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1. Introduction
1.1. Background CIVITAS
CIVITAS - cleaner and better transport in cities - stands for CIty-VITAlity-Sustainability. With
the CIVITAS Initiative, the EC aims to generate a decisive breakthrough by supporting and
evaluating the implementation of ambitious integrated sustainable urban transport strategies
that should make a real difference for the welfare of the European citizen.
CIVITAS I started in early 2002 (within the 5th Framework Research Programme);
CIVITAS II started in early 2005 (within the 6th Framework Research Programme) and
CIVITAS PLUS started in late 2008 (within the 7th Framework Research Programme).
The objective of CIVITAS-Plus is to test and increase the understanding of the frameworks,
processes and packaging required to successfully introduce bold, integrated and innovative
strategies for clean and sustainable urban transport that address concerns related to energyefficiency, transport policy and road safety, alternative fuels and the environment.
Within CIVITAS I (2002-2006) there were 19 cities clustered in 4 demonstration projects,
within CIVITAS II (2005-2009) 17 cities in 4 demonstration projects, whilst within CIVITAS
PLUS (2008-2012) 25 cities in 5 demonstration projects are taking part. These demonstration
cities all over Europe are funded by the European Commission.
Objectives:
•
•
•

to promote and implement sustainable, clean and (energy) efficient urban transport
measures
to implement integrated packages of technology and policy measures in the field of
energy and transport in 8 categories of measures
to build up critical mass and markets for innovation

Horizontal projects support the CIVITAS demonstration projects & cities by:
•
•
•
•

Cross-site evaluation and Europe wide dissemination in co-operation with the
demonstration projects
The organisation of the annual meeting of CIVITAS Forum members
Providing the Secretariat for the Political Advisory Committee (PAC)
Development of policy recommendations for a long-term multiplier effect of CIVITAS

Key elements of CIVITAS
•
•
•
•

CIVITAS is co-ordinated by cities: it is a programme “of cities for cities”
Cities are in the heart of local public private partnerships
Political commitment is a basic requirement
Cities are living ‘Laboratories' for learning and evaluating

1.2. Background ARCHIMEDES
ARCHIMEDES is an integrating project, bringing together 6 European cities to address
problems and opportunities for creating environmentally sustainable, safe and energy
efficient transport systems in medium sized urban areas.
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The objective of ARCHIMEDES is to introduce innovative, integrated and ambitious
strategies for clean, energy-efficient, sustainable urban transport to achieve significant
impacts in the policy fields of energy, transport, and environmental sustainability. An
ambitious blend of policy tools and measures will increase energy-efficiency in transport,
provide safer and more convenient travel for all, using a higher share of clean engine
technology and fuels, resulting in an enhanced urban environment (including reduced noise
and air pollution). Visible and measurable impacts will result from significantly sized
measures in specific innovation areas. Demonstrations of innovative transport technologies,
policy measures and partnership working, combined with targeted research, will verify the
best frameworks, processes and packaging required to successfully transfer the strategies to
other cities.

1.3. Participant Cities
The ARCHIMEDES project focuses on activities in specific innovation areas of each city,
known as the ARCHIMEDES corridor or zone (depending on shape and geography). These
innovation areas extend to the peri-urban fringe and the administrative boundaries of
regional authorities and neighbouring administrations.
The two Learning cities, to which experience and best-practice will be transferred, are Monza
(Italy) and Ústí nad Labem (Czech Republic). The strategy for the project is to ensure that
the tools and measures developed have the widest application throughout Europe, tested via
the Learning Cities’ activities and interaction with the Lead City partners.

1.3.1. Leading City Innovation Areas
•
•
•
•
•

The four Leading cities in the ARCHIMEDES project are:
Aalborg (Denmark);
Brighton & Hove (UK);
Donostia-San Sebastián (Spain); and
Iasi (Romania).

