« Ibtta

IBTTA’'s Toll Revenue Assurance Committee presents:

RevFinder™ : Unlocking Lessons from Toll
Operators’ Experience In
Revenue Assurance

Virtual Workshop

February 29, 2024
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TOLLING. MOVING SMARTER.

WHY AND HOW THIS TASK FORCE

FOUR YEAR PROGRESSION
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A INDUSTRY WORKING TOGETHER TO IMPROVE
REVENUE COLLECTION

' REDUCE LEAKAGE

E ASSURANCE

TOLL REVENU



SMARTER.
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NG. MOVING

BRIEF SUMMARY OF THE WORK

TOoLLI

86 M EMBERS Defined a common language and direction for data

Created a tool for agencies to map to:

23 TOLL OPERATORS

o BT AT S - Map to the common language to define revenue

PROVIDORS collection performance
YE ARS - Connect needs (how well performing) to solutions (Best
04 Practices)

OF COLLABORATION AND IDEA
SHARING

04 COMMITTEES
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i TRAC WHERE ARE WE GOING
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JOIN THE TEAM AND BENEFIT

_ REVFINDER SUPPORT

< WE ARE HERE TO SUPPORT YOU

REVFINDER SHARING TOGETHER WE CAN DO
: IF YOU LIKE IT, TELL A FRIEND BETTER.

E AGENCIES NEED TO SHARE WE RS RNV INDUSTRY ARE
E IF WE SHARE, WE CAN BENEFIT MORE NOT RESTING'

E SEATTLE WORKSHOP RECAP
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MEETING AGENDA

TOoLLI

Toll Operators Peer-to-Peer Exchange
On Revenue Collection Effectiveness

«  Overview of the RevFinder™ Online Self Assessment Tool and Status of Data Collection
» Open Step by Step Discussion: Revenue Collection Experience

« Maximizing transponder and registered video

« Minimizing the unbillable and uncollectible

* Next Steps
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OLLING. MOVING SMARTER.

OVERVIEW - Revenue Collection

AET Operations: Initial Results

400 to 800 of every 1000 total transactions are valid transponder reads.

100 to 400 of every 1000 total transactions are matched to customers
based on license plate image.

400 - 500 out of every 1000 transactions that are based on license plates
of unreqistered customers eventually pay the toll

866 to 973 of every 1000 total transactions realize revenue.

_
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TOLLING. MOVING SMARTER.

OVERVIEW - Latest Observations: Leakage

AET Operations: Initial Results

35 - 80 of every 1000 image-based transactions are unreadable.

20 - 70 of every 1000 unique license plates will not have an address
available.
70 - 80 of every 1000 unique addresses sent to will come back
undeliverable.

350 - 500 of every 1000 customers who receive bills will not pay.

500-600 of every 1000 transactions relying on a license plate image will
not collect revenue.



WORKSHOP DISCUSSION - For Each Topic:

OLLING. MOVING SMARTER.

1. Review the data received
2. Discuss agency experiences by topic:
» What success has been realized?
* What efforts have not yielded success yet?
» \Where do the biggest challenges remain?
* |s there a practical limit to how far the metric can go?

3. Ways to share this information for the benefit of operators
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Maximizing Transponder Use and Images Matched to
Customers (AET Operators)

120%

m \/alid transponder Image matched to customer m Paid via invoice %  Overall efficiency
97.3%
o 93.3% 93.7%
0 89.4% 90.6% ’ [ 3.0% |
86.6% 86.9% 88.4%
’ 12.5%
80% 13.0% U0 11.3% 5
14.4% ] 39.8%

26.9% 40.3%

60%

40%

77.3%

20%
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TOLLING. MOVING SMARTER.

Maximizing Transponder Use and Images Matched to
Customers (Operators in Transition to AET)

100.0%
91.9% Overall efficiency 93.4%

1.4%

— 2.2%

8.7%

80.0%

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.9% 2.0%

0.0%
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Maximizing Revenue Collection (Operators with GCash
Collection on the Roadway)

Overall efficiency

94.8% 97.0% 97.6%

100.0%
90.0%
80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%

10.0%

0.0%

§)
g
14
c
W
W
=
=
b3
b3
0
(¢
w
S
Z
q
14
D
]
0
q
w
-
r4
L
>
w
14
-l
-1
0
-

m Cash m Valid transponder



ibtta

OLLING. MOVING SMARTER.

DISCUSSION: Maximizing Valid Transponder Reads

* Transponders have been considered the most accurate and cost-effective means of
creating a transaction and the most certain for revenue collection.

» 40-80% of total transactions are from valid transponder reads in the lane
Discussion Starters:
* Do you prioritize transponders before license plates? Why? How?

