOR" 
MAY BE SUBSTITUTED, IF APPROPRIATE), a PICK ONE OF THE FOLLOWING: 
partnership, ____________[state of incorporation] corporation/ nonprofit corporation/joint 
venture organized under the laws of the State of __________. 

RECITALS 

 WHEREAS, MTC  intends to implement an electric vehicle promotional campaign 
(herein called "the Project"); and 
 WHEREAS, the services required for the Project cannot be performed satisfactorily by 
the officers and employees of MTC; and  
 WHEREAS, MTC has obtained federal funds from the United States Department of 
Transportation (“U.S. DOT”) to assist in financing the Project, and the federally-required clauses 
in Attachment H, Federally-Required Clauses, attached hereto and incorporated herein, apply to 
the Project; 
 WHEREAS, the parties hereto now wish to enter into an agreement (the “Agreement”) 
pursuant to which CONSULTANT will render professional services in connection with the 
Project as hereinafter provided. 
 
 NOW, THEREFORE, the parties hereto agree as follows: 
 
1. SCOPE OF SERVICES  
 A general description of the tasks to be required of CONSULTANT is included in this 
Agreement as Attachment A, Scope of Work, attached hereto and incorporated herein by this 
reference.  All required services shall be authorized by Task Order.  All services described in a 
duly executed Task Order are hereby incorporated into the Agreement upon their execution.  All 
Task Orders shall be developed according to the process established in Attachment A-1, Task 
Order Process, attached hereto and incorporated herein, and should include, at a minimum, a 
completed form as shown in Attachment A-2, Task Order Form.   
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 In the performance of its services, CONSULTANT represents that it has and will exercise 
the degree of professional care, skill, efficiency, and judgment of consultants with special 
expertise in providing such services, and CONSULTANT represents that it carries and will 
maintain all applicable licenses, certificates, and registrations needed for the work in current and 
good standing. CONSULTANT agrees to perform or secure the performance of all specified 
services in their entirety with respect to fully executed Task Orders within the Maximum 
Payment specified in Article 3.  Ursula Vogler (herein called "MTC Project Manager") is 
responsible for communication with CONSULTANT and the administration of this Agreement. 
MTC’S Executive Director or designated representative may substitute a new MTC Project 
Manager by written notice to CONSULTANT.   
 CONSULTANT’s point of contact and the individual authorized to communicate to MTC 
on behalf of CONSULTANT is Ursula Vogler (“CONSULTANT Project Manager”).  A change 
in the CONSULTANT Project Manager requires MTC written approval. 
 
2. PERIOD OF PERFORMANCE 
 CONSULTANT’s services hereunder shall commence on or after _____________, 2013, 
and shall be completed no later than _________, 201__, unless extended by duly executed 
amendment or earlier terminated, as hereinafter provided. CONSULTANT's services shall be 
performed in accordance with the schedule included in each signed Task Order. 
 
3. COMPENSATION AND METHOD OF PAYMENT 
 Subject to duly executed amendments, MTC will pay CONSULTANT for its services as 
described in duly executed Task Orders a total amount including (as applicable) labor, 
supervision, applicable surcharges such as taxes, insurance, and fringe benefits, indirect costs, 
overhead, profit, subcontractors costs (including mark-up), travel, equipment, materials and 
supplies, expenses and any fixed fee not to exceed [SPELL OUT AMOUNT IN WHOLE 
DOLLARS ($______)] (“Maximum Payment”). MTC shall make payments to CONSULTANT 
in accordance with the provisions described in Attachment C, Compensation and Method of 
Payment, attached hereto and incorporated herein by this reference.  
 
 All invoices shall be made in writing and delivered or mailed to MTC as follows: 
 

Attention: Accounting Section 
Metropolitan Transportation Commission 

Joseph P. Bort MetroCenter 
101 - 8th Street 

Oakland, CA 94607-4700 
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 Payment shall be made by MTC within thirty (30) days of receipt of an acceptable 
invoice, approved by the Project Manager or a designated representative.  
 
 
4. KEY PERSONNEL  
 The key personnel to be assigned to this work by CONSULTANT and, if applicable, their 
hourly rates and the estimated hours to be supplied by each are set forth in Attachment D, Key 
Personnel, attached hereto and incorporated herein by this reference.  Substitution of any of the 
personnel named in Attachment D or a decrease in the hours provided to the project by such 
personnel of more than 10% requires the prior written approval of the Project Manager or a 
designee. CONSULTANT shall maintain records documenting compliance with this Article, 
which shall be subject to the audit requirements of Article 15.  CONSULTANT agrees that all 
personnel assigned to this work will be professionally qualified for the assignment to be 
undertaken.  MTC reserves the right to direct removal of any individual, including key 
personnel, assigned to this work. 
 
5. AMENDMENTS  
 MTC reserves the right to request changes in the services to be performed by 
CONSULTANT. All such changes shall be incorporated in written amendments, which shall 
specify the changes in work performed and any adjustments in compensation and schedule. All 
amendments shall be executed by the Executive Director or a designated representative and 
CONSULTANT and specifically identified as amendments to the Agreement.  The MTC Project 
Manager is not a designated representative, for purposes of approving an amendment. 

 
6. TERMINATION 
 A.  Termination for Convenience.  MTC may terminate this Agreement for convenience, 
in whole or in part, at any time by written notice to CONSULTANT. Upon receipt of notice of 
termination, CONSULTANT shall stop work under this Agreement immediately, to the extent 
provided in the notice of termination, and shall promptly submit its termination claim to MTC. 
For terminated deliverables-based Task Orders, CONSULTANT shall be reimbursed for costs 
incurred for incomplete deliverables up to the time of termination and a reasonable profit not to 
exceed ___%, plus reasonable termination costs, not to exceed the amount payable for such 
deliverables.  For terminated time-and-materials Task Orders, CONSULTANT shall be paid for 
hours worked, plus authorized expenses and reasonable termination costs, not to exceed the 
maximum amount payable under the terminated Task Order. If CONSULTANT has any property 
in its possession belonging to MTC, CONSULTANT will account for the same, and dispose of it 
in the manner MTC directs.  Except as provided above, MTC shall not in any manner be liable for 
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CONSULTANT’s actual or projected lost profits had CONSULTANT completed the services 
required by this Agreement. 

B.  Termination for Default.  If CONSULTANT does not deliver the work products 
specified in this Agreement in accordance with the delivery schedule or fails to perform in the 
manner called for in the Agreement, or if CONSULTANT fails to comply with any other 
material provision of the Agreement, MTC may terminate this Agreement for default.  
Termination shall be effected by serving a fifteen (15) day advance written notice of termination 
on CONSULTANT, setting forth the manner in which CONSULTANT is in default. If 
CONSULTANT does not cure the breach or describe to MTC’s satisfaction a plan for curing the 
breach within the fifteen (15) day period, MTC may terminate the Agreement for default.  In the 
event of such termination for default, CONSULTANT will be entitled to be reimbursed only for 
work performed in full compliance with the contract requirements as follows: For terminated 
deliverables-based Task Orders, CONSULTANT shall be reimbursed for costs incurred for 
incomplete deliverables up to the time of termination, not to exceed the amount payable for such 
deliverables.  For terminated time-and-materials Task Orders, CONSULTANT shall be paid for 
hours worked, plus authorized expenses, not to exceed the maximum payable under the 
terminated Task Order.  Such reimbursement will be offset by any costs incurred by MTC to 
complete work required under the Agreement.  In no event shall MTC be required to reimburse 
CONSULTANT for any costs incurred for work causing or contributing to the default. If 
CONSULTANT has any property in its possession belonging to MTC, CONSULTANT will 
account for the same, and dispose of it in the manner MTC directs.  MTC shall not in any manner 
be liable for the CONSULTANT’s actual or projected lost profits had the CONSULTANT 
completed the services required by this Agreement. 
 C. If it is determined by MTC that CONSULTANT’s failure to perform resulted from 
unforeseeable causes beyond the control of CONSULTANT, such as a strike, fire, flood, 
earthquake or other event that is not the fault of, or is beyond the control of CONSULTANT, 
MTC, after setting up a new delivery or performance schedule, may allow CONSULTANT to 
continue work, or treat the termination as a termination for convenience. 
 
7. INSURANCE AND FINANCIAL SECURITY REQUIREMENTS 
 CONSULTANT shall, at its own expense, obtain and maintain in effect at all times 
during the life of this Agreement the types of insurance and financial security listed in 
Attachment E, Insurance and Financial Security (Bond) Provisions, attached hereto and 
incorporated herein, against claims, damages and losses due to injuries to persons or damage to 
property or other losses that may arise in connection with the performance of work under this 
Agreement.  All insurance must be placed with insurers with a Best’s rating of A-VIII or better. 
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8.  INDEPENDENT CONTRACTOR 
 CONSULTANT is an independent contractor and not an employee or agent of MTC and 
has no authority to contract or enter into any agreement in the name of MTC.  CONSULTANT 
has, and hereby retains, full control over the employment, direction, compensation and discharge 
of all persons employed by CONSULTANT who are assisting in the performance of services 
under this Agreement.  CONSULTANT shall be fully responsible for all matters relating to the 
payment of its employees, including compliance with social security, withholding tax and all 
other laws and regulations governing such matters. CONSULTANT shall be responsible for its 
own acts and those of its agents and employees during the term of this Agreement. 
 

9. INDEMNIFICATION 
 To the maximum extent permitted by law, CONSULTANT shall indemnify, keep and 
hold harmless MTC and those entities (if any) identified as additional insureds in Attachment E, 
Insurance and Financial Security (Bond) Provisions, and their commissioners, directors, officers, 
agents, and employees  (“MTC Indemnified Parties”) against any and all demands, claims, suits 
or actions arising out of any of the following: 

A. Any injury or death to persons or property or pecuniary, financial or economic 
losses that may occur, or that may be alleged to have occurred, arising from 
the performance of this Agreement by CONSULTANT caused by any breach 
of the Agreement or negligent act or omission or willful misconduct of the 
CONSULTANT or its officers, employees, subconsultants or agents; or 

B. Any allegation that materials or services provided by CONSULTANT under 
this Agreement infringe or violate any copyright, trademark, patent, trade secret, 
or any other intellectual-property or proprietary right of any third party. 

 CONSULTANT further agrees to defend any and all such claims, actions, suits or other 
legal proceedings and pay all charges of attorneys and all other costs and expenses of defenses as 
they are incurred. If any judgment is rendered against any of the MTC Indemnified Parties, 
CONSULTANT shall, at its expense, satisfy and discharge the same. The provisions set forth in 
this Article are intended to be applied to the fullest extent allowed under the law and, if any 
portion of it is found to be void or unenforceable, the remainder is to be severable and 
enforceable.. This indemnification shall survive termination or expiration of this Agreement. 

10. DATA TO BE FURNISHED BY MTC 
 All data, reports, surveys, studies, drawings, software (object or source code), electronic 
databases, and any other information, documents or materials (“MTC Data”) made available to 
CONSULTANT by MTC for use by CONSULTANT in the performance of its services under 
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this Agreement shall remain the property of MTC and shall be returned to MTC at the 
completion or termination of this Agreement.  No license to such MTC Data, outside of the 
Scope of Work of the Project, is conferred or implied by CONSULTANT’s use or possession of 
such MTC Data.  Any updates, revisions, additions or enhancements to such MTC Data made by 
CONSULTANT in the context of the Project shall be the property of MTC and subject to the 
provisions of Article 11. 
 
10.1 PERSONALLY IDENTIFIABLE INFORMATION 
 CONSULTANT agrees to comply with the special provisions related to the access and 
protection of personally identifiable information set forth in Attachment G, Special Conditions 
Regarding Personally Identifiable Information, attached hereto and incorporated herein by this 
reference.   
 
 
11. OWNERSHIP OF WORK PRODUCTS 
 All drawings, designs, specifications, manuals, reports, studies, surveys, models, 
software, source code and source code documentation, documentation or system architecture and 
any other documents, materials, data and products (“Work Products”) prepared or assembled and 
furnished to MTC by CONSULTANT or its subconsultants pursuant to this Agreement shall be 
and are the property of MTC.  MTC shall be entitled to copies and access to these materials 
during the progress of the work.  Any such materials remaining in the hands of the 
CONSULTANT or in the hands of any subconsultant upon completion or termination of the 
work shall be immediately delivered to MTC.  CONSULTANT hereby assigns to MTC 
ownership of any and all rights, title and interest in and to such Work Products, including 
ownership of any copyright, patent, trademark, trade secret, or other intellectual property or 
proprietary rights in the Work Product. CONSULTANT also agrees to execute all papers 
necessary for MTC to perfect its ownership of the rights in the Work Product.  Notwithstanding 
the above, “Work Products" are not intended nor shall they be construed to include 
CONSULTANT’S pre-existing intellectual property secured, developed, written, or produced by 
CONSULTANT prior to the execution of this Agreement or developed concurrently with this 
Agreement but not specifically for this Agreement; CONSULTANT shall retain all right, title 
and interest in any such pre-existing intellectual property. 
 CONSULTANT shall be responsible for the preservation of any and all such Work 
Products prior to transmittal to MTC, and CONSULTANT shall replace any such Work Products 
as are lost, destroyed, or damaged while in its possession without additional cost to MTC.  
 CONSULTANT represents and warrants that all materials prepared under this Agreement 
are original or developed from materials in the public domain (or both) and that all materials 
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prepared under and services provided under this Agreement do not infringe or violate any 
copyright, trademark, patent, trade secret, or other intellectual-property or proprietary right of 
any third party. 
 
12. SUBCONTRACTS 
 A.  Subconsultants approved by MTC for subcontract work under this Agreement are 
listed in Attachment F, Subconsultant List, attached hereto and incorporated herein by this 
reference.  Any subconsultants must be engaged under written contract with the CONSULTANT 
with provisions allowing the CONSULTANT to comply with all requirements of this 
Agreement, including without limitation Article 11, OWNERSHIP OF WORK PRODUCTS.  
Failure of a subconsultant to provide insurance in accordance with Article 7, INSURANCE 
REQUIREMENTS, shall be at the risk of CONSULTANT.    
 B.  Nothing contained in this Agreement or otherwise, shall create any contractual 
relation between MTC and any subcontractors, and no subcontract shall relieve CONSULTANT 
of his/her responsibilities and obligations hereunder. CONSULTANT agrees to be as fully 
responsible to MTC for the acts and omissions of its subcontractors and of persons either directly 
or indirectly employed by any of them as it is for the acts and omissions of persons directly 
employed by CONSULTANT. CONSULTANT's obligation to pay its subcontractors is an 
independent obligation from MTC's obligation to make payments to CONSULTANT. 
 C.  Any substitution of subcontractors listed in Attachment F must be approved in writing 
by MTC’s Project Manager in advance of assigning work to a substitute subcontractor. 
 D.  Applicable provisions of this Agreement shall be included in any subcontract or 
subconsultant agreement in excess of $25,000 entered into under of this Agreement. 
 
13. ASSIGNMENT OF AGREEMENT 
 CONSULTANT shall not assign this Agreement, or any part thereof without prior 
express written consent of the Project Manager or a designated representative, and any attempt 
thereat shall be void and unenforceable. 

 
14. RECORDS 
 CONSULTANT agrees to establish and maintain an accounting system conforming to 
Generally Accepted Accounting Principles (GAAP) that is adequate to accumulate and segregate 
reasonable, allowable, and allocable project costs. CONSULTANT further agrees to keep all 
records pertaining to the project being funded for audit purposes for a minimum of four (4) years 
following the fiscal year of last expenditure under the Agreement; or until completion of any 
litigation, claim or audit, whichever is longer.  Any conflicting language regarding retention of 
records contained in Attachment H, Federally-Required Clauses, shall supersede this Article.   
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15. AUDITS 
 CONSULTANT shall permit MTC, and its authorized representatives to have access to 
CONSULTANT's books, records, accounts, and any and all work products, materials, and other 
data relevant to this Agreement, for the purpose of making an audit, examination, excerpt and 
transcription during the term of this Agreement and for the period specified in Article 14.  
CONSULTANT shall in no event dispose of, destroy, alter, or mutilate said books, records, 
accounts, work products, materials and data for that period of time. 
 CONSULTANT further agrees to include in all its subcontracts hereunder exceeding 
$25,000 a provision to the effect that the subcontractor agrees that MTC, or any of its duly 
authorized representatives shall have access to and the right to examine any directly pertinent 
books, documents, papers, and records of such subcontractor for the term specified above.  
 Any conflicting language regarding audits contained in Attachment H, Federally-
Required Clauses, shall supersede this Article. 
  
16. NOTICES 
 Except for invoices submitted by CONSULTANT pursuant to Article 3, all notices or 
other communications to either party by the other shall be deemed given when made in writing 
and delivered, mailed, emailed, or faxed to such party at their respective addresses as follows: 
 

To MTC: Attention: Ursula Vogler 
Metropolitan Transportation Commission 
101 - 8th Street  
Oakland, CA  94607-4700 
Email:  uvogler@mtc.ca.gov  
Fax: 510.817-5848 
 

To CONSULTANT: Attention: Insert Name of Appropriate Person  
Consultant’s name 
Consultant’s address 
Consultant’s address 
Email: X 
Fax: X 

  
17. SOLICITATION OF CONTRACT 
 CONSULTANT warrants that it has not employed or retained any company or persons, 
other than a bona fide employee working solely for CONSULTANT, to solicit or secure this 
Agreement, and that it has not paid or agreed to pay any company or person other than bona fide 
employees working solely for CONSULTANT, any fee, commission, percentage, brokerage fee, 
gift, or any other consideration contingent upon or resulting from the award or making of the 
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Agreement.  For breach or violation of this warranty, MTC shall have the right to terminate the 
Agreement without liability or, at its discretion, the right to deduct from CONSULTANT's 
maximum payment the full amount of such fee, commission, percentage, brokerage fee, gift or 
contingent consideration. 
 