Together the Lead Cities in ARCHIMEDES cover different geographic parts of Europe. They
have the full support of the relevant political representatives for the project, and are well able
to implement the innovative range of demonstration activities.
The Lead Cities are joined in their local projects by a small number of key partners that show
a high level of commitment to the project objectives of energy-efficient urban transportation.
In all cases the public transport company features as a partner in the proposed project.

2. Aalborg
The City of Aalborg, with extensive experience of European cooperation and having
previously participated in CIVITAS I (VIVALDI) as a ‘follower’ city, is coordinating the
consortium and ensures high quality management of the project. The City has the regional
public transport authority (NT) as a local partner, and framework agreements with various
stakeholder organisations.
Aalborg operates in a corridor implementing eight different categories of measures ranging
from changing fuels in vehicles to promoting and marketing the use of soft measures. The
city of Aalborg has successfully developed similar tools and measures through various
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initiatives, like the CIVITAS-VIVALDI and MIDAS projects. In ARCHIMEDES, Aalborg aims to
build on this work, tackling innovative subjects and combining with what has been learned
from other cities in Europe. The result is an increased understanding and experience, in
order to then share with other Leading cities and Learning cities.
Aalborg has recently expanded its size by the inclusion of neighbouring municipalities
outside the peri-urban fringe. The Municipality of Aalborg has a population of over 200.000,
and the urban area a population of some 130,000. The ARCHIMEDES corridor runs from the
city centre to the eastern urban areas of the municipality, see Figure 1, and forms an ideal
trial area for demonstrating how to deal with traffic and mobility issues in inner urban areas
and outskirts of the municipality. University faculties are situated at 3 sites in the corridor
(including the main university site). The area covers about 53 square kilometres, which is
approximately 5 % of the total area of the municipality of Aalborg. The innovation corridor
includes different aspects of transport in the urban environment, including schools, public
transport, commuting, goods distribution and traffic safety. The implementation of measures
and tools fit into the framework of the urban transport Plan adopted by the Municipality.

Figure 1. The ARCHIMEDES corridor in Aalborg.
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3. Background to the Deliverable
Surveys have shown that a car used for car-sharing can replace 4 to 8 other cars1. It is
reported that 1/5 of a car’s lifetime emissions and climate damage are caused during the
manufacture of the car, which means savings if that car is used for car sharing2. Having more
people taking turns to use the same car means fewer cars on the roads and on car parking
capacity. Thus car sharing can help limit congestion. In addition, removing young people’s
need to buy a car, by giving them access to a car sharing car, can maintain them as
customers in Public Transport for a period of time. For young people with very limited cartransport needs a car sharing car is cheaper than owning a car themselves; and a car
sharing car, where you pay as you go, is a very effective means to reduce the kilometres
driven compared to owning your own car, where only - some - marginal cost is taken into
consideration before you decide to take a trip. All in all there should be reason in promoting
the car sharing.
In the CIVITAS VIVALDI project the City of Aalborg established a car sharing scheme in
Aalborg in cooperation with a car sharing company and promoted it to young people.
Thus it was decided to take this effort a step further, and to promote car sharing to
companies as a part of the ARCHIMEDES project. The companies should be encouraged
through campaigns and promotion to use the car sharing scheme as a company car for
employees during working hours, whereas outside working hours the car would be part of the
private car sharing scheme in the city.

3.1. Summary Description of Task
This deliverable provides information regarding implementation on Task 6.3 Workplace Car
Sharing.
To establish the foundation for promotional campaigns for Car Sharing to the companies, the
City of Aalborg conducted in-depth studies of all drivers and barriers to take up. All relevant
topics were considered but especially the (lack of) financial drivers were the target for much
attention.
After this work a promotional campaign directed to selected companies was carried out but
with poor results.
1

