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SEGMENT

Segmented marketing for energy 

efficient transport

What is SEGMENT?

• SEGMENT is a 3 year IEE STEER funded project 
which will test the use of consumer market 
segmentation techniques in persuading 
people to change their travel behaviour and 
adopt more energy efficient forms of 
transport

• Target groups selected that are going through 
‘life change moments’ – more susceptible to 
change travel behaviour

Objectives

1. A transferable market segmentation model: 
SEGMENT will work to develop techniques to 
‘smarten up’ the marketing of sustainable 
transport through effective use of market 
segmentation data

2. Successful targeted marketing campaigns 
implemented in partner cities and changes in 
public attitudes and behaviour

3. Build competence & capacity to increase and 
accelerate the take up and transfer of best practice 
across Europe 

• P1 (Lead partner) – London Borough of Hounslow

• P2 – Almada

• P3 – Athens

• P4 – Sofia

• P5 – Utrecht

• P6 – Gdynia

• P7 – Munich

• P8 – Aberdeen University

• P9 - EPOMM

Project Partners

SEGMENT Partner Cities

• Project partners were chosen to reflect 2 key 

criteria:

– Geographic and cultural outreach

– Mobility management and transport marketing 

experience

• The 7 SEGMENT partners are large 

conurbations with areas from 660,000 to 2 

million people

Target Segments

• Our target groups were chosen in relation to their 

travel ‘life change moments’ e.g. moving house, 

having a child, changing job or taking a child to 

school

• Local issues were used to determine which ‘life 

change moments’ were applicable to each partner 

city i.e. some partners chose not to look at student 

travel as they already had high proportions of 

walking and cycling etc
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Segmentation process

• Our target groups are initially segmented by 

being in a life change moment

• Further segmentation then takes place by 

attitudinal survey (more on this to follow)

• Additional demographic questions and 

revealed travel behaviour are then used to 

further segment respondents

Survey& Data collection

• A main objective of SEGMENT is the 
development of a replicable and transferable 
market segmentation model and associated 
methodology, data collection and analysis 
procedures.

• The deliverable outlines the stages 
undertaken to develop a robust but efficient 
methodology, including sample design and 
survey instruments

Steps Required

• Step 1 – Sampling Strategy

• Step 2 – Conceptual model

• Step 3 – Questionnaire design

• Step 4 – Pilot

• Step 5 – Workshop (WP2.5)

• Step 6 – Design of questionnaire & translation

A full description of the survey methodology can be 
viewed at www.segmentproject.eu

Questionnaire Design

• A separate questionnaire was designed for 

each of the target groups however they all had 

common ‘core questions’ and area specific 

questions

• The survey was designed to take between 10 

and 15 minutes either online or on paper

• Most questions required participant to choose 

an answer rather than being open ended

Questionnaire

• The survey was then translated into each partner 

language and then printed – copies available here or 

at www.segementproject.eu
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Survey methods

• In order to achieve a high response rate, the 

survey was incentivised e.g. prize draw for a 

new bike or gift vouchers – each partner was 

responsible to choose appropriate incentives 

e.g. gift vouchers

• Survey was advertised in local papers, on 

municipality websites and through national 

press releases

Response (schools)

  Collected 
Usable for the 

segmentation analysis % Usable 
Hounslow 250 208 83% 
Sofia 313 265 85% 
Utrecht 433 429 99% 
Gdynia 624 508 81% 
Munich 403 326 81% 
Total 2023 1736 86% 
 

Problems experienced & lessons learned

• LB Hounslow – lower response rate from 

schools despite a lot of contact with reception 

staff: Further contact required, potentially 

visiting each school in person

• LB Hounslow – finding the correct person in 

health facilities proved difficult

• Municipality of Munich – questionnaire not 

suitable for foreign new residents because of 

restricted language skills

Modal split

Distance to school (one way) Marketing workshop

• Almada, May 10-11th 2011: 

Development of campaign designs

– Step 1: From segmentation to pen profiles

– Step 2: From pen profiles to marketing brief

– Step 3: From marketing brief to campaign design
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Marketing workshop

• Step 1 : From segmentation to pen profiles

– Sorting out relevant data to create a ‘real person’

– Which are the ‘promising segments’ for 

marketing?