18. PROHIBITED INTERESTS  
 CONSULTANT covenants that it presently has no interest and shall not acquire any 
interest, direct or indirect, which would conflict in any manner or degree or have the potential of 
conflicting with the performance of services required under the Agreement or the impartial 
rendering of assistance or advice to MTC. CONSULTANT further covenants that in the 
performance of the Agreement no person having any such interest shall be employed. 
 No member, officer, employee or agent of MTC, during his/her tenure shall have any 
prohibited interest as defined by California Government Code Sections 1090, et seq. and 87100 
et seq., direct or indirect, in the Agreement or the proceeds thereof.  Prohibited interests include 
interests of immediate family members, domestic partners, and their employers or prospective 
employers.  Accordingly, CONSULTANT further covenants that it has made a complete 
disclosure to MTC of all facts of which it is aware upon due inquiry bearing upon any possible 
interest, direct or indirect, which it believes any member, officer, agent or employee of MTC (or 
an immediate family member, domestic partner or employer or prospective employer of such 
member, officer, agent or employee) presently has, or will have in the Agreement, or in the 
performance thereof, or in any portion of the profits thereunder.  Willful failure to make such 
disclosure, if any, shall constitute grounds for cancellation and termination hereof by MTC. 
 
18.1 ORGANIZATIONAL CONFLICTS OF INTEREST  
 CONSULTANT shall take all reasonable measures to preclude the existence or 
development of an organizational conflict of interest in connection with work performed under 
this Agreement.  An organizational conflict of interest occurs when, due to other activities, 
relationships, or contracts, a firm or person is unable, or potentially unable, to render impartial 
assistance or advice to MTC; a firm or person’s objectivity in performing the contract work is or 
might be impaired; or a firm or person has an unfair competitive advantage in proposing for 
award of a contract as a result of information gained in performance of this or some other 
Agreement. 
 CONSULTANT shall not engage the services of any subconsultant or independent 
contractor on any work related to this Agreement if the subconsultant or independent contractor, 
or any employee of the subconsultant or independent contractor, has an actual or apparent 
organizational conflict of interest related to work or services contemplated under this Agreement. 
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 If at any time during the term of this Agreement CONSULTANT becomes aware of an 
organizational conflict of interest in connection with the work performed hereunder, 
CONSULTANT shall immediately provide MTC with written notice of the facts and 
circumstances giving rise to this organizational conflict of interest.  CONSULTANT’s written 
notice will also propose alternatives for addressing or eliminating the organizational conflict of 
interest.  If at any time during the period of performance of this Agreement, MTC becomes 
aware of an organizational conflict of interest in connection with CONSULTANT’s performance 
of the work hereunder, MTC shall similarly notify CONSULTANT.  In the event a conflict is 
presented, whether disclosed by CONSULTANT or discovered by MTC, MTC will consider the 
conflict presented and any alternatives proposed and meet with CONSULTANT to determine an 
appropriate course of action.  MTC’s determination as to the manner in which to address the 
conflict shall be final. 
 Failure to comply with this section may subject the CONSULTANT to damages incurred 
by the MTC in addressing organizational conflicts that arise out of work performed by 
CONSULTANT, or to termination of this Agreement for breach. 
 
19. LAWS AND REGULATIONS 
 CONSULTANT shall comply with any and all applicable laws, statutes, ordinances, 
rules, regulations, and procedural requirements of any national, state, or local government, and of 
any agency of such government, including but not limited to MTC that relate to or in any manner 
affect the performance of the Agreement.  Those laws, statutes, ordinances, rules, regulations and 
procedural requirements which are imposed on MTC as a recipient of federal or state funds are 
hereby in turn imposed on CONSULTANT.  Attachment H and its parts, Federally Required 
Clauses, and Attachment I and its parts, State Required Clauses, are attached hereto and 
incorporated herein by this reference. 
 
20. CLAIMS OR DISPUTES 

CONSULTANT shall be solely responsible for providing timely written notice to MTC 
of any claims for additional compensation and/or time in accordance with the provisions of the 
Agreement. It is MTC’s intent to investigate and attempt to resolve any CONSULTANT claims 
before CONSULTANT has performed any disputed work. Therefore, CONSULTANT’s failure 
to provide timely notice shall constitute a waiver of CONSULTANT’s claims for additional 
compensation and/or time.  

CONSULTANT shall not be entitled to the payment of any additional compensation for 
any cause, including any act, or failure to act, by MTC, or the failure or refusal to issue a 
modification, or the happening of any event, thing, or occurrence, unless it has given MTC due 
written notice of a potential claim. The potential claim shall set forth the reasons for which 
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CONSULTANT believes additional compensation may be due, the nature of the costs involved, 
and the amount of the potential claim.  
 Such notice shall be given to MTC prior to the time that CONSULTANT has 
started performance of the work giving rise to the potential claim for additional compensation.  
 If there is a dispute over any claim, CONSULTANT shall continue to work during 
the dispute resolution process in a diligent and timely manner as directed by MTC, and shall be 
governed by all applicable provisions of the Agreement. CONSULTANT shall maintain cost 
records of all work that is the basis of any dispute. 
 If an agreement can be reached which resolves CONSULTANT’s claim, the 
parties will execute an Agreement modification to document the resolution of the claim. If the 
parties cannot reach an agreement with respect to the CONSULTANT claim, they may choose to 
pursue dispute resolution pursuant to Article 24, DISPUTE RESOLUTION, or MTC may 
terminate the Agreement. 
 
21. REMEDIES FOR BREACH 

In the event CONSULTANT fails to comply with the requirements of the Agreement in 
any way, MTC reserves the right to implement administrative remedies which may include, but 
are not limited to, withholding of progress payments and contract retentions, and termination of 
the Agreement in whole or in part. 
 The duties and obligations imposed by the Agreement and the rights and remedies 
available thereunder shall be in addition to and not a limitation of any duties, obligations, rights 
and remedies otherwise imposed or available by law. No action or failure to act by MTC or 
CONSULTANT shall constitute a waiver of any right or duty afforded any of them under the 
Agreement, nor shall any such action or failure to act constitute an approval of or acquiescence 
in any breach thereunder, except as may be specifically agreed in writing. 
 
22. TEMPORARY SUSPENSION OF WORK  

MTC, in its sole discretion, reserves the right to stop or suspend all or any portion of the 
work for such period as MTC may deem necessary.  The suspension may be due to the failure on 
the part of CONSULTANT to carry out orders given or to perform any provision of the 
Agreement or to factors that are not the responsibility of CONSULTANT.  The CONSULTANT 
shall comply immediately with the written order of MTC to suspend the work wholly or in part.  
The suspended work shall be resumed when CONSULTANT is provided with written direction 
from MTC to resume the work. 

If the suspension is due to CONSULTANT’s failure to perform work or carry out its 
responsibilities in accordance with this Agreement, or other action or omission on the part of the 
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CONSULTANT, all costs shall be at CONSULTANT’s expense and no schedule extensions will 
be provided by MTC. 

In the event of a suspension of the work, CONSULTANT shall not be relieved of 
CONSULTANT’s responsibilities under this Agreement, except the obligations to perform the 
work which MTC has specifically directed CONSULTANT to suspend under this section. 
 If the suspension is not the responsibility of CONSULTANT, suspension of all or any 
portion of the work under this Section may entitle CONSULTANT to compensation and/or 
schedule extensions subject to the Agreement requirements. 
 
23.  WARRANTY OF SERVICES 

A. In the performance of its services, CONSULTANT represents and warrants that it 
has and will exercise the degree of professional care, skill, efficiency, and judgment of 
consultants with special expertise in providing such services, and that it carries and will maintain 
all applicable licenses, certificates, and registrations needed for the work in current and good 
standing.  In addition, CONSULTANT shall provide such specific warranties as may be set forth 
in specific Task Orders as agreed upon by the parties. 

B. In the event that any services provided by CONSULTANT hereunder are 
deficient because of CONSULTANT’s or subconsultants failure to perform said  services in 
accordance with the warranty standards set forth above, MTC shall report such deficiencies in 
writing to the CONSULTANT within a reasonable time. MTC thereafter shall have: 

1. The right to have CONSULTANT re-perform such services at the CONSULTANT’s 
expense; or   

2. The right to have such services done by others and the costs thereof charged to and 
collected from the CONSULTANT if within 30 days after written notice to 
CONSULTANT requiring such re-performance, CONSULTANT fails to give 
satisfactory evidence to the MTC that it has undertaken said re-performance; or  

3. The right to terminate the Agreement for default.  CONSULTANT shall be responsible 
for all errors and omissions and is expected to pay for all deficient work as a result of 
errors and omissions.   

 
24. DISPUTE RESOLUTION 
 A. Informal Resolution of Disputes. CONSULTANT and MTC shall use good faith 
efforts to resolve all disputes informally at the project manager level.  In the event such efforts 
are unsuccessful, either party may request that MTC provide a written determination as to the 
proposed resolution of the dispute.  Within twenty-one (21) calendar days of the request, MTC’s 
Project Manager shall provide a written determination as to the dispute, which shall include the 
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basis for its decision.  Upon CONSULTANT’s written acceptance of the Project Manager's 
determination, the Agreement may be modified and the determination implemented or, failing 
agreement, MTC may in its sole discretion pay such amounts and/or revise the time for 
performance in accordance with the Project Manager’s determination. 
 If the Project Manager’s determination is not accepted by CONSULTANT, the matter 
shall promptly be referred to senior executives of the parties having designated authority to settle 
the dispute.  The senior executives will exchange memoranda stating the issues in dispute and 
their respective positions and then meet for negotiations at a mutually agreed time and place.  If 
the matter has not been resolved within thirty (30) calendar days of commencement of senior 
management negotiations, the parties may mutually agree to try to settle the dispute by means of 
alternate dispute resolution methodologies, as set forth below. 
 B. Controversies Subject to Alternative Dispute Resolution.  Any claim or 
controversy concerning the interpretation, application, or implementation of this Agreement 
between MTC and CONSULTANT which cannot be resolved through the informal efforts 
described above, may, by specific agreement of the parties, be submitted to alternative dispute 
resolution (that is, mediation or arbitration) with the parameters for such dispute resolution being 
agreed to by the parties at the time. 
 C. Other Remedies.  If a dispute is not resolved through discussion or the parties do 
not agree to alternative dispute resolution, either party may pursue available legal remedies in a 
California State or Federal court of competent jurisdiction.  CONSULTANT must file a 
government claim pursuant to Government Code section 910 et seq. in order to initiate a civil 
action. 
 D. Pending Resolution. CONSULTANT shall continue to work during the dispute 
resolution process in a diligent and timely manner as directed by MTC, and shall be governed by 
all applicable provisions of the Agreement. 
 E. Cost of Alternative Dispute Resolution Proceedings. Each party shall bear the 
costs and expenses incurred by it in connection with such alternative dispute resolution 
processes.  The cost of any mediator or independent decision maker shall be shared equally 
between the parties. 
 F. Survival of this Article. This Article shall survive completion or terminations of 
this Agreement, but under no circumstances shall either party call for an alternative dispute 
resolution of any claim or dispute arising out of this Agreement after such period of time as 
would normally bar the initiation of legal proceeding to litigate such claim or dispute under the 
laws of the State of California. 
 
25. CHOICE OF LAW 
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 All questions pertaining to the validity and interpretation of the Agreement shall be 
determined in accordance with the laws of California applicable to agreements made and to be 
performed within the State. 
 
26. ATTORNEYS' FEES 
 If any legal proceeding should be instituted by either of the parties to enforce the terms of 
this Agreement or to determine the rights of the parties under this Agreement, the prevailing 
party in said proceeding shall recover reasonable attorneys' fees, in addition to all court costs. 
 
27. PARTIAL INVALIDITY 
 If any term or condition of the Agreement is found to be illegal or unenforceable, such 
term or condition shall be deemed stricken and the remaining terms and conditions shall remain 
valid and in full force and effect. 
 
28. BENEFIT OF AGREEMENT 
 The Agreement shall bind and benefit the parties hereto and their heirs, successors, and 
permitted assigns.  
 
29. NO THIRD PARTY BENEFICIARIES 
 This Agreement is not for the benefit of any person or entity other than the parties. 
 
30. ENTIRE AGREEMENT; MODIFICATION 
 This Agreement for Services, including any attachments, constitutes the complete 
Agreement between the parties and supersedes any prior written or oral 
communications.  CONSULTANT represents that in entering into the Agreement it has not 
relied on any previous representations, inducements, or understandings of any kind or nature.  
This Agreement may be modified or amended only by written instrument signed by both the 
CONSULTANT and MTC. In the event of a conflict between the terms and conditions of this 
Agreement and the attachments, the terms of this Agreement will prevail.  
 
 IN WITNESS WHEREOF, the Agreement has been executed by the parties hereto as of 
the day and year first written above. 
 
METROPOLITAN TRANSPORTATION 
COMMISSION  

 NAME OF CONSULTANT 

   
Steve Heminger, Executive Director  Insert Appropriate Name, Title 
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ATTACHMENT A 
SCOPE OF WORK 
Outline of Services 

 
 
The services to be performed by CONSULTANT shall consist of services requested by the 
Project Manager or a designated representative including, but not limited to, the following: 
 
 
 
 
 
 
 
 
IF THERE IS A TASK ORDER TASK, INCLUDE THE FOLLOWING:  
 
MTC may request additional services on an as-needed basis. All such services shall be 
authorized by Task Order, initiated and developed according to the Detailed Task Order Process 
described below.  Task Orders shall include, at a minimum, a detailed description of the work to 
be performed, a completion date for performance, a maximum payment amount, payment terms 
(deliverables-based or time and materials) and subconsultant participation (if any), in a 
completed form as shown in Attachment A-2, Task Order Form, attached hereto and 
incorporated herein by this reference.  
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ATTACHMENT A-1,  
TASK ORDER PROCESS  

 
Detailed Task Order Process:  
Task Orders will be numbered sequentially.  The period of performance shall be as set forth in 
the individual Task Order.  The process for developing, signing and tracking task orders is 
summarized as follows: 
 
Step 1 – The MTC Project Manager (“MTC PM”) prepares a draft Task Order to issue to 
CONSULTANT.  The MTC PM may solicit feedback from CONSULTANT to facilitate drafting 
the Task Order. 
 
Step 2* – CONSULTANT prepares a proposal in response to the draft Task Order.  A draft Task 
Order, as included in this Agreement as Attachment A-2, Task Order Form, attached hereto and 
incorporated herein by this reference, shall be provided to CONSULTANT for review and 
comment.   
 
Step 3* – The MTC PM reviews CONSULTANT’s proposal to determine if it meets the 
objectives of the draft Task Order and if CONSULTANT’s proposed costs are reasonable.  The 
MTC PM may solicit early feedback from the MTC Director Legislation and Public Affairs at 
this time, if necessary.  Any changes to the draft Task Order deemed appropriate by MTC shall 
be incorporated in a draft Final Task Order. 
 
Step 4* – The MTC PM forwards the draft Final Task Order to the MTC Contract Administrator 
for review and approval. Once approved, the MTC PM forwards two copies of the Task Order to 
the MTC Director Legislation and Public Affairs, for review and approval. The MTC Director 
Legislation and Public Affairs signs both copies of a Final Task Order to signify approval and 
returns them to the MTC PM. 
 
Step 5 – The MTC PM sends both copies of the signed Final Task Order to CONSULTANT, 
who signs both copies and returns one to the MTC PM. 
 
Step 6 – The MTC PM sends one copy of the fully executed Task Order to the MTC or MTC 
Task Lead who initiates work, and sends another copy to MTC Finance to encumber funds 
against the Task Order. The MTC PM keeps the original fully-executed Task Order for the 
official project record. 
 
Step 7 – Any services added to the Agreement by a Task Order shall be subject to all applicable 
conditions of the Agreement.  Revisions to Task Orders shall require written approval by both 
the MTC Director Legislation and Public Affairs and CONSULTANT.  Revisions to Task 
Orders shall require written approval by both the MTC Director Legislation and Public Affairs 
and CONSULTANT. 
 
Step 8 – The MTC PM is responsible for overseeing the successful conclusion of the Task Order, 
and will manage the progress of the work, track invoices against the Task Order budget, and 
track milestone completion against the Task Order schedule. 
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Step 9 – Once the MTC PM determines the Task Order is complete, the MTC PM will send 
written notification to CONSULTANT that the Task Order is complete and that all associated 
invoices are due to MTC within 30 days.  Any balance of budget is made available to spend on 
future task orders at the MTC PM’s discretion. 
 
Step 10 – The MTC PM will annually assess the need for a Contract audit. 
 
*The MTC Project Manager may revise the Task Order and/or CONSULTANT may be asked to 
revise the proposal based on feedback received during Steps 2 through 4. 
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ATTACHMENT A-2 
Task Order Form   

 
1.  Task Order No. (include FY)  
2.  Title of Task:  

3.  MTC or BATA Task Lead (if different 
from MTC Project Manager):  

 

4.  Description of work: Summarize key task expectations.   For more 
information, see attached Task Order Budget and 
Schedule and Detailed Description of Work (attached). 

5.  Original Maximum Payment:  
6.  Amended Maximum Payment: Include each amendment to maximum payment, by 

amendment number, for particular fiscal year. 
7.  Completion Date: Date 

Schedule attached. 
8.  Payment terms: Check the one that applies (see below for more 

information): 
 � Time and Materials 
 � Deliverables 

 
9. Payment Terms [complete A for Task Orders including one or more deliverables-based 

payments or B for Time and Materials Task Orders.] 
 

A. Deliverables-based.  

 Deliverable Total Cost* 
1.  $1 
2.  $1 
3.  $1 
4.  $1 
5.  $1 
6.  $1 
7.  $1 
 Total:  $7.00 

*Due upon satisfactory completion as determined by the MTC Project Manager. 
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B. Time and Materials  

Specify hourly rate for applicable personnel and include estimate of expenses.   

