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MARKETING, PLANNING, & LEGISLATIVE
MEETING AGENDA

Thursday, May 2, 2013
9:00 a.m.

Hanson Bridgett
1676 North California Blvd., Suite 620
Walnut Creek, California

The committee may take action on each item on the agenda. The action may consist of the
recommended action, a related action or no action. Staff recommendations are subject to
action and/or change by the committee.

1. Approval of Agenda

2. Public Communication

3. Approval of Minutes of April 4, 2013*

4. FY2014 Marketing and Communications Plan*
S. County Connection Branding Update*

6. Marketing Reports:

a. Website User Report — Activity for April will be distributed at the meeting
b. Community Events*

7. Next Meeting — June 6, 2013

8. Adjournment

*Enclosure
FY2013/2014 MP&L Committee
Amy Worth — Orinda, Rob Schroder — Martinez, Robert Storer — Danville

Clayton « Concord - Contra Costa County « Danville « Lafayette « Martinez
Moraga « Orinda « Pleasant Hill « San Ramon - Walnut Creek

CENTRAL CONTRA COSTA TRANSIT AUTHORITY



General Information

Public Comment: Each person wishing to address the committee is requested to complete a Speakers Card for
submittal to the Committee Chair before the meeting convenes or the applicable agenda item is discussed. Persons
who address the Committee are also asked to furnish a copy of any written statement to the Committee Chair.
Persons who wish to speak on matters set for Public Hearings will be heard when the Chair calls for comments from
the public. After individuals have spoken, the Public Hearing is closed and the matter is subject to discussion and
action by the Committee.

A period of thirty (30) minutes has been allocated for public comments concerning items of interest within the subject
matter jurisdiction of the Committee. Each individual will be allotted three minutes, which may be extended at the
discretion of the Committee Chair.

Consent Items: All matters listed under the Consent Calendar are considered by the committee to be routine and will be
enacted by one motion. There will be no separate discussion of these items unless requested by a committee member
or a member of the public prior to when the committee votes on the motion to adopt.

Availability of Public Records: All public records relating to an open session item on this agenda, which are not exempt
from disclosure pursuant to the California Public Records Act, that are distributed to a majority of the legislative
body, will be available for public inspection at 2477 Arnold Industrial Way, Concord, California, at the same time that
the public records are distributed or made available to the legislative body. The agenda and enclosures for this
meeting are posted also on our website at www.countyconnection.com.

Accessible Public Meetings: Upon request, County Connection will provide written agenda materials in appropriate
alternative formats, or disability-related modification or accommodation, including auxiliary aids or services, to enable
individuals with disabilities to participate in public meetings. Please send a written request, including your name,
mailing address, phone number and brief description of the requested materials and preferred alternative format or
auxiliary aid or service so that it is received by County Connection at least 48 hours before the meeting convenes.
Requests should be sent to the Board Clerk, Janet Madrigal, at 2477 Arnold Industrial Way, Concord, CA 94520 or
madrigal@cccta.org.

Shuttle Service: With 24-hour notice, a County Connection LINK shuttle can be available at the nearest BART station
for individuals who want to attend the meeting. To arrange for the shuttle service, please call Robert Greenwood —
925/680 2072, no later than 24 hours prior to the start of the meeting.

Currently Scheduled Board and Committee Meetings

Board of Directors: Thursday, May 16, 9:00 a.m., County Connection Board Room
Administration & Finance: Wednesday, May 1, 9:00 a.m. 1676 N. California Blvd., S620, Walnut Creek
Advisory Committee: Friday, May 10, 9:30 a.m., County Connection Board Room

Marketing, Planning & Legislative: Thursday, May 2, 9:00 a.m., 1676 N. California Blvd., S620, Walnut Creek
Operations & Scheduling: Friday, May 3, 8:00 a.m., Walnut Creek City Offices

The above meeting schedules are subject to change. Please check
the County Connection Website (www.countyconnection.com) or contact County Connection staff
at 925/676-1976 to verify date, time and location prior to attending a meeting.

This agenda is posted on County Connection’s Website (www.countyconnection.com) and
at the County Connection Administrative Offices, 2477 Arnold Industrial Way, Concord, California



SUMMARY MINUTES
MARKETING/PLANNING & LEGISLATIVE COMMITTEE

Thursday, April 4, 2013
The meeting was called to order at 9:00 am.
Those present at the meeting were:
Members: Directors Rob Schroder, Amy Worth and Robert Storer

Staff: Rick Ramacier, Anne Muzzini, Laramie Bowron and Mary Burdick
Guest: Ralph Hoffmann

Approval of Agenda
The agenda was approved.