In car sharing circles numbers from 4 to 13 vehicles replaced for every car sharing vehicle is used as
common knowledge. Few of these numbers are documented.
In the period between December 1999 and September 2000, The Danish Centre for Mobility and
Environment carried out an evaluation of car sharing in Denmark for The Danish Environmental
Protection Agency and The Danish Transport Council. One of the conclusions in this research where
that a car sharing car replaces on average, approx. 5 private cars.
The MoMo EU-Project in the Intelligent Energy concludes based on four different surveys that ‘Each
Car-Sharing vehicle replaces at least four to eight personal cars’
In a nationwide American survey of over 6,200 car sharing members, Eliot Martin and Dr. Susan
Shaheen came up with the most authoritative number to date: between 9-13 vehicles shed for every
car sharing vehicle in the fleet. Of those, 4-6 vehicles were directly shed by households as a result of
joining car sharing and the remainder were avoided/not purchased as a result of membership
2
Car-Sharing fact sheet No. 3 from the EU-project MoMo.: ‘Assuming a car with an average lifespan,
approximately one fifth of the emissions and climate damage it is responsible for are caused during
the production process of the car – before a single kilometre is driven.’
7 / 36

Cleaner and better transport in cities

As the campaign showed up to be ‘fruitless’, and as the above mentioned analyses showed
that there in fact were no drivers for private companies to use car sharing, the target group
was changed to young students, for whom there were positive drivers.
Two campaigns were conducted with this target group, with the last having been completed
just before the submission of this deliverable.

4. Workplace Car Sharing in Aalborg
4.1. Description of work done
The existing car sharing scheme in Aalborg was developed as part of the CIVITAS VIVALDI
project. It is based on Internet booking and the access to the car is controlled by a smart
card.
Payment is a combination of a fixed subscription fee, a fee for time a car is used and for the
distance (kilometres) driven. There are two different forms of membership. The “A”
membership is characterised by a monthly membership fee of 300 DKK and low payment per
hour and kilometres driven. The “C” membership is without the membership fee, but with a
higher cost for kilometres and hours.
Companies can have a special VIP membership with an even higher subscription fee, (or
with a guaranteed minimum use) giving them the right to have a car sharing car located on
their premises, and to have the car prebooked for the company during work hours.
If a company is member of the scheme, the employees can have an ‘A’ membership with the
low hour and km. costs for renting the car, without paying the subscription fee.

Figure 2. Unlocking a car sharing car with the smart card.

4.1.1. Phase 1. Analysing the drivers and barriers.
To establish the foundation for promotional campaigns for Car Sharing to the companies, the
City of Aalborg conducted in-depth studies of all drivers and barriers to take up. All relevant
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topics were considered but especially the economical drivers were targets for attention. The
following stipulations were done:
1. As the existing payment scheme for car sharing has a break-even3 somewhere
between 5.000 km/year and 8.000 km/year depending on the actual circumstances, a
private company will never be able to substitute all cars with car sharing cars, as the
payment model is not suitable for such use.
2. For a company owned car the fixed costs are distributed over all km driven, making
each km cheaper than the previous. That is, the averages price per km. gets low,
when the car is heavily used. But in the payment model for car sharing, a fixed part
of the fixed costs is added to each km. If the car is expected to be hired out for
example 10.000 km. a year, 1/10.000 of the fixed costs are added to the km price. So
if a company would substitute a company car running 30.000 km/y with a car sharing
car, it would in effect pay the fixed costs three times, making the total costs all too
high, compared to owning a car.
But the company should be able to optimise the mileages on as few cars as possible, and
then substitute ‘the last car’ with low mileages, taking the peak demands, with a car sharing
car.

4.1.1.1.