 

 Personnel/Expense Duties Rate Est. Hours Total Cost 

1.    $  $1 

2.    $  $1 

3.    $  $1 

4.    $  $1 

5.    $  $1 

Total:  $5.00 
 

Activity Lead Estimated Amount 
Budgeted 

  $1 

  $1 

  $1 

  $1 

  $1 

  $1 

TOTAL MAXIMUM PAYMENT  $6.00 
 
METROPOLITAN TRANSPORTATION 
COMMISSION 

 CONSULTANT 

 
 

  

Randy Rentschler, Director Legislation and 
Public Affairs 

 Insert name and title of authorized individual 

Date:  Date: 
 
 
J/Contract/MTC pathname 
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Task Order Schedule 
 
 

Deliverable/Milestone  Due Date 
  Date 
   
   
   
   
   

 
 
 
 

Detailed Description of Work 
 
 
Task Order #: Title 
 
1. Description of subtask 1. 
Deliverable – deliverable name 
2. Description of subtask 2. 
Deliverable – deliverable name 
3. Description of subtask 3. 
Deliverable – deliverable name 
4. Etc. 
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ATTACHMENT B  
Project Schedule 
 
CONSULTANT's services shall be performed in accordance with the schedule included in each 
duly executed Task Order. 
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ATTACHMENT C 
Compensation and Method of Payment 

 
 A.  Compensation.  CONSULTANT shall be compensated for its work as specified in 
signed Task Orders.  All Task Orders shall be developed according to the process established in 
Attachment A-1, Task Order Process, attached hereto and incorporated herein, and should 
include, at a minimum, a completed form as shown in Attachment A-2, Task Order Form.   
Payment terms may be based on acceptance of agreed-upon deliverables or upon time and 
materials reimbursement, depending on the requirements of each Task Order.  For time and 
materials-based payment of Task Orders, labor rates in Attachment D, Key Personnel 
Assignments, shall apply.  The hourly rates in Attachment D include all applicable surcharges 
such as taxes, insurance and fringe benefits as well as indirect costs, overhead and profit 
allowance, equipment, materials and supplies. Said hourly rates shall remain in effect for the 
term of the Agreement, unless MTC prior written authorization is obtained for any changes.  In 
no event shall the total compensation to be paid CONSULTANT under the Agreement exceed 
the Maximum Payment specified in Article 3 of the Agreement. 
 
 B.  Expenses.  For time and materials Task Orders, MTC will reimburse CONSULTANT 
for all expenses deemed reasonable and necessary by MTC incurred by CONSULTANT in the 
performance of this Agreement.  Such reimbursement shall include travel and personal expenses 
incurred by employees or agents of all CONSULTANTS in accordance with 48 Code of Federal 
Regulations Part 31 or Office of Management and Budget Circular A-122, as applicable.  
 
 C.  Method of Payment.  CONSULTANT shall submit invoices for services rendered no 
more frequently than on a monthly basis.  Invoices shall identify work for which payment is 
requested by Task Order number (including fiscal year).  All invoices will be dated, numbered in 
serial order, and signed by CONSULTANT.  If applicable, CONSULTANT’s final invoice must 
include the certification that all Personally Identifiable Information (PII) has been destroyed in 
accordance with Attachment G.    
 
 For Task Orders authorizing payment on the basis of satisfactory deliverables, 
CONSULTANT shall specify each deliverable for which payment is requested, the amount 
requested, and the total amount paid to date under the Task Order.  
 
 For Task Orders authorizing time and materials payment, CONSULTANT shall 
specifying the work performed, hours worked, and amount due (by personnel), authorized 
expenses (with receipts for such expenses), the total amount claimed under the invoice and the 
amount paid to date under the Task Order.   
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ATTACHMENT D 
KEY PERSONNEL ASSIGNMENTS 

 
 
 Name Rate/hour Est. hours Task Description 

1.   $xx   

2.      

3.      

4.      

5.      

6.      

7.      

8.      
 
FOR CONTRACTS WITH DELIVERABLES-BASED PAYMENT, INCLUDE NOTE ON 
RATE/HOUR AS FOLLOWS: 
 
* Applicable to development of payment provisions in amendments only.  
 
 
 
COMPLETE AS NECESSARY; IF NO KEY PERSONNEL OR HOURLY RATES, 
LABEL AS “Not Applicable”
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ATTACHMENT E 
Insurance and Financial Security (Bond) Provisions 

 
1. INSURANCE 
 
 A.  Minimum Coverages.  The insurance requirements specified in this section shall 
cover CONSULTANT’s own liability and the liability arising out of work or services performed 
under this Agreement by any subconsultants, subcontractors, suppliers, temporary workers, 
independent contractors, leased employees, or any other persons, firms or corporations that 
CONSULTANT authorizes to work under this Agreement (herinafter referred to as “Agents.”) 
CONSULTANT shall, at its own expense, obtain and maintain in effect at all times during the 
life of this Agreement the following types of insurance against claims, damages and losses due to 
injuries to persons or damage to property or other losses that may arise in connection with the 
performance of work under this Agreement. 

CONSULTANT is also required to assess the risks associated with work to be performed 
by Agents under subcontract and to include in every subcontract the requirement that the Agent 
maintain adequate insurance coverage with appropriate limits and endorsements to cover such 
risks.  To the extent that an Agent does not procure and maintain such insurance coverage, 
CONSULTANT shall be responsible for said coverage and assume any and all costs and 
expenses that may be incurred in securing said coverage or in fulfilling CONSULTANT’s 
indemnity obligation as to itself or any of its Agents in the absence of coverage.   

In the event CONSULTANT or its Agents procure excess or umbrella coverage to 
maintain certain requirements outlined below, these policies shall also satisfy all specified 
endorsements and stipulations, including provisions that CONSULTANT’s insurance be primary 
without right of contribution from MTC.  Prior to beginning work under this contract, 
CONSULTANT shall provide MTC with satisfactory evidence of compliance with the insurance 
requirements of this section. 
  1.  Workers' Compensation Insurance with Statutory limits, and Employer’s 
Liability insurance with a limit of not less than $1,000,000 per employee and $1,000,000 per 
accident, and any and all other coverage of CONSULTANT’s employees as may be required by 
applicable law. Such policy shall contain a Waiver of Subrogation in favor of MTC.  Such 
Workers Compensation & Employers Liability may be waived, if and only for as long as 
CONSULTANT is a sole proprietor or a corporation with stock 100% owned by officers with no 
employees.   
  2.  Commercial General Liability Insurance for Bodily Injury and Property 
Damage liability, covering the operations of CONSULTANT and CONSULTANT’s officers, 
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agents, and employees and with limits of liability which shall not be less than $1,000,000 
combined single limit per occurrence with a general aggregate liability of not less than 
$2,000,000, and Personal & Advertising Injury liability with a limit of not less than $1,000,000.  
Such policy shall contain a Waiver of Subrogation in favor of MTC.   
  MTC and those entities listed in Part 3 of this Attachment E (if any), and their 
commissioners, directors, officers, representatives, agents and employees are to be named as 
additional insureds.  Such insurance shall be primary and contain a Separation of Insureds Clause 
as respects any claims, losses or liability arising directly or indirectly from CONSULTANT’s 
operations. 
  3.  Business Automobile Insurance for all automobiles owned (if any), used or 
maintained by CONSULTANT and CONSULTANT’s officers, agents and employees, including 
but not limited to owned (if any), leased (if any), non-owned and hired automobiles, with limits 
of liability which shall not be less than $1,000,000 combined single limit per accident.  
  4.  Umbrella Insurance in the amount of $1,000,000 providing excess limits over 
Employer’s Liability, Automobile Liability, and Commercial General Liability Insurance. Such 
umbrella coverage shall be following form to underlying coverage including all endorsements 
and additional insured requirements. 
  5.  Errors and Omissions Professional Liability Insurance for errors and omissions 
and the resulting damages, including, but not limited to, economic loss to MTC and having 
minimum limits of $1,000,000 per claim.  Such policy shall contain cyber risk coverages 
including network and internet security liability coverage, privacy liability coverage and media 
coverage. 

The policy shall provide coverage for all work performed by CONSULTANT and any 
work performed or conducted by any subcontractor/consultant working for or performing 
services on behalf of the CONSULTANT. No contract or agreement between CONSULTANT 
and any subcontractor/consultant shall relieve CONSULTANT of the responsibility for 
providing this Errors & Omissions or Professional Liability coverage for all work performed by 
CONSULTANT and any subcontractor/consultant working on behalf of CONSULTANT on the 
project. 
  6.  Property Insurance.  Property Insurance covering CONSULTANT'S own 
business personal property and equipment to be used in performance of this Agreement, materials 
or property to be purchased and/or installed on behalf of MTC (if any), and builders risk for 
property in the course of construction (if applicable).  Coverage shall be written on a "Special 
Form" policy that includes theft, but excludes earthquake, with limits at least equal to the 
replacement cost of the property.  Such policy shall contain a Waiver of Subrogation in favor of 
MTC.   
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 B.  Acceptable Insurers.  All policies will be issued by insurers acceptable to MTC, 
generally with a Best’s Rating of A-VIII or better. 

C.  Self-Insurance.  CONSULTANT’s obligation hereunder may be satisfied in whole or 
in part by adequately funded self-insurance, upon evidence of financial capacity satisfactory to 
MTC.   

D.  Deductibles and Retentions.  CONSULTANT shall be responsible for payment of any 
deductible or retention on CONSULTANT’s policies without right of contribution from MTC.  
Deductible and retention provisions shall not contain any restrictions as to how or by whom the 
deductible or retention is paid.  Any deductible or retention provision limiting payment to the 
Named Insured is unacceptable.   

In the event that MTC seeks coverage as an additional insured under any 
CONSULTANT insurance policy that contains a deductible or self-insured retention, 
CONSULTANT shall satisfy such deductible or self-insured retention to the extent of loss 
covered by such policy, for any lawsuit arising from or connected with any alleged act of 
CONSULTANT, subconsultant, subcontractor, or any of their employees, officers or directors, 
even if CONSULTANT or subconsultant is not a named defendant in the lawsuit. 
 E.  Claims Made Coverage.  . If any insurance specified above is written on a “Claims-
Made” (rather than an “occurrence”) basis, then in addition to the coverage requirements above, 
CONSULTANT shall: 

(1) Ensure that the Retroactive Date is shown on the policy, and such date 
must be before the date of this Agreement or the beginning of any 
work under this Agreement;  

(2) Maintain and provide evidence of similar insurance for at least three 
(3) years following project completion, including the requirement of 
adding all additional insureds; and 

(3) If insurance is cancelled or non-renewed, and not replaced with 
another claims-made policy form with a Retroactive Date prior to the 
Agreement effective date, CONSULTANT shall purchase “extended 
reporting” coverage for a minimum of three (3) years after completion 
of the work.   

F.  Failure to Maintain Insurance.  All insurance specified above shall remain in force 
until all work or services to be performed are satisfactorily completed, all of CONSULTANT’s 
personnel, subcontractors, and equipment have been removed from MTC’s property, and the 
work or services have been formally accepted.  CONSULTANT must notify MTC if any of the 
above required coverages are non-renewed or cancelled.  The failure to procure or maintain 
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required insurance and/or an adequately funded self-insurance program will constitute a material 
breach of this Agreement. 

G.  Certificates of Insurance.  Prior to commencement of any work hereunder, 
CONSULTANT shall deliver to MTC Certificates of Insurance verifying the aforementioned 
coverages.  Such certificates shall make reference to all provisions and endorsements referred to 
above and shall be signed on behalf of the insurer by an authorized representative thereof.   
 H.  Disclaimer.  The foregoing requirements as to the types and limits of insurance 
coverage to be maintained by CONSULTANT are not intended to and shall not in any manner 
limit or qualify the liabilities and obligations otherwise assumed by CONSULTANT pursuant 
hereto, including, but not limited to, liability assumed pursuant to Article 9 of this Agreement. 
  
2. NOT USED 
 
3. ADDITIONAL INSUREDS 
The following entities are to be named as Additional Insureds under applicable sections of this 
Attachment E and as MTC Indemnified Parties, pursuant to Article 9 of the Agreement. 
 

• Metropolitan Transportation Commission (MTC) 
• California Department of Transportation (Caltrans) 
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ATTACHMENT F 
Subconsultant List 

 
 
 Name/Address of Subconsultant Amount of 

Subcontract  
Description of Work 

1.   
 

  

2.   
 

  

3.   
 

  

4.   
 

  

5.   
 

  

6.   
 

  

 
LIST “None” ABOVE IF NO SUBCONTRACTORS ARE BEING USED.   
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ATTACHMENT G 
SPECIAL CONDITIONS RELATING TO PERSONALLY IDENTIFIABLE 

INFORMATION 
 
 
CONSULTANT will have access to personally identifiable information (“PII”) in connection 
with the performance of the Agreement.  PII is any information that is collected or maintained 
by MTC or CONSULTANT that identifies or describes a person or can be directly linked to a 
specific individual, including that individual’s account.  Examples of PII include [insert a few 
types of PII, tailored to the contract] name, address, phone or fax number, signature, date of 
birth, or credit card information, bank account number, or travel pattern data.  The following 
special conditions related to the confidentiality and use of PII apply to this Agreement: 
 
1. Right to Audit 
 
CONSULTANT shall permit MTC and its authorized representatives to audit and inspect: (i) 
CONSULTANT’s facilities where PII is stored or maintained; (ii) any computerized systems 
used to share, disseminate or otherwise exchange PII; and (iii) CONSULTANT’s security 
practices and procedures, data protection, business continuity and recovery facilities, 
resources, plans and procedures.  The audit and inspection rights hereunder shall be for the 
purpose of verifying CONSULTANT’s compliance with this Agreement, and all applicable 
laws. 
 
2. General Confidentiality of Data 
 
All PII made available to or independently obtained by CONSULTANT in connection with this 
Agreement shall be protected by CONSULTANT from unauthorized use and disclosure through 
the observance of the same or more effective procedural requirements as are applicable to MTC. 
This includes, but is not limited to, the secure transport, transmission and storage of PII used or 
acquired in the performance of this Agreement. 
 
CONSULTANT agrees to properly secure and maintain any computer systems (hardware and 
software applications) that it will use in the performance of this Agreement.  This includes 
ensuring all security patches, upgrades, and anti-virus updates are applied as appropriate to 
secure PII that may be used, transmitted, or stored on such systems in the performance of this 
Agreement. 
 
Notwithstanding anything to the contrary in Article 14. Records, of this Agreement, 
CONSULTANT agrees to retain PII for no longer than [Project Manager should insert time-
frame which should be no longer than necessary for Consultant to carry out its contractual 
responsibilities under the Agreement.  Time-frame shall be no longer than the completion 
date of the Agreement.].  At the conclusion of this retention period, CONSULTANT agrees to 
use Department of Defense (“DOD”) approved software to wipe any disks containing PII.  Hard 
drives and computers shall be reformatted and reimaged in an equivalently secure fashion.  
CONSULTANT agrees to destroy hard-copy documents containing PII by means of a cross-cut 
shredding machine.  At the conclusion of the performance period of this Agreement, 
CONSULTANT shall submit a certification to the MTC Project Manager as follows:  “All PII 
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whether in electronic or hard-copy format, has been destroyed in accordance with the 
requirements contained in Section 2. General Confidentiality of Data of the Attachment G 
Special Conditions Relating to Personally Identifiable Information.” 
 
 
3. Compliance with Statutes and Regulations  
 
CONSULTANT agrees to comply with the information handling and confidentiality 
requirements outlined in the California Information Practices Act (Civil Code sections 1798 
et.seq.).  In addition, CONSULTANT warrants and certifies that in the performance of this 
Agreement, it will comply with all applicable statutes, rules, regulations and orders of the United 
States, the State of California and MTC relating to the handling and confidentiality of PII and 
agrees to indemnify MTC against any loss, cost, damage or liability by reason of 
CONSULTANT’s violation of this provision. 
 
4. Subconsultants 
 
MTC approval in writing is required prior to any disclosure by CONSULTANT of PII to a 
subconsultant or prior to any work being done by a subconsultant that entails receipt of PII.  
Once approved, CONSULTANT agrees to require such subconsultant to sign an agreement in 
substantially identical terms as this attachment, binding the subconsultant to comply with its 
provisions.   
 
5. Consultant Guarantees 
 
CONSULTANT shall not, except as authorized or required by its duties by law, reveal or 
divulge to any person or entity any PII which becomes known to it during the term of this 
Agreement.  
 
CONSULTANT shall keep all PII entrusted to it completely secret and shall not use or attempt 
to use any such information in any manner which may injure or cause loss, either directly or 
indirectly, to MTC.  
 
CONSULTANT shall comply, and shall cause its employees, representatives, agents and 
subcontractors to comply, with such directions as MTC may make to ensure the safeguarding or 
confidentiality of all its resources.  
 
If requested by MTC, CONSULTANT shall sign an information security and confidentiality 
agreement provided by MTC and attest that its employees, representatives, agents, and 
subcontractors involved in the performance of this Agreement shall be bound by terms of a 
confidentiality agreement with CONSULTANT substantially the same in its terms. 
 
6. Notice of Security Breach 
 
CONSULTANT shall immediately notify MTC when it discovers that there may have been a 
breach in security which has or may have resulted in compromise to PII.  For purposes of this 
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section, immediately is defined as within two hours of discovery. The MTC contact for such 
notification is as follows: 
 
Privacy Officer 
privacyofficer@mtc.ca.gov 
(510) 817-5700 
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ATTACHMENT H 
Federally Required Clauses 

 
1. EQUAL EMPLOYMENT OPPORTUNITY 

 In accordance with Title VI of the Civil Rights Act, as amended (42 U.S.C. § 2000d); 
Section 303 of the Age Discrimination Act of 1975, as amended (42 U.S.C. § 6102); Section 202 
of the Americans with Disabilities Act of 1990 (42 U.S.C. § 12132); and 49 U.S.C. § 5332 for 
FTA-funded projects CONSULTANT agrees that it will not, on the grounds of race, religious 
creed, color, national origin, age, physical disability, sex, discriminate or permit discrimination 
against any employee or applicant for employment.  
 