 \What are your latest approaches to promote transponder use and transponder-based
account creation”

 What do you want to try next? What are you curious about learning from what others
are doing?

* Do you think there is a ceiling to transponder use and why?
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OLLING. MOVING SMARTER.

DISCUSSION: Maximizing Known Customers Via License Plate

* 10-40% of total transactions are matched to customers based on a license plate image.
Discussion Starters:
* How successful are the processes you use to match license plates to known customers?

 Matching transponder customers is often the result of customers not mounting tags or
improperly mounting tags. What are the latest views, approaches here?

» Offering registered or prepaid license plate accounts generally have higher costs and may
Introduce greater uncertainty in revenue collection. How are agencies embracing and
approaching this option?

o Not all agencies offer these customer products, how do agencies view pros and cons?
o s the higher cost of transaction processing attractive tradeoff to minimize invoicing?



UNREADABLE IMAGES
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REeSUltS and ranges

30.0%

14.0%

Most agencies report that around 35 - 80 of every
1000 transactions that rely on a license plate 11.0%
image are unreadable and therefore unbillable.

12.0%

10.0%

7.8%

8.0%

6.0%
4.8% 4.9%

4.1%

- 3.4% 3.5% 3.6%
2.0

0 - = I I I
0.0%

=2
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Reasons for Unreadable Images: A Wide Range

Operator Unreadablez: Unreadable: Unreadable: Unreadable: Unreadable: Unreadable: Unreadable:
No Plate Unintenbional Intentional Hardwareor Policy Weather Other

Software

w

21.38% 39.69%

State Road &

2.20% 3.17% 0.98% 4.39%

Pennsylvania 47.32% 41.95%
Turnpike

Commission

Northwest 12.15% 28.81% 10.17% 0.00% 5.93% 0.85%
Parkway LLC

Transportation 23.64% 46.36%
Corndor

Agencies



DISCUSSION: Minimizing unreadable images

 3-8% of image-based transactions do not have a readable image so cannot be pursued

Discussion Starters:
 What are people doing to improve readable image performance?

OLLING. MOVING SMARTER.

* Focusing on system improvements that have proven to be effective?
* How are the customer behavior issues being addressed?
* |s there a point of diminishing return here?
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UNPURSUED IMAGE TRANSACTIONS

(Based business rules or policy considerations)

OLLING. MOVING SMARTER.

é] * Three agencies reported they pursue all transactions
tQ/Q and do not have categories of “unpursued transactions.”

Results and ranges _ _ :
-  Six agencies do follow this approach.

1-4% of readable image transactions are not pursued for
various business reasons and therefore an address is not
identified for invoicing and transaction deemed unbillable.
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DISCUSSION: Deciding what to pursue or not

* 0-4% of image-based transactions are not pursued by agencies for policy or business
reasons

Discussion Starters:

 Why are some agencies choosing to pursue every image-based transaction that is not
associated with a registered customer or account?

* |f an agency is not pursuing some transactions, why?

* Has the practice of not pour suing certain transactions resulted in any issues or
unintended consequences?
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UNAVAILABLE ADDRESSES
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Results and ranges

14.0%

12.6%

Most operators reported 20 - 70 out of every 1000
license plates sent to DMVs (direct or via third party) to
request an address do not result in an address provided
back and therefore cannot be pursued further (unbillable).

12.0%

10.0% 9.5%

8.0%

6.6%

5.9%

6.0%

4.6%

4.0%
4.0%
3.0%
2 0%
2.0%
0.5%
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DISCUSSION: Minimizing unavailable Addresses from DMVs

OLLING. MOVING SMARTER.

« 2-13% of transactions that agency seeks to invoice cannot be processed because an
address is not identified.

Discussion Starters:
 What is your experience with the quality of DMV data and the ability to act on it?

 \Where do you believe there are opportunities to improve DMV responsiveness and
capabilities to support tolling?

o Systems, interfaces/data exchange, business processes and rules, personnel/staffing,
legislative constraints, financial constraints?

 \What is the appetite for improvements or is the process capped out?

§)
q
14
c
w
w
[
E
b3
b3
0
(¢
w
S
Z
q
14
=2
n
)
q
w
-
Z
ul
>
w
14
-l
-1
0o
=



ibtta

NG. MOVING SMARTER.

§)
q
14
c
w
w
[
E
b3
b3
0
(¢
w
S
Z
q
14
=2
n
)
q
w
-
Z
ul
>
w
14
-l
-1
0o
=

TOoLLI

E UNDELIVERABLE MAIL

Results and ranges

14.0%

2% - 12% of invoices mailed to an address come back undeliverable.
12.0% UR

2 - 12 out of every 100 invoices sent out come back undeliverable.