Drivers to uptake

The drivers identified were as follows:
a) The environmental effect of car sharing. The possible energy savings by using a
car sharing car in a private company can have two causes:
The energy savings in production caused by substituting the 4 - 7 cars with one car sharing
car. This effect does not apply to company car sharing in the described framework where the
company uses a car sharing car to take the last 5-7.000 km. in the peek situations. The
companies’ alternative to car sharing is to keep the oldest company car for another year. Due
to the location of the companies in Aalborg in the industrial areas the potentials for use of the
car sharing cars by private in the evenings were low. For these two reasons the amount of
cars produced will not be reduced.
The energy consumption caused by the car sharing car being newer and smaller than the
alternative company car. This effect exists as a car sharing cars typical will be newer and
smaller than the company’s oldest car, which it substitutes. The effect of the car being
smaller is not given, that depends on the requirement from the company, but the effect of the
car being newer will probably be significant as engine performance has improved notable in
the last years.
b) The Public relations effect for the company. Using a car sharing car, with car
sharing logos on the sides should help giving the company a green image – to the extent that
the customers accept that car sharing is a green alternative.
c) The congestion effect. One of the great drivers behind car sharing learned from
experience in Bremen is the lack of space for parking private cars in the city. In some
quarters almost all parking spaces have been removed, except for dedicated car sharing
stations. As a resident in one of these quarters a car is ‘nothing but problems’. You have to
3

The point, above which, a car sharing car will be more expensive than owning a car.
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use a lot of time to find a free parking space, and you have to walk a long distance between
home and car. As an alternative the car sharing car is located right in the middle of the
settlement giving you a good alternative to car ownership.
For private companies the same effect is known from car sharing in some parts of
Copenhagen. Small companies are located in the old, densely populated areas, thus having
no space for parking of company cars and thus have benefited from using car sharing cars
located nearby.
The same effect can’t be found for companies in Aalborg. They are usually situated in the
industrial areas with lots of space around the buildings.
d) Other drivers. One of the drivers for companies in Copenhagen is free access to
all public parking spaces. For companies doing a lot of business in the city centre, this can
be a major saving, that can be in-calculated in the economical business case for car sharing
and thus raise the break-even point considerably.
In Aalborg car sharing cars are not exempted from paying the parking fees, and even if they
were, the parking is ether free or the fees are lower than in Copenhagen and the effect would
be minor.
Another reason why companies participate in the car sharing scheme in Copenhagen is to
get easy access to a car in another city. Companies located in other parts of Denmark join
the car sharing scheme in Copenhagen to have access to car sharing in the airport. This is a
little cheaper for them to use than ordinary rented cars, and it is a little faster and easier to
use a contactless card than to go through the usual handing process at the rental company.
Aalborg, not being a centre as Copenhagen, does not have this kind of in-commuting
company traffic and thus not the same target group for car sharing.
A third driver is the possibility for the employees to have a free ‘A’ membership (no monthly
fee) when the company is ‘A’ or VIP member. The value of this argument showed up to be
rather low, as the companies estimated that there was a very limited demand for this
perquisite among the employees
e) The economic benefit from using car sharing. When the ARCHIMEDES project
was launched in 2008, the financial crisis started in Europe. As a consequence, companies’
green profile was suddenly given a lower priority compared to the economy. The business
case for using car sharing became more important than green branding in the decision about
whether a company should decide to use car sharing or not.
To find the right argument to use in the company campaign, we tried to find the niches where
car sharing was of best economical benefit for the companies. We developed a large
calculation model, that compared the economical cost for using car sharing, ‘A’ membership
or VIP membership, to having a company car or to paying compensation to employees for
using own car. The comparison was done for several scenarios with different mileages and
different car ages etc.
The costs used in the model were taken from the official car sharing price list and from
official Danish web pages mainly from the model developed by FDM, the Danish car owners
association.
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The first results were, that paying compensation to employees for using own car following the
official rates were always the cheapest solution. And the employees prefer this model as the
rates is above their marginal costs for using the car. For this reasons this option was omitted
from the campaign.
The second conclusion was that having a VIP membership, in the most favourable situation
where you use the car 11.500 km/y, will be 2.400 € more expensive a year than having your
own company car. In all other situations where the company uses the car more than 11.400
km/y or less than 11.400 km/y, the extra costs for the company will be even higher.
The reason for this is that the VIP membership uses the normal prices, but includes that the
company always pays for a fixed minimum use per month. If the company uses less km. than
is paid for by this fixed payment, the km. will be un-proportional expensive. But if the
company uses more km than paid for by this fixed payment the marginal costs pr km is too
high due to lack of digressive marginal costs – as described in 4.1.1.
The third conclusion was that having an ‘A’ membership was an economical advantage when
the car is used less than 6.500 km/y.
At 6.500 km. the expenses are the same. The less the car is used, the more is saved by
substituting with a car sharing car. So the potentials are best with 0 km. but of course no
company has a company car without using it. If you assume that no company car drives less
than 4.000 km a year the potentials for saving is between 0€ at 6.500 km and 1.000€ at
4.000 km.
So now the arguments to the campaign and the target group were found. Companies with a
car doing less than 6.500 km. a year, or who could optimise the use of the company’s fleet
so ‘the last car’ should do less than 6.500 km a year.
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Figure 3 Part of the calculation model comparing Car Sharing, Company car and compensating
employee for use of own car.