Public Comment
None

Approval of the Minutes of March 7, 2013
The minutes were approved as presented.

Downtown and Neighborhood Shuttles

Anne Muzzini reported that as jurisdictions begin work to implement SB375 several cities are interested
in exploring the viability of downtown shuttles, citing studies underway in Concord and Danville. She
explained that attention is centered on transit within priority development areas (PDA’s) where the focus
ison affordable housing, infill development, walkability, and transit use.

Ms. Muzzini pointed out that the Route 4 free trolley is often brought up as an example of a successful
downtown shuttle, and pointed out the features that contribute to its success —it’s free, frequent, branded,
and serves major destinations.

Discussion centered on the roll that roll that County Connection can play as mentors by assisting citiesin
the planning process. County Connection needs to convey a consistent message in thisrole. Key points
that should be emphasized are: 1) if County Connection is going to operate the service it must be
productive; if the service isto be free to users, the fares must be covered by another entity; transit service
is not inexpensive even if provided by a private contractor, and; successful shuttles need to be free,
frequent, branded, and connect major destinations.

The MP&L Committee asked that this report be provided as information to the Board of Directors.

Proposed Revisions To Title VI Civil Rights Policy

Laramie Bowron reported that in October of 2012 the Federal Transit Administration released new
guidelines requiring the adoption of three policies. Disproportionate Burden Policy, Disparate Impact
Policy, and Major Service Change Policy. The three policiesrelate to service levels and fares, and the
impact they have on users based on income level and race/ethnicity. The proposed policies describe
thresholds that will trigger further analysis before implementation.




Mr. Bowron provided alist of public meeting dates and |ocations and expects to have the final
recommendation to the Board of Directorsin May for adoption.

Marketing Reports
e Website Activity for March was provided
e Community Eventsfor April were provided

Next Meeting Date: The next meeting was scheduled for Thursday, May 2, 2013 at the Walnut Creek
office of Hansen Bridgett.

Adjournment: The meeting was adjourned at 10:300 a.m.
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4/23/13
Mary Burdick Date
Senior Manager of Marketing




FY2014 MARKETING AND COMMUNICATIONS PLAN
|.  SYSTEM OVERVIEW

The Central Contra Costa Transit Authority (County Connection) was established in March of
1980, under a Joint Exercise of Powers Agreement (JEPA). The County Connection’s service
area encompasses nearly 200 square miles and includes the cities of Clayton, Concord, Lafayette,
Martinez, Orinda, Pleasant Hill, San Ramon, Walnut Creek, the Town of Danville, the Town of
Moraga, and unincorporated areas of central Contra Costa County.

County Connection currently operates twenty four weekday local routes, seven express routes,
and twenty one routes targeted to school bell times. County Connection connects riders to seven
BART stations, Martinez Amtrak, the ACE rail station, business centers, schools, medical
facilities, social services, and recreation venues. One hundred and twenty one accessible buses
are used. Serviceis currently provided weekdays between the hours of 6:00 am. and 9:00 p.m.,
and on weekends from 9:00 am. to 7:00 p.m.

Passenger Profile

In 2012 the Metropolitan Transportation Commission (MTC) conducted on-board surveys on
behalf of transit agencies throughout the Bay Area. The survey questions included traditional
demographic questions, but also included a follow-up telephone survey for a more precise
passenger profile. Below is a snapshot of County Connection’s ridership.

Trip Purposes: 56% of trips were for work and business appointments, 17% were for K-12 and
collegetrips, 11% were for social or recreational trips, 10% were for shopping, and 5% were for
medical/dental. Furthermore, 53% reported that they work only, 16% were students only, and
14% were neither students who also work and 17% were neither employed nor students.
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Rider Loyalty: The majority of riders are frequent riders - 93% use the bus at |east once a week.
Age: The most common age-group are those in their 20's, representing 26% of responses. The age
of ridersis evenly split among those in their 30’'s, 40's and 50’ s, and 60% with percentages of
13%, 18%, 19%, and 15% respectively. Riders under the age of 20 represent 9% of County
Connection ridership.