2. DISADVANTAGED BUSINESS ENTERPRISE (DBE) POLICY 

A.   This Agreement is subject to 49 CFR, Part 26 entitled “Participation by Disadvantaged 
Business Enterprises in Department of Transportation Financial Assistance Programs.” Proposers 
who obtain DBE participation on this contract will assist Caltrans in meeting its federally 
mandated statewide overall DBE goal.   

B.   If the contract has a DBE goal, CONSULTANT must meet the DBE goal by committing 
DBE participation or document a good faith effort to meet the goal. If a DBE subconsultant is 
unable to perform, CONSULTANT must make a good faith effort to replace him/her with 
another DBE subconsultant, if the goal is not otherwise met.  

C.   DBEs and other small businesses, as defined in 49 CFR, Part 26 are encouraged to 
participate in the performance of agreements financed in whole or in part with federal funds. 
CONSULTANT or subconsultant shall not discriminate on the basis of race, color, national 
origin, or sex in the performance of this Agreement. CONSULTANT shall carry out applicable 
requirements of 49 CFR, Part 26 in the award and administration of US DOT- assisted 
agreements. Failure by CONSULTANT to carry out these requirements is a material breach of 
this Agreement, which may result in the termination of this Agreement or such other remedy as 
the local agency deems appropriate. 

D.   Any subcontract entered into as a result of this Agreement shall contain all of the 
provisions of this section. 
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2.1.   Performance of DBE Consultant and other DBE Subconsultants/Suppliers 

A. A DBE performs a commercially useful function when it is responsible for execution of 
the work of the Agreement and is carrying out its responsibilities by actually performing, 
managing, and supervising the work involved. To perform a commercially useful 
function, the DBE must also be responsible with respect to materials and supplies used on 
the Agreement, for negotiating price, determining quality and quantity, ordering the 
material, and installing (where applicable) and paying for the material itself. To 
determine whether a DBE is performing a commercially useful function, evaluate the 
amount of work subcontracted, industry practices; whether the amount the firm is to be 
paid under the Agreement is commensurate with the work it is actually performing; and 
other relevant factors.   

B. A DBE does not perform a commercially useful function if its role is limited to that of an 
extra participant in a transaction, Agreement, or project through which funds are passed 
in order to obtain the appearance of DBE participation. In determining whether a DBE is 
such an extra participant, examine similar transactions, particularly those in which DBEs 
do not participate.  

C. If a DBE does not perform or exercise responsibility for at least 30 percent of the total 
cost of its Agreement with its own work force, or the DBE subcontracts a greater portion 
of the work of the Agreement than would be expected on the basis of normal industry 
practice for the type of work involved, it will be presumed that it is not performing a 
commercially useful function.  

2.2.   Prompt Payment of Funds Withheld to Subcontractors  

A.  In the event that MTC withholds a portion of the payment from CONSULTANT as 
retainage, CONSULTANT, or subconsultant (if applicable), shall return all monies withheld in 
retention from a subconsultant within 30 days after receiving payment for work satisfactorily 
completed and accepted including incremental acceptances of portions of the contract work by 
the agency.  Federal law (49 CFR26.29) requires that any delay or postponement of payment 
over 30 days may take place only for good cause and with the agency’s prior written approval. 
Any violation of this provision shall subject the violating prime consultant or subconsultant to 
the penalties, sanctions and other remedies specified in Section 7108.5 of the Business and 
Professions Code. These requirements shall not be construed to limit or impair any contractual, 
administrative, or judicial remedies, otherwise available to the prime consultant or subconsultant 
in the event of a dispute involving late payment or nonpayment by the prime contractor, deficient 
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subconsultant performance, or noncompliance by a subcontractor. This provision applies to both 
DBE and non-DBE prime CONSULTANT and subconsultants.  

B. Any subcontract entered into as a result of this Agreement shall contain all of the 
provisions of this section. 

2.3.  DBE Records  

A. CONSULTANT shall maintain records of materials purchased and/or supplied from all 
subcontracts entered into with certified DBEs. The records shall show the name and 
business address of each DBE or vendor and the total dollar amount actually paid each 
DBE or vendor, regardless of tier. The records shall show the date of payment and the 
total dollar figure paid to all firms. DBE prime CONSULTANTs shall also show the date 
of work performed by their own forces along with the corresponding dollar value of the 
work.  

B.    Upon completion of the Agreement, a summary of these records shall be prepared and 
submitted on the form attached as Attachment H-4, “Final Report-Utilization of Disadvantaged 
Business Enterprise (DBE), First-Tier Subcontractors,” CEM-2402F (Exhibit 17-F, Chapter 17, 
of the LAPM), attached hereto and incorporated herein by this reference, certified correct by 
CONSULTANT or CONSULTANT’s authorized representative and shall be furnished to the 
Project Manager with the final invoice. Failure to provide the summary of DBE payments with 
the final invoice will result in 25% of the dollar value of the invoice being withheld from 
payment until the form is submitted. The amount will be returned to CONSULTANT when a 
satisfactory “Final Report-Utilization of Disadvantaged Business Enterprises (DBE), First-Tier 
Subcontractors” is submitted to the Contract Manager. 

2.4. DBE Certification and Decertification Status 

If a DBE subconsultant is decertified during the life of the Agreement, the decertified 
subconsultant shall notify CONSULTANT in writing with the date of decertification. If a 
subconsultant becomes a certified DBE during the life of the Agreement, the subconsultant shall 
notify CONSULTANT in writing with the date of certification. Any changes should be reported 
to the Agency’s Contract Manager within 30 days. 
 

3. TITLE VI OF THE CIVIL RIGHTS ACT OF 1964 
 CONSULTANT agrees to comply with all the requirements imposed by Title VI of the 
Civil Rights Act of 1964 (42 U.S.C. § 2000(d)) and the regulations of the Department of 
Transportation issued thereunder (49 CFR Part 21).  
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4. ACCESS REQUIREMENTS FOR INDIVIDUALS WITH DISABILITIES 
 CONSULTANT agrees to comply with all applicable requirements of the Americans 
with Disabilities Act of 1990 (ADA), 42 U.S.C. § 12101 et seq.; Section 504 of the 
Rehabilitation Act of 1973, as amended, 29 U.S.C. § 794; Section 16 of the Federal Transit Act, 
as amended, 49 U.S.C. § 5310(f); and their implementing regulations.  
 

5. STATE ENERGY CONSERVATION PLAN 
 CONSULTANT shall comply with all mandatory standards and policies relating to 
energy efficiency that are contained in the State energy conservation plan issued in compliance 
with the Energy Policy and Conservation Act (42 U.S.C. § 6321).  
 

6.  ALLOWABILITY OF COSTS 
 CONSULTANT shall comply with the cost principles (as applicable) in Office of 
Management and Budget (OMB) Circulars A-87, or A-122 or 48 Code of Federal Regulations 
Chapter 1 Part 31, or 49 Code of Federal Regulations Part 18. 
 

7. RELEASE OF FUNDS WITHHELD FROM SUBCONTRACTORS 
 CONSULTANT shall pay its subcontractors within ten (10) calendar days from receipt of 
each payment made to the Contractor by MTC. 
 

8. LICENSE FOR FEDERAL GOVERNMENT PURPOSES 
 FTA/FHWA reserves a royalty-free, non-exclusive and irrevocable license to reproduce, 
publish or otherwise use, and to authorize others to use, for federal government purposes: (a) the 
copyright in any work developed under this Agreement; and (b) any rights of copyright to which 
MTC or CONSULTANT purchases ownership under this Agreement.  
 

9. IDENTIFICATION OF DOCUMENTS 
 All reports and other documents completed as part of this Agreement shall carry the 
following notation on the front cover or title page: 
 "The preparation of this report has been financed in part by grants from the: Federal 
Highway Administration, U.S. Department of Transportation. The contents of this report do not 
necessarily reflect the official views or policy of the U.S. Department of Transportation." 
 

10. RECORDS 
  CONSULTANT agrees to establish and maintain an accounting system 
conforming to Generally Accepted Accounting Principles (GAAP) that is adequate to 
accumulate and segregate reasonable, allowable, and allocable project costs. CONSULTANT 
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further agrees to keep all records pertaining to the project being funded for audit purposes for a 
minimum of three (3) years from submission of final expenditure report; four (4) years following 
the fiscal year of last expenditure under the Agreement; or until completion of any litigation, 
claim or audit, whichever is longer. Copies of CONSULTANT’s audits, if any, performed during 
the course of Project development and at Project completion shall be forwarded to MTC no later 
than one hundred eighty (180) days after fiscal year end close. 

 
11. AUDITS 

 CONSULTANT further agrees to include in all its subcontracts hereunder a provision to 
the effect that the subcontractor agrees that MTC, or any of its duly authorized representatives 
shall have access to and the right to examine any directly pertinent books, documents, papers, 
and records of such subcontractor for the term specified above.  The term "subcontract" as used 
in this clause excludes agreements not exceeding $25,000.  
 CONSULTANT agrees to grant MTC, the U.S. DOT, FTA or FHWA, as applicable, the 
Comptroller General of the United States, the State of California, and their authorized 
representatives access to the CONSULTANT’s books, records, accounts, and any and all work 
products, materials, and other data relevant to this Agreement, for the purpose of making an 
audit, examination, excerpt and transcription during the term of this Agreement and for the 
period specified in Article 14. CONSULTANT shall in no event dispose of, destroy, alter, or 
mutilate said books, records, accounts, work products, materials and data for that period of time.  
If, as a result of any audit, it is determined by the auditor that reimbursement of any costs 
including profit or fee under this Agreement was in excess of that represented and relied upon 
during price negotiations or represented as a basis for payment, the CONSULTANT agrees to 
reimburse MTC for those costs within sixty (60) days of written notification by MTC. 
 CONSULTANT further agrees to include in all its subcontracts hereunder exceeding 
$25,000 a provision to the effect that the subcontractor agrees that MTC the U.S. DOT, FTA or 
FHWA, as applicable, the Comptroller General of the United States, the State of California, and 
their authorized representatives shall have access to and the right to examine any directly 
pertinent books, documents, papers, and records of such subcontractor for the term specified 
above.  
 

12. FLY AMERICA REQUIREMENTS.   
 CONSULTANT  agrees to comply with 49 U.S.C. 40118 (the “Fly America Act”) in 
accordance with the General Services Administration's regulations at 41 CFR Part 301 - 10, 
which provide that recipients and subrecipients of Federal funds and their consultants are 
required to use U.S. flag air carriers for U.S. Government-financed international air travel and 
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transportation of their personal effects or property to the extent such service is available, unless 
travel by foreign air carrier is a matter of necessity as defined by the Fly America Act.  
CONSULTANT shall submit, if a foreign air carrier was used, an appropriate certification or 
memorandum adequately explaining why service by a U.S. flag air carrier was not available or 
why it was necessary to use a foreign air carrier and shall, in any event, provide a certificate of 
compliance with the Fly America requirements, if used.  CONSULTANT agrees to include the 
requirements of this Section in all subcontracts that may involve international air transportation. 
 
13. ENERGY CONSERVATION.   
 CONSULTANT agrees to comply with mandatory standards and policies relating to 
energy efficiency which are contained in the state energy conservation plan issued in compliance 
with the Federal Energy Policy and Conservation Act, 49 U.S.C. §§ 6321 et seq. 
 
14. PROGRAM FRAUD AND FALSE OR FRAUDULENT STATEMENTS AND 

RELATED ACTS. 
a. CONSULTANT acknowledges that the provisions of the Program Fraud Civil 

Remedies Act of 1986, as amended, 31 U.S.C. § 3801 et seq. and U.S. DOT 
regulations, “Program Fraud Civil Remedies,” 49 CFR Part 31, apply to its actions 
pertaining to this Project.  Upon execution of the underlying contract, 
CONSULTANT certifies or affirms the truthfulness and accuracy of any statement it 
has made, it makes, it may make, or causes to be made, pertaining to the underlying 
contract or the FTA assisted project for which this Agreement work is being 
performed.  In addition to other penalties that may be applicable, the Consultant  
further acknowledges that if it makes, or causes to be made, a false, fictitious, or 
fraudulent claim, statement, submission, or certification, the Federal Government 
reserves the right to impose the penalties of the Program Fraud Civil Remedies Act 
of 1986 on CONSULTANT to the extent the Federal Government deems 
appropriate. 

b. CONSULTANT also acknowledges that if it makes, or causes to be made, a false, 
fictitious, or fraudulent claim, statement, submission, or certification to the Federal 
Government under a contract connected with a project that is financed in whole or in 
part with Federal assistance originally awarded by FTA under the authority  of 49 
U.S.C. § 5307, the Government reserves the right to impose the penalties of 18 
U.S.C. § 1001 and 49 U.S.C. § 5307(n)(1) on CONSULTANT, to the extent the 
Federal Government deems appropriate. 
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c. CONSULTANT agrees to include the above two clauses in each subcontract financed 
in whole or in part with Federal assistance provided by FTA.  It is further agreed that 
the clauses shall not be modified, except to identify the subcontractor/subconsultant 
who will be subject to the provisions. 

 
15. DEBARMENT 

 CONSULTANT certifies that neither it, nor any of its participants, principals or 
subcontractors is or has been debarred, suspended, proposed for debarment, declared ineligible, 
or voluntarily excluded from covered transactions, as they are defined in 49 CFR Part 29, by any 
Federal agency or department.  
 

16. CLEAN AIR AND WATER POLLUTION ACTS 
 CONSULTANT agrees to comply with the applicable requirements of all standards, 
orders, or requirements issued under the Clean Air Act (42 U.S.C. § 7501 et seq.), the Clean 
Water Act (33 U.S.C. § 1251 et seq.), Executive Order 11738, and Environmental Protection 
Agency regulations (40 CFR Part 15).  
 

17. LOBBYING 
 CONSULTANT agrees to comply with the restrictions on the use of federal funds for 
lobbying activities set forth in 31 United States Code §1352 and 49 C.F.R. Part 20. 
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ATTACHMENT H-1 
Exhibit 10-O1: Local Agency Consultant DBE Commitment 

(Inclusive of all DBEs at time of proposal) 
 

NOTE:  Please refer to instructions on the reverse side of this form. 

Consultant to Complete this Section 
    
   1. Local Agency Name: ________________________________________________________________________________________ 
   2. Project Location: ___________________________________________________________________________________________ 
   3. Project Description: _________________________________________________________________________________________ 
    4. Consultant Name: __________________________________________________________________________________________ 
   5. Contract DBE Goal %: ___4%_______ 

DBE Commitment Information 
6. Description of Services to be Provided 7. DBE Firm 

Contact Information 
8. DBE Cert. 

Number 
9. DBE % 

    

    

    

    

    

    

    

    

Local Agency to Complete this Section 
 
  16. Local Agency Contract Number:  ________________________________________________ 

 
  17. Federal-aid  Project Number:  ___________________________________________________ 

 
  18. Proposed Contract Execution Date:  ________________________     

 
   Local Agency certifies that all  DBE certifications are valid and the  
   information on this form is complete and accurate: 
 

 _____________________________________________________________________________ 
 19. Local Agency Representative Name (Print) 

    
   ___________________________________________________     ________________________ 
   20. Local Agency Representative Signature                                        21. Date 

    
   ___________________________________________________     ________________________ 
   22. Local Agency Representative Title                                               23. (Area Code) Tel. No. 
 
 

     10. Total 
      % Claimed 

 

 
   
      ___________ % 

 

  

 
  ________________________________ 

11. Preparer’s Signature 
   

________________________________ 
  12. Preparer’s Name (Print) 
 

 

________________________________ 
  13. Preparer’s Title 
 
 

  ____________   ___________________ 
14. Date                     15. (Area Code) Tel. No. 

 

 
 

 

Distribution:    (1) Original – Submit with Award Package 
 (2) Copy – Local Agency files 
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INSTRUCTIONS - LOCAL AGENCY CONSULTANT DBE COMMITMENT 
 

Consultant Section 
 

The Consultant shall: 
1. Local Agency Name – Enter the name of the local or regional agency that is funding the contract. 
2. Project Location - Enter the project location as it appears on the project advertisement. 
3. Project Description - Enter the project description as it appears on the project advertisement (Bridge Rehab, Seismic 

Rehab, Overlay, Widening, etc)..  
4. Consultant Name - Enter the consultant’s firm name. 
5. Contract DBE Goal % - Enter the contract DBE goal percentage, as it was reported on the Exhibit 10-I form. See 

LAPM Chapter 10. 
6. Description of Services to be Provided - Enter item of work description of services to be provided. Indicate all work 

to be performed by DBEs including work performed by the prime consultant’s own forces, if the prime is a DBE. If 
100% of the item is not to be performed or furnished by the DBE, describe the exact portion to be performed or 
furnished by the DBE. See LAPM Chapter 9 to determine how to count the participation of DBE firms. 

7. DBE Firm Contact Information - Enter the name and telephone number of all DBE subcontracted consultants. Also, 
enter the prime consultant’s name and telephone number, if the prime is a DBE. 

8. DBE Cert. Number - Enter the DBEs Certification Identification Number. All DBEs must be certified on the date bids 
are opened. (DBE subcontracted consultants should notify the prime consultant in writing with the date of the 
decertification if their status should change during the course of the contract.) 

9. DBE % - Percent participation of work to be performed or service provided by a DBE. Include the prime consultant if 
the prime is a DBE. See LAPM Chapter 9 for how to count full/partial participation. 

10. Total % Claimed – Enter the total participation claimed.    If the Total % Claimed is less than item “6. Contract DBE 
Goal”, a Good Faith Effort (GFE) is required. 