4.1.1.2.

Barriers to uptake.

The barriers to uptake
As VIP membership, with a dedicated car at the company, was not at all interesting for
economical reasons, distance to the nearest car sharing station became an issue.
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For many companies located in the industrial areas the distance to the existing car sharing
stations was too high a barrier. As a part of the campaign we tried to motivate nearby
companies to join the scheme together to make it possible to situate a car in the
neighbourhood.
Another barrier felt by the companies is the need to book the car in advance. This raises
concerns as you have to deal with uncertainty. If the car can be used by other companies
what can you do, if it is already booked – maybe we should just keep our own car even if it is
a little more expensive?
So knowing the drivers and the barriers, the City of Aalborg and the car sharing company
were ready to develop the campaign.

4.1.2. Phase 2. First campaign, towards private companies
A direct mail campaign was developed.
A folder describing the possibilities and the benefits was composed – see Figure 4 and
Figure 5. - The messages in the campaign were ‘It is good for the environment’, ‘It is a
benefit for your economy’, ‘It is easy’ and a recommendation from 4 companies already using
car sharing in Copenhagen.
Based on extractions of company data from the register from the Aalborg Chamber of
Commerce a number of companies were selected as possible participants in the car sharing
scheme.
The campaign folder was sent to the companies along with a recommendation letter signed
by the CEO of Hertz Delebilen and by the Alderman of Aalborg, Mariann Nørgaard, telling
about the project and the possibilities.
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Figure 4 Company folder for the Direct Mail campaign. Page 1

Figure 5 Company folder for the Direct Mail campaign. Page 2
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After a while the companies were called by the fleet manager from the car sharing company,
who tried to set up a meeting with the person responsible for use of cars in the various
companies.
The general response was that the letter and folder were thrown away; that the company
was not interested in a new folder, and did not have time to take a meeting with the car
sharing fleet manager.
Based on this feedback and on the lack of really good drivers for companies to use car
sharing, the city of Aalborg decided to change campaign target group to another group,
where the drivers were more straightforward.

4.1.3. Phase 3. Changing the target groups
The ordinary user group for car sharing is young people, mostly students or other groups
with limited financial resources. Also “Hertz Car Sharing” who is operating the scheme in
Aalborg, usually find their customers in this segment.
Among the City of Aalborg and the Hertz Car Sharing company a new strategy was decided
including the following elements.
-

Redistribution of existing cars to match the settlement of the target group
Extension of the fleet with a new car at the university campus
A new modernised internet information system with a more modern booking system
An iphone app for easy booking.
A citywide campaign concentrated on the media that are most supposed to reach the
target group.
A dedicated follow-up campaign targeting at a sub-segment of the target group, the
young people most interested in new technology.

All with the purpose to create attention around car sharing, provide information on car
sharing and to give the car sharing a modern image.
Redistribution of existing cars to match the settlement of the target group and
extension of the fleet with a new car at the university campus.
A GIS analysis of the settlement of the target group to determine the best locations for the
car sharing spaces was carried out in Spring 2011, using data from the municipality. First
analyses were conducted on medium sized areas to locate the most interesting areas. In the
next phase more detailed analyses were conducted on sub sets of these most interesting
areas. These analyses resulted in various maps, see Figure 6 and Figure 7.
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Figure 6. This map shows the distribution of young people aged 18-24 in the city centre of
Aalborg.