Household Income: Total household income for riders was also distributed relatively evenly
among riders, dispelling the perception that public transit serves a primarily low-income
population.

Income
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Transit Dependence: Over half (53%) of riders indicate they do not have a current driver’slicense,
and nearly one third report they have no working vehicle available to them.

Language: Surveys were available in both English and Spanish. Of the 2,228 surveys collected
2,125 were English (95%), and 103 were Spanish (5%). Of those completing the survey in
English, 33% speak another language at home. At 45% Spanish was the most commonly noted
second language.

. MARKETING OBJECTIVES
The FY 2014 Marketing Plan isintended to meet the following objectives:
e Promote Bus Tracker — Increase awareness and use of bus tracker through media

and marketing messages. Support BART’ s efforts to implement real time signage
at BART stations, and work with MTC to feed real time information to 511.



e Strengthen Brand Identity - Increase name awareness and familiarity with the
services that County Connection provides. Promote the benefits County
Connection offersto riders, and build upon our reputation for providing efficient,
friendly service with equipment that is clean, safe, and well maintained.

e Prepare For Clipper - Evaluate fare media effectiveness and options to simplify and
coordinate fare mediain anticipation of Clipper roll-out.

e Retain Current Riders— Retain current riders through effective passenger
information, quality service delivery, and excellent customer service. Reward loyal
customers through customer appreciation activities, and well-priced discount fare
media options.

e Expand Ridership Base — Encourage trial ridership among the targeted market
segments. ldentify potential riders that have a high likelihood of trying County
Connection to increase ridership and fare revenue.

1. TARGET MARKETS

Commuters

The commute market has always been the cornerstone of County Connection service, as they use
it on aregular basis. Fifty-six percent of those responding to the recent on-board survey were
using the bus for work trips. This compares to 46% reported in the 2007 survey.

In late 2012 County Connection introduced Bus Tracker, the real-time bus arrival program.
Accessto real time arrival information is important to today’ s commuters who expect accurate
and reliable information. The ability to receive text or email alerts when their busis arriving,
saves riders time and increases their confidence. With the economy stabilizing and signs of local
employment growth, County Connection is experiencing ridership gains amongst commuters.
The availability of real time information will continue to improve service quality and support this
market segment.

An effective outreach program has been used the past year to promote Bus Tracker that included
the use of mass mediato deliver consistent messages. Local broadcast radio, digital radio, and
targeted cable television will be used in FY 2014 to further promote Bus Tracker while
solidifying the County Connection brand.

Marketing staff will continue to support the employee events sponsored by 511 Contra Costa,
SWAT, Contra Costa Centre Association, the Bishop Ranch Business Park, and any other
business needing our assistance in furthering their commute alternative programs.



Students
School trips make up 17% of the total ridership according to the 2012 on-board survey. Five
percent were going to K-12 schools, and 12% were going to college.

It should be noted County Connection also reports student/youth ridership as afare category, and
that these totals are estimates because County Connection does not have a separate youth fare.
For instance, riders on the 600 series/student routes are categorized by operators as youth riders
though they pay the same fare as an adult. Riders on regular fixed-routes are categorized as adult
or youth, based on operator judgment.

Higher Education students are an important market in that severa institutions help subsidize
service and/or offer free fares. Currently County Connection maintains agreements with Saint
Mary’s, JFK University, Cal State East Bay, and the ITT Institute in Concord to provide
additional services tailored to the needs of the students, providing free fares. Staff is renewing
efforts to work out a pass program with Diablo Valley College.

The student market is one best influenced at an early age, and we have had success capturing the
10-14 year olds as they transition from using district sponsored school bus service to County
Connection for middle school. The marketing department supports the elementary, middle and
high school students through the Class Pass Program and the Summer Y outh Program.

The Class Pass Program invites teachers to use the system during off-peak hours for field trips.
The program promotes using the bus for trips beyond going to/from school and introduces young
students to the public bus system. Class Pass trips are organized through the Marketing
Department, and provided free of charge. A small package containing age appropriate
promotional itemsis provided to the teacher for the class. Information is also provided that
explains bus safety, places to go, and our partnership with the Safe Place program.