Marketing workshop

• Segments for Munich

Marketing workshop

• Active car-owners

• Less dependent on the car, they use a much broader 
mixture of modes for the journey to school and other 
purposes 

• general car use is quite high but they have already 
started to cut down, reducing their car use would 
make them feel good 

•  they feel guilty if they use the car for short journeys

• they believe children should not travel to school by car

• very high intention to reduce car use 

• they are not attached to the ‘status’ benefits, they 
would gladly live without a car if they could

Marketing workshop

• Modal split in segments

Pen Profile (Munich)

‘Image conscious intenders’

-Highest use of car for all journey

purposes

-Have an above general intention

to reduce their car use in the 

next 12 months

-Promotion of cycling as a way to

get fit and save time – NOT as a 

way to help the environment

-Most likely of all groups to say

they would be influenced by

seeing more people not using

their car

Pen Profile (Gdynia)
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Pen Profile (Utrecht) Marketing workshop

Step 2: From pen profiles to Marketing brief

•What is the objective of the campaign?

•Who are we talking to?

•What do we want them to feel/ to do?

•What do we want to say? ‘Messages’

•Why should they believe it?

•What is compulsory?

•What are the requirements?

Marketing workshop

• Example: Munich: Parents of secondary pupils

• Possible Messages for parents:

– Let them travel independently!

– Trust your child!

– You are doing a good job making the balance 

between responsibility and child’s freedom!

– Simplify you life – let them be self-organized!

Marketing workshop

• Example: Munich: Parents of secondary pupils

• Possible Messages for pupils:

– Enjoy your freedom!

– You will belong to a group!

– Take your own decisions!

– Safe the world/ the climate 

� educate your parents

Marketing workshop

Group discussions

Marketing workshop

• Step 3: From Marketing Brief to Campaign 

Design

– With which media do you intend to work?

– Messages to communicate?

– Services for the target group?

– Events?

– Difficulties and barriers for implementation?

– Solutions and strategies to overcome them?

– Lessons learnt of the campaign design phase?
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Marketing workshop

• Example: Munich, campaign design

First ideas for target group “secondary schools”:

– informations about mobility at this age in the city-wide parents 
letter/ on parents evenings around school change

– Informations on open days at secondary schools/ at school 
inscription

– Bike kitchen/ doctor’s bike

– Competitions: who is the most environmentally friendly class?

– Cycling kit for the 4th class to practice cycling

– Computergames

– Rally

– School tour

Marketing workshop

• First ideas for 

target group 

“secondary 

schools”, 

topics of the 

film (Pimp my 

bike, safety, 

coolness, Bicycle 

repair, song)

Hounslow employee results

• Hounslow employee survey identified 5 segments:

– Ready and willing

– Aspiring environmentalists

– Car complacents

– Die hard drivers

– Malcontented motorists

• Each segment has distinguishing characteristics 

based on demographics, attitudes and current use of 

transport

Hounslow example

• The marketing expert advised to create 
campaigns and brands for 3 of the segments

– ready and willing, a group who feel guilty 
about their journey by car and would like to 
try walking, cycling and public transport

- aspiring environmentalists, keen to change 
travel behaviour and 

- car complacents, a group motivated by fun 
and ease of travel options

Hounslow ‘pen profile’ Hounslow Employee Brands

– Cycle chic = ready and willing

– Efficient Car Use = aspiring environmentalists

– Public transport = car complacents
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Marketing development

• Marketing will then be developed under each 

brand and trialled and tested with each 

segment e.g. new public transport guides or 

interactive cycling pages

• Each partner will develop their marketing in 

line with their ‘pen profiles’ and on advice 

from the marketing expert

Plan of action

• All partners will check their segmentation data 

in detail the next weeks

• Development of marketing brief and design of 

marketing campaigns

• Advised by an external marketing office

• Start of campaigns in autumn/winter/spring 

2011/2012

• Evaluation of results/impacts: 

autumn/ winter 2012

Thank You!

- More information on SEGMENT can be found 

on the SEGMENT website:

www.segmentproject.eu

- Or by contacting the lead partner, London 

Borough of Hounslow:

jennifer.anderson@hounslow.gov.uk