Figure 7. This map shows the distribution of young people aged 25-34 in the city centre of
Aalborg.

As a result of these analyses the cars were redistributed in Summer 2011 to make the cars
easily accessible for the new target group. A car was moved from the north-west outskirts
north of the Limfjord to a new station in the western part of city centre with a high density of
students and young people and a car was moved from the southern part of the city to a new
station in the centre. Please see Figures 8 and 9.
In October 2011 the system was extended with a new car sharing station at the university
campus.
As a result of these redistributions and the establishment of the new campus station the
number of car sharing stations went up from 4 to 6.
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Figures 8 & 9. Locations before and after the CIVITAS ARCHIEMDES project extended the
number of locations from 4 to 6

Figure 9. New parking spaces for Car Sharing cars in western part of the city centre.
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Figure 10 Car Sharing station at the University

In September 2011, when the redistribution of cars was fully implemented and the new
locations created (see Figure 9 and 11), advertisements in local newspaper were launched in
order to inform the citizens about the revised scheme with easier access. See Figure 12.
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Figure 11 Newspaper advertisement for a new car sharing station

A new modernised internet information system with a more modern booking system was
implemented during the summer of 2011.
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Figure 12 A new modernised internet booking system

An iphone app for easy booking
To make bookings easier and more modern, it was decided that the car sharing company
would develop an iphone booking app. The app was not ready at the agreed launch date for
the campaign. It was decided to launch the campaign all the same, as the space for posters
at the bus stops had been booked for a long time. Bookings have to be done at least half a
year in advance.
The development of the app has been ongoing at Hertz ever since and the app is still not
ready for launch, but is planned to be launched by Spring 2012.
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Figure 13 A screen print of the prototype of the Smartphone booking facility.

A citywide campaign building on all the elements mention above has been conducted:

4.1.4. Phase 4. Campaign towards young people
4.1.4.1.

Second campaign. Citywide towards the complete target group.

The promotion campaign aimed at students and young people was launched in May 2011.
The approach was mainly to draw attention to possibilities in the existing car sharing scheme
in the city, and to market car sharing as easy, smart and modern.
The media used were City Posters in the bus shelters all over the city - see Figure 14 - and
promotion on the live monitors in all city buses - see Figure 15.
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Figure 14. Campaign posters on bus stops.

Figure 15. Marketing material presented on bus monitors, installed in every city bus in Aalborg
(ARCHIMEDES measure 69).

The use of bus stops and bus monitors was chosen because the target group, students and
young people without a car, often live in the city and use the bus, see Figure 6 and Figure 7.
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The large bus-stop posters - 175cm x 120 cm -, were shown at 50 selected bus stops for 3
weeks. The advertisement in the buses was shown in 10 seconds timeslots in all 100 city
buses each 5th minute for three weeks. In all, more than 375,000 exposures .
The first result of the campaign was not encouraging. A number of new users joined the
scheme, but seen over the first 8 months of 2011, the turnover of members was the same as
in other periods.

4.1.4.2.
Third campaign. Follow-up aimed at the sub-segment of young
computer ‘geeks’
In the winter 2011-2012 a follow-up campaign aimed at a subset of the target group, were
launched.
The sub-segment of computer geeks was selected, to test a new form of campaign, where
the contents were a competition requiring skills and an effort to participate. The competition
was so hard that only a small number of the participants were supposed to find the solution –
giving them a significant possibility to win one of the prizes. The purpose was that a great
number of participants should spend a lot of time, trying to solve the puzzle, and thus be very
much aware of car sharing. And that the puzzle should be so difficult that the target group
would start sending it to each other – creating a viral marketing effect.
The key element in the competition was a homepage showing The Wall and the challenge
was to ‘break through the Wall’. To do so, among other things, you had to find and break a
cookie, set-up an rss feed, find another site where you could leave your contact details etc.
The geeks who broke right through The Wall participated in a draw to win one of 10 oneyears ‘A’ memberships with 250 km free driving – all in all at the value of 650€ each. The first
prize was further supplemented with an iphone.
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Figure 16 The Wall - the competition site on the internet