12.0%

10.0%

(Uncollectible) 7.9%

7.0% 7.0% 7.0% 7.0%

6.0%

4.0%
4.0% 3.6%

2.8%

2.0%
2.0%

0.0%



DISCUSSION: Minimizing Undeliverable Mail

o 2-12% of transactions that are invoiced result in undeliverable mail.

Discussion Starters:
 What if anything remains to be done for improving this?

OLLING. MOVING SMARTER.

* |s there a point of diminishing returns?
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UNPAID TRANSACTIONS
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[Results andiranges

100%

90%

22% - /1% of transactions billed on invoices
that successfully reach customers go unpaid.

71%
i 68% —
= (uncollectible) :
60% >0 o
50%
50%
43% 43%
e 36% S
30%
22%

20%
10%

0%

80%

=
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IN‘,OICE CO LLECTION EFFICIENCY (from image in the lane to paid toll)

100.0%
90.0%
80.0%
70.0% 66.6%

60.0%
52.2% 52.3%
50.0% 47.6%

39.9% 41.1%
40.0% 36.9%

0 29.4%
el 24.8% 24.9%

20.0% 16.0%

10.0%

0.0%

For most operators, around 250 - 500 out of every 1000 transactions that are based on license plates of unregistered
customers eventually pay the toll.
OR
Overall, operators are seeing anywhere from 2 to 7 in every 10 transactions realizing toll payment when relying on license
plate images and invoicing by mail for unregistered customers.
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DISCUSSION: Maximizing invoice payments

« 20-70% of invoiced transactions go unpaid (uncollectible).
Discussion Starters:
* The BIGGEST topic of them all, what are the latest carrots and sticks?
 Core concepts/models
o Everyone is always a customer
o Customer can become violator
o Anyone unregistered within X days of travel = violator
o Anyone unregistered = violator
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Glosing
What is next...

 Continued data collection
 More experience sharing!

* How agencies are organizing and “driving

their data stack”
* How agencies are communicating progress

» Subcommittee work support
» Best practices
 Rate setting approaches

 |nterstate reciprocity and enforcement
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Backup Slides as Needed
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The RevFinder™ Experience

W\

Understanding, Using the Tool: The decision to

gathering inputs, Feedback and submit or not yet

and support for sharing and the reasons
how to use it experiences

Share thoughts on
how results may be
useful to toll operators



™ TM ™
RevFinder' Qverview

TOLLING. MOVING SMARTER. tolling industry Download a RevFinder !

WELCOME
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Lost Revenue Task Fo

ABOUT US MEMBERSHIP | EVENTS | ADVOCACY MEMBER TOOLS RESOURCES NEWS & MEDIA

TOLLMINER™ A ( What is RevFinder?

REVFINDER™ o \ A product developed in collaboration with the IBTTA Lost Revenue Task Force (LRTF), "RevFinder" provides toll operators with a rapid self-

awareness tool that provides feedback regarding how effectively they are collecting toll revenue and how this relates to industry-level experience.

The intent of the tool is to provide the operator with an operational self-assessment that is coupled with the LRTF library of best practices for
improving revenue collection.

RevFinder is a tool built FOR the industry by LISTENING TO the industry. Best practices will continue to be added/modified, and feedback from
our users will influence the next iterations of the tool.

What RevFinder isn't...

- - - -
I Ientlfu I 0 n I I n e I nfo r m at I o n a n d RevFinder is not intended as a comprehensive financial assessment or comparative analysis tool for toll agencies. As a rapid assessment

instrument, RevFinder focuses on the broad set of transactions resulting in revenues that are collected and transactions that remain uncollected.
L This high-level approach allows for a rapid assessment of an organization’s revenue collection outcomes, and relates those to industry
g u I a n ce O experience and best practices to improve operations and revenue collection.
RevFinder is not focused on specific accounting, policy, and business decisions, but may be useful as a starting point for deeper independent
analysis.

How does it work? The Lost Revenue Task Force team is

RevFinder enables toll operators to rapidly determine where they stand in terms of revenue collection improvement. As the user answers a small
set of questions, a common stack of data, specific to the operator, is built to illustrate potential focus areas. Answers to these questions lead to

L
available to walk through the tool,

1. Overall Effectiveness: Total Paid Transactions/Total Transactions

- -
2. Invoice Effectiveness: Total Transactions Paid via Invoicing/Total Transactions Subject to Invoicing a n swe r q u estl o n s , a n d h el p I nte r p ret

For both metrics, higher calculated values suggest a higher level of revenue collection effectiveness.

RevFinder calculates an operator's specific metrics and displays them in a stack. Each element of the revenue collection process illustrated in res u Its -
the stack will be linked to a resource library of best practices that may indicate improvement opportunities.