11. Preparer’s Signature – The person completing this section of the form for the consultant’s firm must sign their name. 
12. Preparer’s Name (Print) – Clearly enter the name of the person signing this section of the form for the consultant. 
13. Preparer’s Title - Enter the position/title of the person signing this section of the form for the consultant. 
14. Date - Enter the date this section of the form is signed by the preparer. 
15. (Area Code) Tel. No. - Enter the area code and telephone number of the person signing this section of the form for the 

consultant. 
 

Local Agency Section: 
 

The Local Agency representative shall: 
16. Local Agency Contract Number - Enter the Local Agency Contract Number.  
17. Federal-Aid Project Number - Enter the Federal-Aid Project Number. 
18. Contract Execution Date - Enter the date the contract was executed and Notice to Proceed issued. See LAPM Chapter 

10, page 23. 
19. Local Agency Representative Name (Print) - Clearly enter the name of the person completing this section. 
20. Local Agency Representative Signature - The person completing this section of the form for the Local Agency must 

sign their name to certify that the information in this and the Consultant Section of this form is complete and accurate. 
21. Date - Enter the date the Local Agency Representative signs the form.   
22. Local Agency Representative Title - Enter the position/title of the person signing this section of the form. 
23. (Area Code) Tel. No. - Enter the area code and telephone number of the Local Agency representative signing this 

section of the form. 
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ATTACHMENT H-2 
Exhibit 10-O2: Local Agency Consultant DBE Information  

(Inclusive of all DBEs listed at bid proposal) 
NOTE:  Please refer to instructions on the reverse side of this form. 

Consultant to Complete this Section 
 

   1. Local Agency Name: ________________________________________________________________________________________ 
   2. Project Location: ___________________________________________________________________________________________ 
   3. Project Description: _________________________________________________________________________________________ 
   4. Total Contract Award Amount: $ ______________________ 
   5. Consultant Name: __________________________________________________________________________________________ 
   6. Contract DBE Goal %: _____4%___________ 
   7. Total Dollar Amount for all Subcontractors: $ ______________________ 
   8. Total Number of all Subcontractors: _______________ 
 

Award DBE Information 
9. Description of Services to be Provided 10. DBE Firm 

Contact Information 
11. DBE Cert. 

Number 
12. DBE Dollar 

Amount 

    

    

    

    

    

    

    

Local Agency to Complete this Section 
 
  20. Local Agency Contract Number:  ________________________________________________ 
 
  21. Federal-aid  Project Number:  ___________________________________________________ 
 
  22. Contract Execution Date:  ________________________     

   Local Agency certifies that all  DBE certifications are valid and the  
   information on this form is complete and accurate: 

 _____________________________________________________________________________ 
 23. Local Agency Representative Name (Print) 

      ___________________________________________________      
   24. Local Agency Representative Signature                                        25. Date___________ 
   26. Local Agency Representative Title                                               27. (Area Code) Tel. No. 

 
 

   

  13. Total 
  Dollars 
  Claimed 
 
 
 

 
 
 

 
 

 $ ___________ 
 

 
 

  14. Total 
   % Claimed 

 

 

 
    ___________ % 
 

  

 
  ________________________________ 

15. Preparer’s Signature   

________________________________ 
  16. Preparer’s Name (Print) 

 

________________________________ 
  17. Preparer’s Title 
 

  ____________   ___________________ 
18. Date                     19. (Area Code) Tel. No. 

 

 
 

Caltrans to Complete this Section 
    Caltrans District Local Assistance Engineer (DLAE) certifies that this form  
  has been reviewed for completeness: 

___________________________     _______________________________     ______________  
28. DLAE Name (Print)                     29. DLAE Signature                                    30. Date 

Distribution:   (1) Copy – Email a copy to the Caltrans District Local Assistance Engineer (DLAE) within 30 days of contract award. Failure to 
send a copy to the DLAE within 30 days of contract award may result in delay of payment. 

 (2) Copy – Include in award package sent to Caltrans DLAE (3) Original – Local agency files 
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INSTRUCTIONS - LOCAL AGENCY CONSULTANT DBE INFORMATION 
 

Consultant Section 
 

Consultant shall: 
1. Local Agency Name – Enter the name of the local or regional agency that is funding the contract. 
2. Project Location - Enter the project location as it appears on the project advertisement. 
3. Project Description - Enter the project description as it appears on the project advertisement (Bridge Rehab, Seismic 

Rehab, Overlay, Widening, etc). 
4. Total Contract Award Amount - Enter the total contract award dollar amount for the prime consultant.  
5. Consultant Name - Enter the consultant’s firm name. 
6. Contract DBE Goal % - Enter the contract DBE goal percentage, as it was reported on the Exhibit 10-I form. See 

LAPM Chapter 10. 
7. Total Dollar Amount for all Subcontractors – Enter the total dollar amount for all subcontracted consultants. SUM = 

(DBE’s + all Non-DBE’s). Do not include the prime consultant information in this count. 
8. Total number of all subcontractors – Enter the total number of all subcontracted consultants. SUM = (DBE’s + all 

Non-DBE’s). Do not include the prime consultant information in this count. 
9. Description of Services to be Provided - Enter item of work description of services to be provided. Indicate all work 

to be performed by DBEs including work performed by the prime consultant’s own forces, if the prime is a DBE. If 
100% of the item is not to be performed or furnished by the DBE, describe the exact portion to be performed or 
furnished by the DBE. See LAPM Chapter 9 to determine how to count the participation of DBE firms. 

10. DBE Firm Contact Information - Enter the name and telephone number of all DBE subcontracted consultants. Also, 
enter the prime consultant’s name and telephone number, if the prime is a DBE. 

11. DBE Cert. Number - Enter the DBE’s Certification Identification Number. All DBEs must be certified on the date 
bids are opened. (DBE subcontracted consultants should notify the prime consultant in writing with the date of the 
decertification if their status should change during the course of the contract.) 

12. DBE Dollar Amount - Enter the subcontracted dollar amount of the work to be performed or service to be provided. 
Include the prime consultant if the prime is a DBE, and include DBEs that are not identified as subcontractors on the 
Exhibit 10-O1 form. See LAPM Chapter 9 for how to count full/partial participation. 

13. Total Dollars Claimed – Enter the total dollar amounts for columns 12 and 13. 
14. Total % Claimed – Enter the total participation claimed for columns 12 and 13. SUM = (item “14. Total Participation 

Dollars Claimed” divided by item “4. Total Contract Award Amount”).  If the Total % Claimed is less than item “6. 
Contract DBE Goal”, a Good Faith Effort (GFE) is required. 

15. Preparer’s Signature – The person completing this section of the form for the consultant’s firm must sign their name. 
16. Preparer’s Name (Print) – Clearly enter the name of the person signing this section of the form for the consultant. 
17. Preparer’s Title - Enter the position/title of the person signing this section of the form for the consultant. 
18. Date - Enter the date this section of the form is signed by the preparer. 
19. (Area Code) Tel. No. - Enter the area code and telephone number of the person signing this section of the form for the 

consultant. 
 

Local Agency Section: 
 

The Local Agency representative shall: 
20. Local Agency Contract Number - Enter the Local Agency Contract Number.  
21. Federal-Aid Project Number - Enter the Federal-Aid Project Number. 
22. Contract Execution Date - Enter the date the contract was executed and Notice to Proceed issued. See LAPM Chapter 

10, page 23. 
23. Local Agency Representative Name (Print) - Clearly enter the name of the person completing this section. 
24. Local Agency Representative Signature - The person completing this section of the form for the Local Agency must 

sign their name to certify that the information in this and the Consultant Section of this form is complete and accurate. 
25. Date - Enter the date the Local Agency Representative signs the form.   
26. Local Agency Representative Title - Enter the position/title of the person signing this section of the form. 
27. (Area Code) Tel. No. - Enter the area code and telephone number of the Local Agency representative signing this 

section of the form. 
 

Caltrans Section: 
 

Caltrans District Local Assistance Engineer (DLAE) shall: 
28. DLAE Name (Print) – Clearly enter the name of the DLAE. 
29. DLAE Signature – DLAE must sign this section of the form to certify that it has been reviewed for completeness. 
30. Date - Enter the date that the DLAE signs this section the form. 



 

 

 
ATTACHMENT H-3 

Monthly Utilization of Disadvantaged Business Enterprises (DBE) First–Tier Subcontracts Form  
 

Project Name Agency Contract Term: NTE Amount: Federal Aid #: 
     
Prime Contractor Contract Name Address City, State, Zip Code Email Phone Fax 
       
 
Item 

# 
Description of Work 

Performed and 
Material Provided 

Company Name, Business 
Address, Contact Name and 

Information 

DBE Certification Number Contract Payments Date Work 
Completed 

Date of 
Payment 

Year to Date 
Payments 

Non-DBE DBE     
    $1 $1   $1 
    $1 $1   $1 
    $1 $1   $1 
    $1 $1   $1 
    $1 $1   $1 
    $1 $1   $1 
    $1 $1   $1 
    $1 $1   $1 
Original DBE Commitment  Total: 

highlight + F9 = math 
$8.00 $8.00  

 
BA-Black American 
APA-Asian Pacific American 

NA-Native American 
W-Women 
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(DBE), FIRST-TIER SUBCONTRACTORS 

ATTACHMENT H-4, Final Report-Utilization of Disadvantaged Business Enterprises (DBE) First-Tier Subcontracts Form 
Local Assistance Procedures Manual  EXHIBIT 17-F 

Final Report-Utilization of Disadvantaged Business Enterprises (DBE), First-Tier Subcontractors 
STATE OF CALIFORNIA - DEPARTMENT OF TRANSPORTATION 
FINAL REPORT-UTILIZATION OF DISADVANTAGED BUSINESS ENTERPRISES ADA Notice 

For individuals with sensory disabilities, this document is available in alternate formats. For information call 
(916) 654-6410 or TDD (916) 654-3880 or write Records and Forms Management, 1120 N Street, MS-89, 
Sacramento, CA 95814 

CEM-2402F (REV 02/2008) 
 

CONTRACT NUMBER COUNTY ROUTE POST MILES FEDERAL AID PROJECT NO. ADMINISTERING AGENCY  CONTRACT COMPLETION DATE 
 

PRIME CONTRACTOR 
 

BUSINESS ADDRESS 
 

ESTIMATED CONTRACT AMOUNT$ 
 

ITE 
M 

NO. 

DESCRIPTION OF 
WORK PERFORMED 

AND MATERIAL 
PROVIDED 

 
COMPANY NAME AND 
BUSINESS ADDRESS 

 
DBE CERT. 
NUMBER 

CONTRACT PAYMENTS  
 

NON-DBE 
 

DBE 
DATE WORK 
COMPLETE 

DATE OF FINAL PAYMENT 

    $ $    
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 

ORIGINAL COMMITMENT $  TOTAL $ $  
DBE 

 
    List all First-Tier Subcontractors, Disad   

of work) was different than that approve 

 

 
vantaged Business Enterprises (DBEs) regardless of tier, whether or not the firms were originally listed for goal credit. If actual DBE utilization (or item 
d at time of award, provide comments on back of form. List actual amount paid to each entity. 

I CERTIFY THAT THE ABOVE INFORMATION IS COMPLETE AND CORRECT 
CONTRACTOR REPRESENTATIVE'S 
SIGNATURE 

BUSINESS PHONE NUMBER DATE 

TO THE BEST OF MY INFORMATION AND BELIEF, THE ABOVE INFORMATION IS COMPLETE AND CORRECT 
RESIDENT ENGINEER'S SIGNATURE BUSINESS PHONE NUMBER DATE 

 

Copy Distribution-Caltrans contracts: Original - District Construction Copy- Business Enterprise Program Copy- Contractor Copy Resident Engineer 

Copy Distribution-Local Agency contracts: Original - District Local Assistance Engineer 
(submitted with the Report of Expenditure 

Copy- District Local Assistance Engineer Copy- Local Agency file  



 

 

FINAL REPORT – UTILIZATION OF 
DISADVANTAGED BUSINESS 
ENTERPRISES (DBE), FIRST-TIER 
SUBCONTRACTORS 
CEM 2402(F) (Rev. 02/2008) 
 
The form requires specific information regarding the construction project: Contract Number, 
County, Route, Post Miles, Federal-aid Project No., the Administering Agency, the Contract 
Completion Date and the Estimated Contract Amount. It requires the prime contractor name and 
business address. The focus of the form is to describe who did what by contract item number and 
descriptions, asking for specific dollar values of item work completed broken down by 
subcontractors who performed the work both DBE and non-DBE work forces. DBE prime 
contractors are required to show the date of work performed by their own forces along with the 
corresponding dollar value of work. 

 
The form has a column to enter the Contract Item No. (or Item No's) and description of work performed 
or materials provided, as well as a column for the subcontractor name and business address. For those 
firms who are DBE, there is a column to enter their DBE Certification Number. The DBE should 
provide their certification number to the contractor and notify the contractor in writing with the date of 
the decertification if their status should change during the course of the project. 
The form has six columns for the dollar value to be entered for the item work performed by the 
subcontractor. 

The Non-DBE column is used to enter the dollar value of work performed for firms who are not 
certified 
DBE. 
 
The decision of which column to be used for entering the DBE dollar value is based on what 
program(s) status the firm is certified. This program status is determined by the California 
Unified Certification Program by ethnicity, gender, ownership, and control issues at time of 
certification. To confirm the certification status and program status, access the Department of 
Transportation Civil Rights web site at: http://www.dot.ca.gov/hq/bep or by calling (916) 324-
1700 or the toll free number at (888) 810-6346. 
 
Based on this DBE Program status, the following table depicts which column to be used: 

 
DBE Program Status Column to be used 

If program status shows DBE only with no other programs listed DBE 
 

If a contractor performing work as a DBE on the project becomes decertified and still performs 
work after their decertification date, enter the total dollar value performed by this contractor under 
the appropriate DBE identification column. 

 
If a contractor performing work as a non-DBE on the project becomes certified as a DBE, enter the 
dollar value of all work performed after certification as a DBE under the appropriate identification 
column. 

 
Enter the total of each of the six columns in Form CEM-2402(F). 

 
Any changes to DBE certification must also be submitted on Form-CEM 2403(F). 

 
Enter the Date Work Completed as well as the Date of Final Payment (the date when the prime contractor 
made the “final payment” to the subcontractor for the portion of work listed as being completed). 

 
The contractor and the resident engineer sign and date the form indicating that the information 
provided is complete and correct. 

 

http://www.dot.ca.gov/hq/bep
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ATTACHMENT I 

State Required Clauses 
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ATTACHMENT I-1 

 
FAIR EMPLOYMENT PRACTICES ADDENDUM 

 
1. In the performance of this Agreement, CONSULTANT shall not discriminate against any 
employee for employment because of race, color, sex, sexual orientation, religion, ancestry or 
national origin, physical disability, medical condition, marital status, political affiliation, family 
and medical care leave, pregnancy leave, or disability leave.  CONSULTANT shall take 
affirmative action to ensure that employees are treated during employment without regard to 
their race, sex, sexual orientation, color, religion, ancestry, or national origin, physical disability, 
medical condition, marital status, political affiliation, family and medical care leave, pregnancy 
leave, or disability leave.  Such action shall include, but not be limited to, the following: 
employment; upgrading; demotion or transfer; recruitment or recruitment advertising; layoff or 
termination; rates of pay or other forms of compensation; and selection for training, including 
apprenticeship.  CONSULTANT shall post in conspicuous places, available to employees for 
employment, notices to be provided by STATE setting forth the provisions of this Fair 
Employment section. 
 
2. CONSULTANT, its contractor(s) and all subcontractors shall comply with the provisions of 
the Fair Employment and Housing Act (Government Code Section 12900 et seq.), and the 
applicable regulations promulgated thereunder (California code of Regulations, Title 2, Section 
7285.0 et seq.).  The applicable regulations of the Fair Employment and Housing Commission 
implementing Government Code, Section 12900(a-f), set forth in Chapter 5 of Division 4 of Title 
2 of the California Code of Regulations are incorporated into this Agreement by reference and 
made a part hereof as if set forth in full.  Each of the CONSULTANT’S contractors and all 
subcontractors shall give written notice of their obligations under this clause to labor 
organizations with which they have a collective bargaining or other agreements as appropriate.  
 
3. CONSULTANT shall include the nondiscrimination and compliance provisions of this clause 
in all contracts and subcontracts to perform work under this Agreement. 
 
4. CONSULTANT shall permit access to the records of employment, employment 
advertisements, application forms, and other pertinent data and records by STATE, the State Fair 
Employment and Housing Commission, or any other agency of the State of California designated 
by STATE, for the purposes of investigation to ascertain compliance with the Fair Employment 
section of this Agreement. 
 
5. Remedies for Willful Violation: 
 
(a) STATE may determine a willful violation of the Fair Employment provision to have occurred 
upon receipt of a final judgment to that effect from a court in an action to which CONSULTANT 
was a party, or upon receipt of a written notice from the Fair Employment and Housing 
Commission that it has investigated and determined that CONSULTANT has violated the Fair 
Employment Practices Act and had issued an order under Labor Code Section 1426 which has 
become final or has obtained an injunction under Labor Code Section 1429. 
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(b) For willful violation of this Fair Employment Provision, STATE shall have the right to 
terminate this Agreement either in whole or in part, and any loss or damage sustained by STATE 
in securing the goods or services thereunder shall be borne and paid for by CONSULTANT and 
by the surety under the performance bond, if any, and STATE may deduct from any moneys due 
or thereafter may become due to CONSULTANT, the difference between the price named in the 
Agreement and the actual cost thereof to STATE to cure CONSULTANT’s breach of this 
Agreement. 
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ATTACHMENT I-2 

 
NONDISCRIMINATION ASSURANCES 

 
CONSULTANT HEREBY AGREES THAT, as a condition to receiving any federal financial 
assistance from the STATE, acting for the U.S. Department of Transportation, it will comply 
with Title VI of the Civil Rights Act of 1964, 78 Stat. 252, 42 U.S.C. 2000d-42 U.S.C. 2000d-4 
(hereinafter referred to as the ACT), and all requirements imposed by or pursuant to Title 49, 
Code of Federal Regulations, Department of Transportation, Subtitle A, Office of the Secretary, 
Part 21, “Nondiscrimination in Federally-Assisted Programs of the Department of Transportation 
- Effectuation of Title VI of the Civil Rights Act of 1964” (hereinafter referred to as the 
REGULATIONS), the Federal-aid Highway Act of 1973, and other pertinent directives, to the 
end that in accordance with the ACT, REGULATIONS, and other pertinent directives, no person 
in the United States shall, on the grounds of race, color, sex, national origin, religion, age or 
disability, be excluded from participation in, be denied the benefits of, or be otherwise subjected 
to discrimination under any program or activity for which CONSULTANT receives federal 
financial assistance from the Federal Department of Transportation.  CONSULTANT HEREBY 
GIVES ASSURANCE THAT CONSULTANT shall promptly take any measures necessary to 
effectuate this agreement.  This assurance is required by subsection 21.7(a) (1) of the 
REGULATIONS. 
 