The Summer Y outh Program consists of providing youth —age 6 to 18 - with a half price bus
pass that’ s good during the summer months. Program materials are delivered to the schools at the
end of the school year. Promotional posters are also distributed to teen centers, recreation areas,
and community centers. On-screen advertising during the summer will take place at the Brendan
Theater in Concord as long as the local pricing structure remains within budget.

511 Contra Costa and SWAT continue to partner with County Connection to promote free or
deeply discounted bus passes as a back-to-school incentive in the fall. During the 2011/12 school
year nearly 3,000 students received free bus passes through their School Pool program,
generating over $90,000 in revenue. County Connection works closely with schools and students
throughout the year to provide information on the school oriented bus routes.




Seniors & Persons With Disabilities

The senior population (age 65 and older) continues to be a strong, stable market segment,
comprising 15% of total ridership. County Connection is experiencing small, consistent
increases in senior ridership and anticipates more dramatic growth as “baby boomers’ age. It is
important to attract seniors to the fixed-route service and to retain their patronage for aslong as
possible before they shift to the more expensive LINK paratransit service.

The most effective way to market to seniorsis to make sure they are knowledgeable of the
service before they need it - by educating them about the public transportation options before
they reach the point of giving up their driver’ s license. Consistent messaging to commuters age
30-55 will support this effort.

Currently Accessible Services staff meets with residents at Senior Centers and senior resource
fairs. Information about our accessible services, local bus routes, and the deep discounts offered
to seniorsis available. Volunteer bus Ambassadors are available to assist those wishing to learn
how to use fixed-route buses with trip planning, and will travel with individuals until they are
comfortable traveling on their own.

The Marketing department updates The Guide To Accessible Services booklet which outlines all
accessible features on our buses. Information istailored to those with mobility impairments or
special needs. This booklet focuses on fixed-route services and includes fare information,
accessible features and information on the Regional Transit Connection Discount Card program.

The marketing staff coordinates with the Accessible Services department to produce the
Welcome To LINK booklet, periodic newsletters, and related promotional supplies. Staff also
assists as needed to produce materials targeted to seniors, physicians, and care providers which
focus on fixed-route service.

Seniors who use BART get alarge discount and many seniors were purchasing paper tickets
prior to Clipper. Implementing the change from paper ticketsto Clipper has been challenging
because they must apply in person to provide proof of age, and the number of outlets shrank
significantly. Because there are very few locations in Contra Costa County that distribute the
Senior Clipper cards, County Connection has agreed to assist in thisrole.

V. FY2014 MARKETING FOCUS & STRATEGIES

The FY 2014 marketing program will emphasize the role County Connection plays as a vital part
of our community in providing safe, clean, efficient, and reliable transit service. The program
will continue to focus on promoting Bus Tracker, define and strengthen the brand identity,



prepare to be included in the Clipper regional fare program, retain current rider, and expand
ridership by encouraging trial ridership.

BusTracker

Bus Tracker was introduced in mid FY 2013 and has been well received by riders. Bus Tracker
provides accurate real time arrival information via the web. One month after the system wide
introduction in January 2013 there were 6,000 visits to the Bus Tracker site. By March 2013 the
number of visits has climbed to nearly 7,700. At the time of this draft 185 users have established
personal accounts. Rider response to Bus Tracker has been positive, and the momentum built
with consistent messaging will continue into FY 2014.
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County Connection Branding

It isimportant to continually update our image to stay fresh and relevant. Changes to update the
agency image and enhance the rider experience have been made. The website has been updated
and is more engaging and better utilized. The customer service staff in the Call Center were re-
trained, and the call monitoring program was updated.

A brand review was conducted and it was revealed that we refer to the agency in a number of
ways that leads to confusion. In written communications we refer to the agency as County
Connection, The County Connection, CCCTA, and the Central Contra Costa Transit Authority
interchangeably. To be viewed as arelevant service provider in touch with the needs of our
passengers, clearly defining our name and using that name consistently in all messaging is
essential. The Board of Directors approved dropping “The” from the agency logo and has
directed the General Manager and staff to use “ County Connection” wherever possible. An
implementation plan for both short and long term transition of the agency materials, vehicles and
road signage was al so approved.



Future efforts to refresh the brand will include evaluation of the colors and the paint scheme on
the buses, and options to keep the brand visible when large format advertisements are on the
buses.