Why Percentage of Total Transactions?

Each RevFinder question relates to one element of the revenue collection process and translates back to a common denominator of total

transactions. By showing each element of the collection process as a percentage of total transactions, toll operators can more readily assess htt ps ://WWW- i btta o org/co nte nt/i btta - reri N d e r-too I/

different time periods and elements of the collection process. Using percentages makes it easy to relate agency performance to the industry
experience and target best practices for improvement.
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A Handful of Data Points is All You Need

Data are based on transactions with no financial information required.
» \alid Paid Transponder
o (Do you use image processing?)
 Unreadable License Plate Images
* License Plate Matched to Immediate Payment
o (Do you mail invoices?)
 Not Pursued due to Business Rules or Policy
* Unavailable Address
* Undeliverable Mall
« Paid on Mailed Invoice or Notice

ibtta

OLLING. MOVING SMARTER.
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Summary Level Results: “The Stack”

U of Total Transactions Your Answer .
1% Lnreadable beence piaie 59, Help Us Help You - Submit Your Data!
— (Operators Only)
0% ot Fursued 0%
ﬁ

0.93%  Unavailable address 7% v Aggregate your RevFinder "Stack
Data" (Default) @

0.99% Undeliverable mai B
4.65%  Uncollecied 4.55% Store All RevFinder Data Points!
: . (Preferred!) ©
6.83%  License plate transaction 60%
mvoice paid SUBMIT
5.7% License plate matched to paid 30%
account
B0% Valid paid transponder 80%

Overall Effectiveness

92.5%%

Invoicing Effectiveness

47.7%°
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18 RevFinder'™ Results Linked to Best Practices
A | e : Lost R Fask Force (LRIF
!(EIWIAHTER_ [(:I‘;In[lljfdr}-' Revrl“dErTM USt evenue as nrce[ ]

Operator Member

BEST PRACTICES

Here Are Your Toll Agency Minimizing unreadable images

% of Total Transactions Your Answer

1% Unreadable license plate 5oy, Customer behavior

0% NotPursued 0%
0.93%  Unavailable address 7%
0.99% D 8% Image review - codeoff quality review
4.55% d 4.55%
BES% Lo e s 80% Supplement LPN data with USDOT registration
57% License plate matched to paid 30%

account
80%  Valid paid transponder 80% OCR confidence level review
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RevFinder™ Results Linked to Best Practices
IBTTA

TOLLING. MOVING SMARTER.

the worldwide RevFinder™ Lost Revenue Task Force (LRTF)

tolling Industry

Operator Member

BEST PRACTICES

Here Are Your Toll Agency S Maximizing automatic products first

% of Total Transactions Your Answer
1% 5% Toll rate differential
0% 0%
0.93% 79 ' ;
0.99% 8% On-road incentives
4.55% 4.55%
e - . Ease of sign up
5.7% License plate matche i to paid 30%
80% Valid paid transponder 80% Use transponder on more roadways (I0OP)

Payment flexibility
Options for cash preferred customers

Increased program awareness

§)
q
14
E
w
w
[
E
b3
b3
0
(¢
w
S
Z
q
14
=2
n
)
q
w
-
Z
ul
p-
ul
14
-l
-1
0o
=




(O
ke <
HE - =
18 Drill Down for Best Practice Examples
g Representing . Lost Revenue Task Force (LRTF)
;:, IZi:fgo:r‘:::g?y REVFmdBrTM _ Loged_inas:peratorMemher

BEST PRACTICES

Maximizing automatic products first
Here Are Your Toll Agency Score

All Categories > Ease of sign up

% of Total Transactions Your Answer
0.4% Unreadable image 2%
0.04% Torpueiad 0% Third party fulfillment
0357 Unavaiobis idess 59 CFX offering transponders on Amazon.
e ¢ Example Agency: Central Florida Expressway
0.17%  Undeliverable mail 1% More Information
8.88%  Uncollected 8.88%
8.2% Image transaction invoice paid 48% Agency walk in centers
- NTTA has opened numerous TollTag Stores throughout greater Dallas and Fort
o | tched t d o
1.96% a”;igﬁnTa chediopa 10% Worth areas based on customer needs in the region.
80%  Valid paid transponder 80% Example Agency: North Texas Tollway Authority

More Information

Retail distribution, "Go Paks"

PTC partners with a wide range of retail outlets to offer transponders for
customers in convenient locations.

Example Agency: Pennsylvania Turmpike Commission
More Information

Sales in staffed toll lanes

CFX offers "Reload Lanes" where customers can open accounts and reload
accounts.

Example Agency: Central Florida Expressway
More Information
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