More specifically, and without limiting the above general assurance, CONSULTANT hereby 
gives the following specific assurances with respect to its federal-aid Program: 
 
1. That CONSULTANT agrees that each “program” and each “facility” as defined in subsections 
21.23 (e) and 21.23 (b) of the REGULATIONS, will be (with regard to a “program”) conducted, 
or will be (with regard to a “facility”) operated in compliance with all requirements imposed by, 
or pursuant to, the REGULATIONS. 
 
2. That CONSULTANT shall insert the following notification in all solicitations for bids for 
work or material subject to the REGULATIONS made in connection with the federal-aid 
Program and, in adapted form, in all proposals for negotiated agreements: CONSULTANT 
hereby notifies all bidders that it will affirmatively insure that in any agreement entered into 
pursuant to this advertisement, minority business enterprises will be afforded full opportunity to 
submit bids in response to this invitation and will not be discriminated against on the grounds of 
race, color, sex, national origin, religion, age, or disability in consideration for an award. 
 
3. That CONSULTANT shall insert the clauses of Appendix A of this assurance in every 
agreement subject to the ACT and the REGULATIONS. 
 
4. That the clauses of Appendix B of this Assurance shall be included as a covenant running with 
the land, in any deed affecting a transfer of real property, structures, or improvements thereon, or 
interest therein.  
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5. That where CONSULTANT receives federal financial assistance to construct a facility, or part 
of a facility, the Assurance shall extend to the entire facility and facilities operated in connection 
therewith. 
 
6. That where CONSULTANT receives federal financial assistance in the form, or for the 
acquisition, of real property or an interest in real property, the Assurance shall extend to rights to 
space on, over, or under such property. 
 
7. That CONSULTANT shall include the appropriate clauses set forth in Appendix C and D of 
this Assurance, as a covenant running with the land, in any future deeds, leases, permits, 
licenses, and similar agreements entered into by the CONSULTANT with other parties: 
 
Appendix C; 
 
(a) for the subsequent transfer of real property acquired or improved under the federal-aid 
Program; and 
 
Appendix D; 
 
(b) for the construction or use of or access to space on, over, or under real property acquired, or 
improved under the federal-aid Program. 
 
8. That this assurance obligates CONSULTANT for the period during which federal financial 
assistance is extended to the program, except where the federal financial assistance is to provide, 
or is in the form of, personal property or real property or interest therein, or structures, or 
improvements thereon, in which case the assurance obligates CONSULTANT or any transferee 
for the longer of the following periods: 
 
(a) the period during which the property is used for a purpose for which the federal financial 
assistance is extended, or for another purpose involving the provision of similar services or 
benefits; or 
 
(b) the period during which CONSULTANT retains ownership or possession of the property. 
 
9. That CONSULTANT shall provide for such methods of administration for the program as are 
found by the U.S. Secretary of Transportation, or the official to whom he delegates specific 
authority, to give reasonable guarantee that CONSULTANT, other recipients, sub-grantees, 
applicants, sub-applicants, transferees, successors in interest, and other participants of federal 
financial assistance under such program will comply with all requirements imposed by, or 
pursuant to, the ACT, the REGULATIONS, this Assurance and the Agreement. 
 
10. That CONSULTANT agrees that the United States and the State of California have a right to 
seek judicial enforcement with regard to any matter arising under the ACT, the 
REGULATIONS, and this Assurance. 
 
11. CONSULTANT shall not discriminate on the basis of race, religion, age, disability, color, 
national origin or sex in the award and performance of any STATE assisted contract or in the 
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administration on its DBE Program or the requirements of 49 CFR Part 26. CONSULTANT 
shall take all necessary and reasonable steps under 49 CFR Part 26 to ensure non discrimination 
in the award and administration of STATE assisted contracts.  The California Department of 
Transportation Disadvantaged Business Enterprise Program Implementation Agreement for 
Local Agencies is incorporated by reference in this Agreement. Implementation of this program 
is a legal obligation and failure to carry out its terms shall be treated as a violation of this 
agreement.  Upon notification to the recipient of its failure to carry out the Implementation 
Agreement, STATE may impose sanctions as provided for under 49 CFR Part 26 and may, in 
appropriate cases, refer the matter for enforcement under 18 USC 1001 and/or the Program 
Fraud Civil Remedies Act of 1985 (31 USC 3801 et seq.) 
 
THESE ASSURANCES are given in consideration of and for the purpose of obtaining any and 
all federal grants, loans, agreements, property, discounts or other federal financial assistance 
extended after the date hereof to CONSULTANT by STATE, acting for the U.S. Department of 
Transportation, and is binding on CONSULTANT, other recipients, subgrantees, applicants, sub-
applicants, transferees, successors in interest and other participants in the federal-aid Highway 
Program. 
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APPENDIX A TO ATTACHMENT I-2  
 

During the performance of this Agreement, CONSULTANT, for itself, its assignees and 
successors in interest (hereinafter collectively referred to as CONSULTANT) agrees as follows: 
 
(1) Compliance with Regulations: CONSULTANT shall comply with the regulations relative to 
nondiscrimination in federally assisted programs of the Department of Transportation, Title 49, 
Code of Federal Regulations, Part 21, as they may be amended from time to time, (hereinafter 
referred to as the REGULATIONS), which are herein incorporated by reference and made a part 
of this agreement. 
 
(2) Nondiscrimination: CONSULTANT, with regard to the work performed by it during the 
Agreement, shall not discriminate on the grounds of race, color, sex, national origin, religion, 
age, or disability in the selection and retention of sub-applicants, including procurements of 
materials and leases of equipment.  CONSULTANT shall not participate either directly or 
indirectly in the discrimination prohibited by Section 21.5 of the REGULATIONS, including 
employment practices when the agreement covers a program set forth in Appendix B of the 
REGULATIONS. 
 
(3) Solicitations for Sub-agreements, Including Procurements of Materials and Equipment: In all 
solicitations either by competitive bidding or negotiation made by CONSULTANT for work to 
be performed under a Sub-agreement, including procurements of materials or leases of 
equipment, each potential sub-applicant or supplier shall be notified by CONSULTANT of the 
CONSULTANT’s obligations under this Agreement and the REGULATIONS relative to 
nondiscrimination on the grounds of race, color, or national origin. 
 
(4) Information and Reports: CONSULTANT shall provide all information and reports required 
by the REGULATIONS, or directives issued pursuant thereto, and shall permit access to 
CONSULTANT’s books, records, accounts, other sources of information, and its facilities as 
may be determined by STATE or FHWA to be pertinent to ascertain compliance with such 
REGULATIONS or directives. Where any information required of CONSULTANT is in the 
exclusive possession of another who fails or refuses to furnish this information, CONSULTANT 
shall so certify to STATE or the FHWA as appropriate, and shall set forth what efforts 
CONSULTANT has made to obtain the information. 
 
(5) Sanctions for Noncompliance: In the event of CONSULTANT’s noncompliance with the 
nondiscrimination provisions of this agreement, STATE shall impose such agreement sanctions 
as it or the FHWA may determine to be appropriate, including, but not limited to: 
 
(a) withholding of payments to CONSULTANT under the Agreement within a reasonable period 
of time, not to exceed 90 days; and/or 
 
(b) cancellation, termination or suspension of the Agreement, in whole or in part. 
 
(6) Incorporation of Provisions: CONSULTANT shall include the provisions of paragraphs (1) 
through (6) in every sub-agreement, including procurements of materials and leases of 
equipment, unless exempt by the REGULATIONS, or directives issued pursuant thereto. 
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CONSULTANT shall take such action with respect to any sub-agreement or procurement as 
STATE or FHWA may direct as a means of enforcing such provisions including sanctions for 
noncompliance, provided, however, that, in the event CONSULTANT becomes involved in, or is 
threatened with, litigation with a sub-applicant or supplier as a result of such direction, 
CONSULTANT may request STATE enter into such litigation to protect the interests of STATE, 
and, in addition, CONSULTANT may request the United States to enter into such litigation to 
protect the interests of the United States. 
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APPENDIX B TO ATTACHMENT I-2  
 

The following clauses shall be included in any and all deeds effecting or recording the transfer of 
PROJECT real property, structures or improvements thereon, or interest therein from the United 
States. 
 
(GRANTING CLAUSE) 
 
NOW, THEREFORE, the U.S. Department of Transportation, as authorized by law, and upon 
the condition that CONSULTANT shall accept title to the lands and maintain the project 
constructed thereon, in accordance with Title 23, United States Code, the Regulations for the 
Administration of federal-aid for Highways and the policies and procedures prescribed by the 
Federal Highway Administration of the Department of Transportation and, also in accordance 
with and in compliance with the Regulations pertaining to and effectuating the provisions of 
Title VI of the Civil Rights Act of 1964 (78 Stat. 252; 42 U.S.C. 2000d to 2000d-4), does hereby 
remise, release, quitclaim and convey unto the CONSULTANT all the right, title, and interest of 
the U.S. Department of Transportation in, and to, said lands described in Exhibit “A” attached 
hereto and made a part hereof. 
 
(HABENDUM CLAUSE) 
 
TO HAVE AND TO HOLD said lands and interests therein unto CONSULTANT and its 
successors forever, subject, however, to the covenant, conditions, restrictions and reservations 
herein contained as follows, which will remain in effect for the period during which the real 
property or structures are used for a purpose for which federal financial assistance is extended or 
for another purpose involving the provision of similar services or benefits and shall be binding 
on CONSULTANT, its successors arid assigns. 
 
CONSULTANT, in consideration of the conveyance of said lands and interests in lands, does 
hereby covenant and agree as a covenant running with the land for itself, its successors and 
assigns, 
 
(1) that no person shall on the grounds of race, color, sex, national origin, religion, age or 
disability, be excluded from participation in, be denied the benefits of, or be otherwise subjected 
to discrimination with regard to any facility located wholly or in part on, over, or under such 
lands hereby conveyed (;) (and) * 
 
(2) that CONSULTANT shall use the lands and interests in lands so conveyed, in compliance 
with all requirements imposed by or pursuant to Title 49, Code of Federal Regulations, 
Department of Transportation, Subtitle A, Office of the Secretary, Part 21, Non-discrimination in 
federally-assisted programs of the Department of Transportation - Effectuation of Title VI of the 
Civil Rights Act of 1964, and as said Regulations may be amended (;) and 
 
(3) that in the event of breach of any of the above-mentioned nondiscrimination conditions, the 
U.S. Department of Transportation shall have a right to re-enter said lands and facilities on said 
land, and the above-described land and facilities shall thereon revert to and vest in and become 
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the absolute property of the U.S. Department of Transportation and its assigns as such interest 
existed prior to this deed.* 
 
*Reverter clause and related language to be used only when it is determined that such a clause is 
necessary in order to effectuate the purposes of Title VI of the Civil Rights Act of 1964. 
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APPENDIX C TO ATTACHMENT I-2 
 

The following clauses shall be included in any and all deeds, licenses, leases, permits, or similar 
instruments entered into by CONSULTANT, pursuant to the provisions of Assurance 7(a) of 
Attachment I-2 . 
 
The grantee (licensee, lessee, permittee, etc., as appropriate) for himself, his heirs, personal 
representatives, successors in interest, and assigns, as a part of the consideration hereof, does 
hereby covenant and agree (in the case of deeds and leases add ‘as covenant running with the 
land”) that in the event facilities are constructed, maintained, or otherwise operated on the said 
property described in this (deed, license, lease, permit, etc.) for a purpose for which a U.S. 
Department of Transportation program or activity is extended or for another purpose involving 
the provision of similar services or benefits, the (grantee, licensee, lessee, permittee, etc.), shall 
maintain and operate such facilities and services in compliance with all other requirements 
imposed pursuant to Title 49, Code of Federal Regulations, U.S. Department of Transportation, 
Subtitle A, Office of Secretary, Part 21, Nondiscrimination in federally-assisted programs of the 
Department of Transportation - Effectuation of Title VI of the Civil Rights Act of 1964, and as 
said Regulations may be amended. 
 
(Include in licenses, leases, permits, etc.)* 
 
That in the event of breach of any of the above nondiscrimination covenants, CONSULTANT 
shall have the right to terminate the (license, lease, permit etc.) and to re-enter and repossess said 
land and the facilities thereon, and hold the same as if said (license, lease, permit, etc.) had never 
been made or issued. 
 
(Include in deeds)* 
 
That in the event of breach of any of the above nondiscrimination covenants, CONSULTANT 
shall have the right to re-enter said land and facilities thereon, and the above described lands and 
facilities shall thereupon revert to and vest in and become the absolute property of 
CONSULTANT and its assigns. 
 
*Reverter clause and related language to be used only when it is determined that such a clause is 
necessary in order to effectuate the purposes of Title VI of the Civil Rights Act of 1964. 
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APPENDIX D TO ATTACHMENT I-2  
 

The following shall be included in all deeds, licenses, leases, permits, or similar agreements 
entered into by the CONSULTANT, pursuant to the provisions of Assurance 7 (b) of Attachment 
I-2 . 
 
The grantee (licensee, lessee, permittee, etc., as appropriate) for himself, his personal 
representatives, successors in interest and assigns, as a part of the consideration hereof, does 
hereby covenant and agree (in the case of deeds, and leases add “as a covenant running with the 
land”) that: 
 
(1) no person on the ground of race, color, sex, national origin, religion, age or disability, shall 
be excluded from participation in, denied the benefits of, or otherwise subjected to 
discrimination in the use of said facilities; 
 
(2) that in the construction of any improvements on, over, or under such land and the furnishing 
of services thereon, no person on the ground of race, color, sex, national origin, religion, age or 
disability shall be excluded from participation in, denied the benefits of, or otherwise be 
subjected to discrimination; and 
 
(3) that the (grantee, licensee, lessee, permittee, etc.,) shall use the premises in compliance with 
the Regulations. 
 
(Include in licenses, leases, permits, etc.)* 
 
That in the event of breach of any of the above nondiscrimination covenants, CONSULTANT 
shall have the right to terminate the (license, lease, permit, etc.) and to re-enter and repossess 
said land and the facilities thereon, and hold the same as if said (license, lease, permit, etc.) had 
never been made or issued. 
 
(Include in deeds)* 
 
That in the event of breach of any of the above nondiscrimination covenants, CONSULTANT 
shall have the right to re-enter said land and facilities thereon, and the above described lands and 
facilities shall thereupon revert to and vest in and become the absolute property of 
CONSULTANT, and its assigns. 
 
*Reverter clause and related language to be used only when it is determined that such a clause is 
necessary in order to effectuate the purposes of Title VI of the Civil Rights Act of 1964. 
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ATTACHMENT I-3, STATE DEPARTMENT OF TRANSPORTATION 
REQUIREMENTS 

 
Caltrans Non – Discrimination 

A. In the performance of work undertaken pursuant to this Agreement, CONSULTANT shall 
not, and shall affirmatively require that its contractors shall not, unlawfully discriminate, harass 
or allow harassment, against any employee or applicant for employment because of sex, race, 
color, ancestry, religious creed, national origin, physical disability (including HIV and 
AIDS), medical condition (cancer), age, marital status, denial of family and medical care 
leave, and denial of pregnancy disability leave. 
 
B. CONSULTANT shall ensure, and shall require that its contractors and all subcontractors 
and/or subrecipients shall ensure, that the evaluation and treatment of their employees and 
applicants for employment are free from such discrimination and harassment. CONSULTANT 
shall comply, and ensure that its contractors and subcontractors and/or subrecipients shall 
comply, with the provisions of the Fair Employment and Housing Act (Government Code, 
Section 12900 et seq.) and the applicable regulations promulgated thereunder (California Code 
of Regulations, Title 2, Section 7285.0 et seq.). The applicable regulations of the Fair 
Employment and Housing Commission implementing Government Code, Section 12990 (af), 
set forth in Chapter 5 of Division 4 of Title 2 of the California Code of Regulations, are 
incorporated into this Agreement by reference and made a part hereof as if set forth in full. 
 
C. Each of CONSULTANT’s contractors, subcontractors, and/or subrecipients shall give written 
notice of their obligations under this clause to labor organizations with which they have 
collective bargaining or other labor agreements. CONSULTANT shall include the non-
discrimination and compliance provisions hereof in all contracts and subcontracts to perform 
work under this Agreement. 
 
D. CONSULTANT shall comply with the nondiscrimination program requirements of Title VI 
of the Civil Rights Act of 1964. Accordingly, 49 CFR Part 21, and 23 CFR Part 200 are made 
applicable to this Agreement by this reference. Wherever the term “Contractor” appears therein, 
it shall mean CONSULTANT. 
 