Clipper

Riders are anxiously awaiting County Connection’s participation in the Clipper program. MTC
has identified funding and is in the process of developing an implementation schedule for the
East Bay operators. County Connection, Tri Delta, WestCAT, and Wheels have begun
discussions to coordinate and ssimplify our fare structures, and will consider fare media options
such as arolling monthly pass and other discounted multi-use fare media.

Marketing staff will work closely with MTC and the marketing staff at neighboring agencies to
develop successful advertising and public outreach campaigns.

Media Strategies
Next year the marketing department will continue to promote Bus Tracker and our service
through the use of local and regional media outlets.

e Electronic and digital messages will be scheduled regularly using a combination of local
radio traffic sponsorship packages, as well as digital radio formats.

e Cabletelevision/digital video messages will be scheduled regularly to complement the
audio messaging while providing the visual element to strengthen County Connection’s
brand identity.

e Direct mail and newsprint will be used sporadically to deliver route specific or program

specific messages.
V. CUSTOMER SERVICE

Call Center

Initial contact with County Connection by a new rider is often through Customer Service. To
assure that performance standards are met, live call coaching sessions are scheduled regularly,
and calls are randomly monitored and scored each month. The monitored calls and the scoring
information are shared with each representative as part of the on-going refresher training.

Customer Service agents enjoy access to real time information and are able to provide better,
more predictable information to callers.

Website
Marketing staff strives to keep the County Connection website current and fresh. The website
has a blog feature that is reviewed every day, with staff responding to comments or questions



within 24 hours. In the past year the number of visits to the website has grown by 29%, and the
number of unique users has grown by 16%.

Social Media

County Connection maintains Facebook and Twitter business pages in the mix of outreach
strategies to communicate with followers. The use of social media as abusinesstool isa
relatively new phenomenon, and the growth in followers has been slow, but consistent. All news
information posted on the website is also posted on the Facebook and Twitter pages, and in the
past year, the number of responses to Facebook and Twitter posts are nearly equal to those
placed through the website. Staff responds to comments posted on social network pages the same
as any other customer contact.

Regional Customer Service Projects
MTC coordinates several regional customer service projects that County Connection participates

in. They include:

e 511.0rg- The511.org website provides direct linksto all areatransit agency web sites
and includes aregional trip planner. Planning provides the data feed from each service
bid and marketing spot checks the schedules for accuracy prior to posting on the 511.org
website. We will eventually feed real time information to 511.org.

e 511 Customer Service Telephone Line — Individuals calling 511 are directed by telephone
prompts to the transit agency of choice. The caller is then connected to the transit agency
Customer Service Center. Each agency is responsible for providing information to 511
relating to call center hours/fares.

e TheBay Area Air Quality Management District routinely sponsors low cost marketing
programs targeted to specific audiences. Last year the Contra Costa Spare The Air
resource team conducted a“ Transit and Trails” promotion, reaching out to youth program
coordinators, senior groups and conservation clubs. The promotion will be repeated in
FY 2014, and County Connection marketing staff will provide support to the resource
team for this project.

V. COMMUNITY OUTREACH

e Business Expos - Participating in business and employer sponsored transportation events
are excellent opportunities for County Connection to communicate directly with
commuters seeking an alternative to driving. Large employers periodically sponsor
events either through a Transportation Demand Management organization, or on their
own. County Connection staff routinely attends such events. Many of the Chambers of
Commerce sponsor business expos allowing membersto set up displays at little or no



cost. Marketing staff attends a select number of these eventsin an effort to maintain a
presence in the business community.

Earth Day/Green Events - Sustainability, once a topic connected to Earth Day, is
becoming ayear-round event. Often “green” events are combined with health fairs put
on by large hospitals such as John Muir Medical Center, and Kaiser. Earth Day and green
events are now scheduled throughout the year in nearly every community. Because these
events target a broad market, marketing staff attends as many as possible, often bringing
abus for attendees to board. Having our product available gives staff the opportunity to
talk about the environmental benefits of using public transportation, and efforts County
Connection istaking to be aresponsible and environmentally friendly member of the
community.