E. CONSULTANT shall permit, and shall require that its contractors, subcontractors, and 
subrecipients will permit, access to all records of employment, employment advertisements, 
application forms, and other pertinent data and records by the State Fair Employment Practices 
and Housing Commission or any other agency of the State of California designated by STATE to 
investigate compliance with these non-discrimination provisions. 
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APPENDIX D-1, INSURANCE REQUIREMENTS 
 
Minimum Insurance Coverages.  Consultant shall, at its own expense, obtain and maintain in 
effect at all times the following types of insurance against claims, damages and losses due to 
injuries to persons or damage to property or other losses that may arise in connection with the 
performance of work under this Agreement, placed with insurers with a Best’s rating of A-VIII 
or better.   
 

Yes 
(√) 

Please certify by checking the box below that required coverages will be provided within 
ten (10) days of MTC’s notice to firm that it wishes to contract with the firm.  

___ 

Workers' Compensation Insurance with Statutory limits, and Employer’s Liability 
insurance with a limit of not less than $1,000,000 per employee and $1,000,000 per 
accident, and any and all other coverage of CONSULTANT’s employees as may be 
required by applicable law. Such policy shall contain a Waiver of Subrogation in favor of 
MTC.  Such Workers Compensation & Employers Liability may be waived, if and only 
for as long as CONSULTANT is a sole proprietor or a corporation with stock 100% 
owned by officers with no employees.  Should any bridge work require coverage for the 
United States Longshore Harbor Workers Act, CONSULTANT agrees to furnish proof 
of insurance, if required. 
 

___ 

Commercial General Liability Insurance for Bodily Injury and Property Damage 
liability, covering the operations of CONSULTANT and CONSULTANT’s officers, 
agents, and employees and with limits of liability which shall not be less than $1,000,000 
combined single limit per occurrence with a general aggregate liability of not less than 
$2,000,000, and Personal & Advertising Injury liability with a limit of not less than 
$1,000,000.  Such policy shall contain a Waiver of Subrogation in favor of MTC.   
 
MTC and _________, and their commissioners, directors, officers, representatives, 
agents and employees are to be named as additional insureds.  Such insurance shall be 
primary and contain a Separation of Insureds Clause as respects any claims, losses or 
liability arising directly or indirectly from CONSULTANT’s operations. 
 

___ 

Business Automobile Insurance for all automobiles owned (if any), used or maintained 
by CONSULTANT and CONSULTANT’s officers, agents and employees, including but 
not limited to owned (if any), leased (if any), non-owned and hired automobiles, with 
limits of liability which shall not be less than $1,000,000 combined single limit per 
accident.  
 

___ 

Umbrella Insurance in the amount of $1,000,000 providing excess limits over 
Employer’s Liability, Automobile Liability, and Commercial General Liability 
Insurance. Such umbrella coverage shall be following form to underlying coverage 
including all endorsements and additional insured requirements. 
 

___ 
 

Errors and Omissions Professional Liability Insurance for errors and omissions and the 
resulting damages, including, but not limited to, economic loss to MTC and having 
minimum limits of $1,000,000 per claim.  The policy shall provide coverage for all work 
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performed by CONSULTANT and any work performed or conducted by any 
subcontractor/consultant working for or performing services on behalf of the 
CONSULTANT. No contract or agreement between CONSULTANT and any 
subcontractor/consultant shall relieve CONSULTANT of the responsibility for providing 
this Errors & Omissions or Professional Liability coverage for all work performed by 
CONSULTANT and any subcontractor/consultant working on behalf of CONSULTANT 
on the project. 
 

___ Property Insurance.  Property Insurance covering CONSULTANT'S own business 
personal property and equipment to be used in performance of this Agreement, materials 
or property to be purchased and/or installed on behalf of MTC (if any), and builders risk 
for property in the course of construction (if applicable).  Coverage shall be written on a 
"Special Form" policy that includes theft, but excludes earthquake, with limits at least 
equal to the replacement cost of the property.  Such policy shall contain a Waiver of 
Subrogation in favor of MTC.   
 

MTC, Federal Highway Administration (FHWA) and California Department of Transportation 
(Caltrans) and their commissioners, directors, officers, representatives, agents and employees are 
to be named as additional insureds.  Such insurance shall be primary and contain a Separation of 
Insureds Clause as respects any claims, losses or liability arising directly or indirectly from 
Consultant’s operations. 

 
All policies will be issued by insurers acceptable to MTC, generally with a Best’s Rating of A-
VIII or better. 
 
Consultant’s obligation hereunder may be satisfied in whole or in part by adequately funded self-
insurance, upon evidence of financial capacity satisfactory to MTC.   
 
Consultant shall be responsible for payment of any deductible or retention on Consultant’s 
policies without right of contribution from MTC.  Deductible and retention provisions shall not 
contain any restrictions as to how or by whom the deductible or retention is paid.  Any deductible 
or retention provision limiting payment to the Named Insured is unacceptable.   
 
In the event that MTC seeks coverage as an additional insured under any Consultant insurance 
policy that contains a deductible or self-insured retention, Consultant shall satisfy such deductible 
or self-insured retention to the extent of loss covered by such policy, for any lawsuit arising from 
or connected with any alleged act of Consultant, subconsultant, subcontractor, or any of their 
employees, officers or directors, even if Consultant or subconsultant is not a named defendant in 
the lawsuit. 
  
If any insurance specified above is written on a “Claims-Made” (rather than an “occurrence”) 
basis, then in addition to the coverage requirements above, Consultant shall: 
1. Ensure that the Retroactive Date is shown on the policy, and such date must be before the 

date of this Agreement or the beginning of any work under this Agreement;  
2. Maintain and provide evidence of similar insurance for at least three (3) years following 

project completion, including the requirement of adding all additional insureds; and 
3. If insurance is cancelled or non-renewed, and not replaced with another claims-made policy 
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form with a Retroactive Date prior to the Agreement effective date, Consultant shall 
purchase “extended reporting” coverage for a minimum of three (3) years after completion of 
the work.   

 
All insurance specified above shall remain in force until all work or services to be performed are 
satisfactorily completed, all of Consultant’s personnel, subcontractors, and equipment have been 
removed from MTC’s property, and the work or services have been formally accepted.  
Consultant must notify MTC if any of the above required coverages are non-renewed or 
cancelled.  The failure to procure or maintain required insurance and/or an adequately funded 
self-insurance program will constitute a material breach of this Agreement. 
 
Prior to commencement of any work hereunder, Consultant shall deliver to MTC Certificates of 
Insurance verifying the aforementioned coverages.  Such certificates shall make reference to all 
provisions and endorsements referred to above and shall be signed on behalf of the insurer by an 
authorized representative thereof.   
 
The foregoing requirements as to the types and limits of insurance coverage to be maintained by 
Consultant are not intended to and shall not in any manner limit or qualify the liabilities and 
obligations otherwise assumed by Consultant pursuant hereto, including, but not limited to, 
liability assumed pursuant to the Indemnification section of this Agreement. 
 

By signing below you acknowledge and agree to provide the required certificate of 
insurance providing verification of the minimum insurance requirements listed above 
within ten (10) days of MTC’s notice to firm that it wishes to contract with the firm.  

Representative Name and 
Title 

 

Name of Authorizing 
Official 

 

Authorized Signature  

Date  
 

NOTE: If you were unable to check “Yes” for any of the required minimum insurance 
coverages listed above, a request for exception to the appropriate insurance requirement(s) 
must be brought to MTC’s attention no later than closing date/time for receipt of requests 
for modifications/exceptions.  If such modifications/exceptions are not brought to MTC’s 
attention consistent with the provisions of this RFP, compliance with the insurance 
requirements will be assumed. 
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APPENDIX E, FEDERAL REQUIREMENTS 
 

 
Federally-required contract provisions are listed below and in Appendix D, MTC’s Standard 
Consultant Agreement, in Attachment H and its subparts.  In addition, the federal requirements 
in this Appendix F shall apply to any contract resulting from this RFP.  
 
Effective July, 2012, the California Department of Transportation (Caltrans) requires recipients 
of DOT grant funds through Caltrans to impose the following DBE utilization requirements on 
its consultants and contractors.  Consultant’s DBE participation on this Agreement will assist 
Caltrans in meeting its federally mandated statewide overall DBE goal. 

MTC has established Disadvantaged Business Enterprise (DBE) goal of 4% for any 
contract entered into as a result of this RFP. 
 
1. TERMS AS USED IN THIS DOCUMENT 

 
• The term “Disadvantaged Business Enterprise” or “DBE” means a for-profit small 

business concern owned and controlled by a socially and economically disadvantaged 
person(s) as defined in Title 49, Part 26.5, Code of Federal Regulations (CFR). 

• The term “Agreement” also means “Contract.” 
• Agency also means the local entity entering into this contract with the Contractor or 

Consultant. 
• The term “Small Business” or “SB” is as defined in 49 CFR 26.65. 

 
2. AUTHORITY AND RESPONSIBILITY 
 
A.  DBEs and other small businesses are strongly encouraged to participate in the 

performance of Agreements financed in whole or in part with federal funds (See 49 CFR 
26, “Participation by Disadvantaged Business Enterprises in Department of 
Transportation Financial Assistance Programs”). The Contractor should ensure that DBEs 
and other small businesses have the opportunity to participate in the performance of the 
work that is the subject of this solicitation and should take all necessary and reasonable 
steps for this assurance. The proposer shall not discriminate on the basis of race, color, 
national origin, or sex in the award and performance of subcontracts. 

 
B.  Proposers are encouraged to use services offered by financial institutions owned and 

controlled by DBEs. 
 
3. SUBMISSION OF DBE INFORMATION 
 
If there is a DBE goal on the contract, Appendix E-3, “Local Agency Consultant DBE 
Commitment” form and Appendix E-4, “Local Agency Consultant DBE Information” form shall 
be included in the procurement document. In order for a proposer to be considered responsible 
and responsive, the proposer must make good faith efforts to meet the goal established for the 
contract. If the goal is not met, the proposer must document adequate good faith efforts. All DBE 
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participation will be counted towards the contract goal, and all DBE participation shall be 
collected and reported. 
 
Appendix E-3, “Local Agency Consultant DBE Commitment” form and Appendix E-4, “Local 
Agency Consultant DBE Information” form shall be included with the procurement document. 
The purpose of the forms is to collect data required under 49 CFR 26. These forms collect all 
DBE participation. Even if no DBE participation will be reported, the successful proposer must 
execute and return the forms. 
 
4. DBE PARTICIPATION GENERAL INFORMATION 
 
It is the proposer’s responsibility to be fully informed regarding the requirements of 49 CFR, 
Part 26, and the Department’s DBE program developed pursuant to the regulations. Particular 
attention is directed to the following: 
 
A.  A DBE must be a small business firm defined pursuant to 13 CFR 121 and be certified 

through the California Unified Certification Program (CUCP). 
B.  A certified DBE may participate as a prime contractor, subcontractor, joint venture 

partner, as a vendor of material or supplies, or as a trucking company. 
C.  A DBE proposer not proposing as a joint venture with a non-DBE, will be required to 

document one or a combination of the following: 
1. The proposer is a DBE and will meet the goal by performing work with its own forces. 
2. The proposer will meet the goal through work performed by DBE subcontractors, 

suppliers or trucking companies. 
3. The proposer, prior to proposing, made adequate good faith efforts to meet the goal. 

D.  A DBE joint venture partner must be responsible for specific contract items of work or 
clearly defined portions thereof. Responsibility means actually performing, managing, 
and supervising the work with its own forces. The DBE joint venture partner must share 
in the capital contribution, control, management, risks and profits of the joint venture 
commensurate with its ownership interest. 

E.  A DBE must perform a commercially useful function pursuant to 49 CFR 26.55, that is, a 
DBE firm must be responsible for the execution of a distinct element of the work and 
must carry out its responsibility by actually performing, managing and supervising the 
work. 

F.  The proposer shall list only one subcontractor for each portion of work as defined in their 
 proposal and all DBE subcontractors should be listed in the bid/cost proposal list of 

subcontractors. 
G.  A prime contractor who is a certified DBE is eligible to claim all of the work in the 

Agreement toward the DBE participation except that portion of the work to be performed 
by non-DBE subcontractors. 

 
5. RESOURCES 
 
A.  The CUCP database includes the certified DBEs from all certifying agencies participating 

in the CUCP. If you believe a firm is certified that cannot be located on the database, 
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please contact the Caltrans Office of Certification toll free number 1-866-810-6346 for 
assistance. 

B.  Access the CUCP database from the Department of Transportation, Civil Rights, 
Business 
Enterprise Program web site at: http://www.dot.ca.gov/hq/bep/. 
• Click on the link in the left menu titled Disadvantaged Business Enterprise 
• Click on Search for a DBE Firm link 
• Click on Access to the DBE Query Form located on the first line in the center of 

the page 
• Searches can be performed by one or more criteria 
• Follow instructions on the screen 

C.  How to Obtain a List of Certified DBEs without Internet Access: DBE Directory - If you 
do not have Internet access, Caltrans also publishes a directory of certified DBE firms 
extracted from the online database. A copy of the directory of certified DBEs may be 
ordered from the Caltrans Publications Unit at (916) 263-0822, 1900 Royal Oaks Drive, 
Sacramento, CA 95815-3800. 

 
6. MATERIALS OR SUPPLIES PURCHASED FROM DBES COUNT TOWARDS THE 
DBE GOAL UNDER THE FOLLOWING CONDITIONS: 
 
A.  If the materials or supplies are obtained from a DBE manufacturer, count 100 percent of 

the cost of the materials or supplies. A DBE manufacturer is a firm that operates or 
maintains a factory, or establishment that produces on the premises the materials, 
supplies, articles, or equipment required under the Agreement and of the general 
character described by the specifications. 

 
B.  If the materials or supplies purchased from a DBE regular dealer, count 60 percent of the 

cost of the materials or supplies. A DBE regular dealer is a firm that owns, operates or 
maintains a store, warehouse, or other establishment in which the materials, supplies, 
articles or equipment of the general character described by the specifications and required 
under the Agreement are bought, kept in stock, and regularly sold or leased to the public 
in the usual course of business.  To be a DBE regular dealer, the firm must be an 
established, regular business that engages, as its principal business and under its own 
name, in the purchase and sale or lease of the products in question. A person may be a 
DBE regular dealer in such bulk items as petroleum products, steel, cement, gravel, stone 
or asphalt without owning, operating or maintaining a place of business provided in this 
section. 

 
C.  If the person both owns and operates distribution equipment for the products, any 

supplementing of regular dealers’ own distribution equipment shall be, by a long-term 
lease agreement and not an ad hoc or Agreement-by-Agreement basis. Packagers, 
brokers, manufacturers’ representatives, or other persons who arrange or expedite 
transactions are not DBE regular dealers within the meaning of this section. 

 
D.  Materials or supplies purchased from a DBE, which is neither a manufacturer nor a 

regular dealer, will be limited to the entire amount of fees or commissions charged for 
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assistance in the procurement of the materials and supplies, or fees or transportation 
charges for the delivery of materials or supplies required on the job site, provided the fees 
are reasonable and not excessive as compared with fees charged for similar services. 
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APPENDIX E-1, CERTIFICATION REGARDING DEBARMENT, SUSPENSION, AND 
OTHER RESPONSIBILITY MATTERS 

(Third Party Contracts and Subcontracts over $25,000) 
 
Instructions for Certification: 
 
1. By signing and submitting this proposal, the prospective lower tier participant is 

providing the signed certification set out below.  
 
2. The certification in this clause is a material representation of fact upon which reliance 

was placed when this transaction was entered into.  If it is later determined that the 
prospective lower tier participant knowingly rendered an erroneous certification, in 
addition to other remedies available to the Federal Government, MTC may pursue 
available remedies, including suspension and/or debarment. 

 
3. The prospective lower tier participant shall provide immediate written notice to MTC if 

at any time the prospective lower tier participant learns that its certification was 
erroneous when submitted or has become erroneous by reason of changed circumstances. 

 
4. The terms “covered transaction,” “debarred,” “suspended,” “ineligible,” “lower tier 

covered transaction,” “participant,” “persons,” “lower tier covered transaction,” 
“principal,” “proposal,” and “voluntarily excluded,” as used in this clause, have the 
meanings set out in the Definitions and Coverage sections of rules implementing 
Executive Order 12549 [49 CFR Part 29].  You may contact MTC for assistance in 
obtaining a copy of those regulations. 

 
5. The prospective lower tier participant agrees by submitting this proposal that, should the 

proposed covered transaction be entered into, it shall not knowingly enter into any lower 
tier covered transaction with a person who is debarred, suspended, declared ineligible, or 
voluntarily excluded from participation in this covered transaction, unless authorized in 
writing by MTC. 

 
6. The prospective lower tier participant further agrees by submitting this proposal that it 

will include the clause titled “Certification Regarding Debarment, Suspension, 
Ineligibility and Voluntary Exclusion - Lower Tier Covered Transaction,” without 
modification, in all lower tier covered transactions and in all solicitations for lower tier 
covered transactions. 

 
7. A participant in a covered transaction may rely upon a certification of a prospective 

participant in a lower tier covered transaction that it is not debarred, suspended, 
ineligible, or voluntarily excluded from the covered transaction, unless it knows that the 
certification is erroneous.  A participant may decide the method and frequency by which 
it determines the eligibility of its principals.  Each participant may, but is not required to, 
check the Nonprocurement List issued by U.S. General Service Administration. 
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8. Nothing contained in the foregoing shall be construed to require establishment of system 
of records in order to render in good faith the certification required by this clause.  The 
knowledge and information of a participant is not required to exceed that which does a 
prudent person in the ordinary course of business dealings normally possess. 

 
9. Except for transactions authorized under Paragraph 5 of these instructions, if a participant 

in a covered transaction knowingly enters into a lower tier covered transaction with a 
person who is suspended, debarred, ineligible, or voluntarily excluded from participation 
in this transaction, in addition to all remedies available to the Federal Government, MTC 
may pursue available remedies including suspension and/or debarment. 

 
 

Certification Regarding Debarment, Suspension, Ineligibility and Voluntary Exclusion 
Lower Tier Covered Transaction 

 
 (1) The prospective lower tier participant certifies, by submission of this proposal, that 
neither it nor its “principals” [as defined at 49 CFR Section 29.105(p)] is presently debarred, 
suspended, proposed for debarment, declared ineligible, or voluntarily excluded from 
participation in this transaction by any Federal department or agency. 
 
 (2) When the prospective lower tier participant is unable to certify to the statements in 
this certification, such prospective participant shall attach an explanation to this proposal.  
 
 
 
   

 
 

Date  (signature of authorized official) 
   

 
 

  (type/print name and title) 
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APPENDIX E-2, CERTIFICATION OF RESTRICTIONS ON LOBBYING 
 
I,   hereby certify on behalf of   that: 
 (name and title of grantee 

official) 
 (name of grantee)  

 
1. No Federal appropriated funds have been paid or will be paid, by or on behalf of the 

undersigned, to any person for influencing or attempting to influence an officer or 
employee of any agency, a Member of Congress, an officer or employee of Congress, or 
an employee of a Member of Congress in connection with the awarding of any Federal 
contract, the making of any Federal grant, the making of any Federal loan, the entering 
into of any cooperative agreement, and the extension, continuation, renewal, amendment, 
or modification of any Federal contract, grant, loan, or cooperative agreement. 

 
2. If any funds other than Federal appropriated funds have been paid or will be paid to any 

person for influencing or attempting to influence an officer or employee of any agency, a 
Member of Congress, an officer or employee of Congress, or an employee of a Member 
of Congress in connection with this Federal contract, grant, loan, or cooperative 
agreement, the undersigned shall complete and submit Standard Form-LLL, “Disclosure 
Form to Report Lobbying,” in accordance with its instructions. 

 
3. The undersigned shall require that the language of this certification be included in the 

award documents for all subawards at all tiers (including subcontracts, subgrants, and 
contracts under grants, loans, and cooperative agreements) and that all subrecipients shall 
certify and disclose accordingly. 

 
This certification is a material representation of fact upon which reliance is placed when this 
transaction was made or entered into.  Submission of this certification is a prerequisite for 
making or entering into this transaction imposed by Section 1352, Title 31, U.S. Code.  Any 
person who fails to file the required certification shall be subject to a civil penalty of not less 
than $10,000 and not more than $100,000 for each such failure. 
 
 
Executed this   day of  , 2013.  
 

By:  
 
 

(signature of authorized official) 
 
 

(title of authorized official) 
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APPENDIX E-3, LOCAL AGENCY CONSULTANT DBE COMMITMENT 
(Inclusive of all DBEs at time of proposal) 

 

NOTE:  Please refer to instructions on the reverse side of this form. 

Consultant to Complete this Section 
 

    
   1. Local Agency Name: ____Metropolitan Transportation Commission (MTC)_ ___________________________ 
 
   2. Project Location: ______San Francisco Bay Area_________________________ 
 
   3. Project Description: ____Electric Vehicle Promotional Campaign Implementation _____________________________ 
  
   4. Consultant Name: __________________________________________________________________________________________ 
 
   5. Contract DBE Goal %: ____4%____________ 

DBE Commitment Information 
6. Description of Services to be Provided 7. DBE Firm 

Contact Information 
8. DBE Cert. 

Number 
9. DBE % 

    

    

    

    

    

    

    

    

Local Agency to Complete this Section 
 
  16. Local Agency Contract Number:  ________________________________________________ 

 
  17. Federal-aid  Project Number:  ___________________________________________________ 

 
  18. Proposed Contract Execution Date:  ___September 2013_____________________     

 
   Local Agency certifies that all  DBE certifications are valid and the  
   information on this form is complete and accurate: 
 

 _____________________________________________________________________________ 
 19. Local Agency Representative Name (Print) 

    
   ___________________________________________________     ________________________ 
   20. Local Agency Representative Signature                                        21. Date 

    
   ___________________________________________________     ________________________ 
   22. Local Agency Representative Title                                               23. (Area Code) Tel. No. 
 
 

     10. Total 
      % Claimed 

 

 
   
      ___________ % 

 

  

 
  ________________________________ 

11. Preparer’s Signature 
   

________________________________ 
  12. Preparer’s Name (Print) 
 

 

________________________________ 
  13. Preparer’s Title 
 
 

  ____________   ___________________ 
14. Date                     15. (Area Code) Tel. No. 

 

 
 

 

Distribution:    (1) Original – Submit with Award Package 
 (2) Copy – Local Agency files 
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INSTRUCTIONS - LOCAL AGENCY CONSULTANT DBE COMMITMENT 
 

Consultant Section 

The Consultant shall: 
24. Local Agency Name – Enter the name of the local or regional agency that is funding the contract. 
25. Project Location - Enter the project location as it appears on the project advertisement. 
26. Project Description - Enter the project description as it appears on the project advertisement (Bridge Rehab, Seismic 

Rehab, Overlay, Widening, etc)..  
27. Consultant Name - Enter the consultant’s firm name. 
28. Contract DBE Goal % - Enter the contract DBE goal percentage, as it was reported on the Exhibit 10-I form. See 

LAPM Chapter 10. 
29. Description of Services to be Provided - Enter item of work description of services to be provided. Indicate all work 

to be performed by DBEs including work performed by the prime consultant’s own forces, if the prime is a DBE. If 
100% of the item is not to be performed or furnished by the DBE, describe the exact portion to be performed or 
furnished by the DBE. See LAPM Chapter 9 to determine how to count the participation of DBE firms. 

30. DBE Firm Contact Information - Enter the name and telephone number of all DBE subcontracted consultants. Also, 
enter the prime consultant’s name and telephone number, if the prime is a DBE. 

31. DBE Cert. Number - Enter the DBEs Certification Identification Number. All DBEs must be certified on the date bids 
are opened. (DBE subcontracted consultants should notify the prime consultant in writing with the date of the 
decertification if their status should change during the course of the contract.) 

32. DBE % - Percent participation of work to be performed or service provided by a DBE. Include the prime consultant if 
the prime is a DBE. See LAPM Chapter 9 for how to count full/partial participation. 

33. Total % Claimed – Enter the total participation claimed.    If the Total % Claimed is less than item “6. Contract DBE 
Goal”, a Good Faith Effort (GFE) is required. 

34. Preparer’s Signature – The person completing this section of the form for the consultant’s firm must sign their name. 
35. Preparer’s Name (Print) – Clearly enter the name of the person signing this section of the form for the consultant. 
36. Preparer’s Title - Enter the position/title of the person signing this section of the form for the consultant. 
37. Date - Enter the date this section of the form is signed by the preparer. 
38. (Area Code) Tel. No. - Enter the area code and telephone number of the person signing this section of the form for the 

consultant. 
 

Local Agency Section: 

The Local Agency representative shall: 
39. Local Agency Contract Number - Enter the Local Agency Contract Number.  
40. Federal-Aid Project Number - Enter the Federal-Aid Project Number. 
41. Contract Execution Date - Enter the date the contract was executed and Notice to Proceed issued. See LAPM Chapter 

10, page 23. 
42. Local Agency Representative Name (Print) - Clearly enter the name of the person completing this section. 
43. Local Agency Representative Signature - The person completing this section of the form for the Local Agency must 

sign their name to certify that the information in this and the Consultant Section of this form is complete and accurate. 
44. Date - Enter the date the Local Agency Representative signs the form.   
45. Local Agency Representative Title - Enter the position/title of the person signing this section of the form. 
46. (Area Code) Tel. No. - Enter the area code and telephone number of the Local Agency representative signing this 

section of the form. 
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APPENDIX F-4, LOCAL AGENCY CONSULTANT DBE INFORMATION 
(Inclusive of all DBEs listed at bid proposal)  

NOTE:  Please refer to instructions on the reverse side of this form. 
Consultant to Complete this Section 

 

   1. Local Agency Name: _Metropolitan Transportation Commission (MTC)_______________________ 
 
   2. Project Location: ___San Francisco Bay Area_____________________________________ 
 
   3. Project Description: __EV Promotional Campaign Implementation____________________________ 
 
   4. Total Contract Award Amount: $ ______________________ 
 
   5. Consultant Name: __________________________________________________________________________________________ 
 
   6. Contract DBE Goal %: ____4%____________ 
 
   7. Total Dollar Amount for all Subcontractors: $ ______________________ 
 
   8. Total Number of all Subcontractors: _______________ 

Award DBE Information 
9. Description of Services to be Provided 10. DBE Firm 

Contact Information 
11. DBE Cert. 

Number 
12. DBE Dollar 

Amount 

    

    

    

    

    

    

    

Local Agency to Complete this Section 
 
  20. Local Agency Contract Number:  ________________________________________________ 
 
  21. Federal-aid  Project Number:  ___________________________________________________ 
 
  22. Contract Execution Date:  _____September 2013__________________     

 
   Local Agency certifies that all  DBE certifications are valid and the  
   information on this form is complete and accurate: 
 

 _____________________________________________________________________________ 
 23. Local Agency Representative Name (Print) 

    
   ___________________________________________________     ________________________ 
   24. Local Agency Representative Signature                                        25. Date 
    
   ___________________________________________________     ________________________ 
   26. Local Agency Representative Title                                               27. (Area Code) Tel. No. 
 
 

   

  13. Total 
  Dollars 
  Claimed 
 
 
 

 
 
 

 
 

 $ ___________ 
 

 
 

  14. Total 
   % Claimed 
 
 
 

 

 
   
  ___________ % 
 

   

 
  ________________________________ 

15. Preparer’s Signature   

________________________________ 
  16. Preparer’s Name (Print) 

 

________________________________ 
  17. Preparer’s Title 
 

  ____________   ___________________ 
18. Date                     19. (Area Code) Tel. No. 

 

 
 

Caltrans to Complete this Section 
    Caltrans District Local Assistance Engineer (DLAE) certifies that this form  
  has been reviewed for completeness: 

__________________________     _______________________________     ______________  
28. DLAE Name (Print)                     29. DLAE Signature                                    30. Date 
 

 
Distribution:   (1) Copy – Email a copy to the Caltrans District Local Assistance Engineer (DLAE) within 30 days of contract award. Failure to 
send a copy to the DLAE within 30 days of contract award may result in delay of payment. 
                             (2) Copy – Include in award package sent to Caltrans DLAE     (3) Original – Local agency files 
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INSTRUCTIONS - LOCAL AGENCY CONSULTANT DBE INFORMATION 
 

Consultant Section 
 

The Consultant shall: 
31. Local Agency Name – Enter the name of the local or regional agency that is funding the contract. 
32. Project Location - Enter the project location as it appears on the project advertisement. 
33. Project Description - Enter the project description as it appears on the project advertisement (Bridge Rehab, Seismic 

Rehab, Overlay, Widening, etc). 
34. Total Contract Award Amount - Enter the total contract award dollar amount for the prime consultant.  
35. Consultant Name - Enter the consultant’s firm name. 
36. Contract DBE Goal % - Enter the contract DBE goal percentage, as it was reported on the Exhibit 10-I form. See 

LAPM Chapter 10. 
37. Total Dollar Amount for all Subcontractors – Enter the total dollar amount for all subcontracted consultants. SUM = 

(DBE’s + all Non-DBE’s). Do not include the prime consultant information in this count. 
38. Total number of all subcontractors – Enter the total number of all subcontracted consultants. SUM = (DBE’s + all 

Non-DBE’s). Do not include the prime consultant information in this count. 
39. Description of Services to be Provided - Enter item of work description of services to be provided. Indicate all work 

to be performed by DBEs including work performed by the prime consultant’s own forces, if the prime is a DBE. If 
100% of the item is not to be performed or furnished by the DBE, describe the exact portion to be performed or 
furnished by the DBE. See LAPM Chapter 9 to determine how to count the participation of DBE firms. 

40. DBE Firm Contact Information - Enter the name and telephone number of all DBE subcontracted consultants. Also, 
enter the prime consultant’s name and telephone number, if the prime is a DBE. 

41. DBE Cert. Number - Enter the DBE’s Certification Identification Number. All DBEs must be certified on the date 
bids are opened. (DBE subcontracted consultants should notify the prime consultant in writing with the date of the 
decertification if their status should change during the course of the contract.) 

42. DBE Dollar Amount - Enter the subcontracted dollar amount of the work to be performed or service to be provided. 
Include the prime consultant if the prime is a DBE, and include DBEs that are not identified as subcontractors on the 
Exhibit 10-O1 form. See LAPM Chapter 9 for how to count full/partial participation. 

43. Total Dollars Claimed – Enter the total dollar amounts for columns 12 and 13. 
44. Total % Claimed – Enter the total participation claimed for columns 12 and 13. SUM = (item “14. Total Participation 

Dollars Claimed” divided by item “4. Total Contract Award Amount”).  If the Total % Claimed is less than item “6. 
Contract DBE Goal”, a Good Faith Effort (GFE) is required. 

45. Preparer’s Signature – The person completing this section of the form for the consultant’s firm must sign their name. 
46. Preparer’s Name (Print) – Clearly enter the name of the person signing this section of the form for the consultant. 
47. Preparer’s Title - Enter the position/title of the person signing this section of the form for the consultant. 
48. Date - Enter the date this section of the form is signed by the preparer. 
49. (Area Code) Tel. No. - Enter the area code and telephone number of the person signing this section of the form for the 

consultant. 
 

Local Agency Section: 

The Local Agency representative shall: 
50. Local Agency Contract Number - Enter the Local Agency Contract Number.  
51. Federal-Aid Project Number - Enter the Federal-Aid Project Number. 
52. Contract Execution Date - Enter the date the contract was executed and Notice to Proceed issued. See LAPM Chapter 

10, page 23. 
53. Local Agency Representative Name (Print) - Clearly enter the name of the person completing this section. 
54. Local Agency Representative Signature - The person completing this section of the form for the Local Agency must 

sign their name to certify that the information in this and the Consultant Section of this form is complete and accurate. 
55. Date - Enter the date the Local Agency Representative signs the form.   
56. Local Agency Representative Title - Enter the position/title of the person signing this section of the form. 
57. (Area Code) Tel. No. - Enter the area code and telephone number of the Local Agency representative signing this 

section of the form. 
 

Caltrans Section: 

Caltrans District Local Assistance Engineer (DLAE) shall: 
58. DLAE Name (Print) – Clearly enter the name of the DLAE. 
59. DLAE Signature – DLAE must sign this section of the form to certify that it has been reviewed for completeness. 
60. Date - Enter the date that the DLAE signs this section the form. 
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APPENDIX E-5, DBE INFORMATION – GOOD FAITH EFFORTS 
 

Federal-aid Project No. _______________________ Bid Opening Date ___________________ 
 
The                                     established a Disadvantaged Business Enterprise (DBE) goal of 
_____% for this project. The information provided herein shows that a good faith effort was 
made. 
 
Lowest, second lowest and third lowest bidders shall submit the following information to 
document adequate good faith efforts. Bidders should submit the following information even if 
the “Local Agency Bidder DBE Commitment” form indicates that the bidder has met the DBE 
goal. This will protect the bidder’s eligibility for award of the contract if the administering 
agency determines that the bidder failed to meet the goal for various reasons, e.g., a DBE firm 
was not certified at bid opening, or the bidder made a mathematical error. 
 
Submittal of only the “Local Agency Bidder DBE Commitment” form may not provide 
sufficient documentation to demonstrate that adequate good faith efforts were made. 
 
The following items are listed in the Section entitled “Submission of DBE Commitment” of the 
Special Provisions:  

A. The names and dates of each publication in which a request for DBE participation for this 
project was placed by the bidder (please attach copies of advertisements or proofs of 
publication): 

Publications: Date of Advertisement: 
 
 
 
 
 
 
 
B.       The names and dates of written notices sent to certified DBEs soliciting bids for this 

project and the dates and methods used for following up initial solicitations to determine 
with certainty whether the DBEs were interested (please attach copies of solicitations, 
telephone records, fax confirmations, etc.): 

 
Names of DBEs Solicited: Date of Initial Solicitation: Follow Up Methods and Dates: 
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C.       The items of work which the bidder made available to DBE firms including, where 
appropriate, any breaking down of the contract work items (including those items 
normally performed by the bidder with its own forces) into economically feasible units to 
facilitate DBE participation. It is the bidder's responsibility to demonstrate that sufficient 
work to facilitate DBE participation was made available to DBE firms. 

 
Item of Work: Bidder Normally 

Performs Item (Y/N): 
Breakdown of 

Items: 
Amount 

($): 
Percentage of 

Contract: 
 
 
 
 
 
D.       The names, addresses and phone numbers of rejected DBE firms, the reasons for the 

bidder's rejection of the DBEs, the firms selected for that work (please attach copies of 
quotes from the firms involved), and the price difference for each DBE if the selected 
firm is not a DBE:  

 
Names, addresses and phone numbers of rejected DBEs and the reasons for the bidder's rejection 
of the DBEs: 
 
 
 
 
 
Names, addresses and phone numbers of firms selected for the work above: 
 
 
 
 
 
E.       Efforts made to assist interested DBEs in obtaining bonding, lines of credit or 

insurance, and any technical assistance or information related to the plans, specifications 
and requirements for the work which was provided to DBEs: 

 
 
 
 
 
F.       Efforts made to assist interested DBEs in obtaining necessary equipment, supplies, 

materials or related assistance or services, excluding supplies and equipment the DBE 
subcontractor purchases or leases from the prime contractor or its affiliate: 
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G. The names of agencies, organizations or groups contacted to provide assistance in 

contacting, recruiting and using DBE firms (please attach copies of requests to agencies 
and any responses received, i.e., lists, Internet page download, etc.): 

 
Name of Agency/Organization: Method/Date of Contact: Results: 

 
 
 
 
H. Any additional data to support a demonstration of good faith efforts (use additional sheets 

if necessary): 
 
 
 
 
 
 

NOTE:  USE ADDITIONAL SHEETS OF PAPER IF NECESSARY. 
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