Select Community Events — Many communities sponsor events that draw large crowds
from throughout the service area. Examples include Kid Fest in Concord, the Walnut
Festival in Walnut Creek, Earth Day in Martinez, and the Lafayette Art & Wine Festival.
With limited staff, emphasis will be placed on attending events that have afamily focus
where we can have abus on display. Y oung children are drawn to the bus, which
provides an opportunity for staff to introduce the bus and our servicesto parents.
Marketing staff will rely on volunteer staff and Ambassadorsto assist at these events.
The marketing department will continue to organize and promote the community based
annual food drive, support training requests for Guide Dogs For The Blind, and
coordinate with maintenance to support law enforcement training activities requiring the
use of the buses and the facility.



EY2014 MARKETING PROMOTIONS BUDGET

|. Systemwide Branding/Real Time

$135,000
. Direct Mail - Periodic Route Support Programs ($30K)
. Bi-Monthly Radio - combination of :30 and :15 announcements ($35K)

. Bi-Monthly Cable - :30 ($35K)
. Quarterly Newsprint advertising ($15K)
. On-Line/Digital Advertising - :15 and :30 ($20K)

Il. Target Marketing Programs

$20,000
. Senior & Disabled Marketing Programs
. Y outh Marketing

[11. Business and Community Outreach Efforts

$10,000
. Chamber Dues
. Business and community event fees
. Flyer/print production

V. Miscellaneous Expenses
$15,000
. Graphics Support/Tranglation
. Directory Listings (Y ellow pages)
. Misc./Supplies

TOTAL - FY 2014 Expense
$180,000
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INTER OFFICE MEMO

To: Marketing, Planning, & Legislative Committee Date: April 24, 2013

From: Mary Burdick, Sr. Manager of Marketing Reviewed by:

SUBJECT: County Connection Brand Update

Summary of Issues:

The Board has taken actions to strengthen the brand deciding that the agency will be referred to
from now on in marketing materials and communications as County Connection. Using County
Connection (not The County Connection) will reduce confusion with CCTA that arose when the
agency used CCCTA. Implementing the change has begun and progress on the next steps is
described below.

Short Term Tasks Complete:

Logo revisions are complete.

Public document templates are revised.

Website home page banner and content pages are revised.

Domain name(s) secured: countyconnection.com will be the primary URL promoted. We
will keep cccta.org, and have recently secured thecountyconnection.org, and
thecountyconnection.net.

e System Maps are reprinted with revised logo and web address

e 20 of the 38 individual bus schedules are being printed with the new logo and web
address.

Next Steps Requiring Discussion

In the next month staff will be reprinting stationery and business cards and estimates are being
obtained to revise the building signage. If the Committee is considering a change to the color
scheme it would be good to make that decision for implementation on the stationary and
signage.

Marketing staff used a professional graphics designer to suggest options for revising colors and
brightening the existing ones. Because the brand on the buses is the most visable to the
community and because changing the fleet and the length of time a bus is in service making this
change is a major commitment. The graphic designer cautioned that colors go in and out of
fashion quickly. Earth tones are considered timeless and are often chosen because they can be
brightened, dimmed and “accessorized” without requiring complete retooling.

Marketing staff will bring to the meeting some different color options used in a bus layout.
Graphics have been moved to the top of the bus in layout to show how this may improve brand
visibility in the case of a large advertising bus wrap.

Staff Recommendation:
Review and discuss the color and graphic changes.
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INTER OFFICE MEMO

To: Marketing, Planning, & Legislative Committee Date: April 24, 2013

From: Mary Burdick, Sr. Manager of Marketing Reviewed by:

SUBJECT: Community Events

Summary of Issues:

County Connection marketing staff continues to participate in select community and
business events, and to coordinate Class Pass field trips for schools with service along
fixed-routes.

School Qutreach:

4/18/13 — Morello Park Elementary 30 students/6 adults

5/8/13 — Dougherty Valley High 14 students/6 adults (special needs group)
5/13/13 — John Muir Elementary 30 students/8 adults

5/17/13 — John Muir Elementary 30 students/8 adults

5/20/13 — John Muir Elementary 30 students/8 adults

5/30/13 — Dougherty Valley High 13 students/5 adults (special needs group)
5/30/13 — Monte Gardens Elementary 31 students /6 adults

5/31/13 — Monte Gardens Elementary 31 students /6 adults

Business/Community Events:

4/30/13 — ATT Pleasanton Campus — Employee relocation
5/4/13 — Contra Costa Guide Dogs for the Blind — training
5/11/13 — Moraga Community Fair

Recommendation:
For information only

Financial Implications:
Any costs associated with events are included in the Promotions budget.
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