To make everything a little more fun and difficult, in some of the media the advertisement
only was an QR Code, and the text ‘Break through the Wall – only for IT geeks’. In other
advertisements, the link to the competition page was shown. And in some, a click on the
internet advertisement only led to a guidance text and the QR code.
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Figure 17 Example of 'QR Code only' advertisement

Campaign strategy
The following media were part of the campaign.
•
•
•
•
•
•

Facebook – the social website
Version2.dk – The Online magazine for IT and communication engineers.
The live-screens in all city buses.
Email – viral campaign
Big posters at the University
Flyers, distributed in the buses

Facebook. On Facebook it is possible to have a very precise, targeted campaign. The
advertisement was shown only to the selected target group of young (18-35 years), in the
Aalborg area (radius 45 km), with interest for IT and technology. In the last part of the
campaign period the criterions were eased so the ad was also shown to women and to
persons that had not indicated an interest in IT and technology, to have more responses.
The ad was shown 3.307.045 times; giving 885 clicks leading a person to The Wall
competition site.

25 / 36

Cleaner and better transport in cities

Figure 18 Facebook advertisement

Version2.dk – The Online magazine for IT and communication engineers

Figure 19 Add on Version2 - for IT and communication engineers
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All readers of the Version2.dk magazine are by definition in the geek segment of the target
group. Furthermore the presentation of the ad was limited to the North Denmark geographic
area.
Having the real geeks here, we decided to show the ‘QR code only’ add here. Clicking the ad
led to a hint page saying – You are on the wrong track, use the QR code in your smart
phone. Using the QR code in the phones as intended, led the persons to a page giving the
proper link to The Wall competition site.
The ad was shown 25.096 times, giving 89 clicks leading a person to the hint page. But is not
possible to see how many persons scanned the QR code and in this way went to the hint
page.

The live-screens in all city buses.
Once again the live screens in all city buses (ARCHIMEDES measure 69) were used as
media in an ARCHIMEDES campaign. The advertisement (Figure 20) in the buses was
shown in 10 seconds timeslots in all 100 city buses each 5th minute for six weeks: all in all
more than 750.000 exposures.

Figure 20 ad on live screens in all citybuses

The screen showed the link to the competition page together with presentation of the prizes
as an appetiser.

Email – viral campaign. To try to start a viral campaign, emails with invitations to join the
competition in the campaigns graphical design, were emailed from the project to all
connections, using all personal and professional networks – including an urge to send the
mail on via the receivers own networks.
It is obvious, that is has not been possible to trace to how far the snowball effect has
reached.
Large posters at the University
100 posters in 500x700 mm were printed, and put up on the notice boards at the relevant
parts of the university.
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Figure 21 One of the 100 posters from the bulleting boards at the university

Flyers, distributed in the buses. As the last attempt to reach the target group, 500 flyers
were printed and as many as possible were distributed directly to the students in the
mornings buses going to the university area.
The flyers were small and handy (80x100mm) and printed on two sides. Again the QR code
was used to sharpen the appetite.
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Figure 22 Front and back side of flyer

More than one thousand people reached The Wall on the competition site. We don’t know
how many of these people tried seriously to break the wall, but only 20 succeeded.
A draw was made between those who succeeded and ten winners were given prizes.
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Figure 23 Winner certificate
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As the last point, an advertisement was put into the regional newspapers, declaring the
winners, saying ‘Congratulations to … for the next year you can transport yourself in a
sustainable manner in a car sharing car’ - to draw a little more attention to car sharing.

Figure 24 The newspaper ad declaring the winner. 'Congratulations. For the next year You can
drive sustainable ...'

4.2. Problems identified
This measure has experienced problems of two different types.
1. Lack of drivers for the potential users – especially for the first target groups of
companies – to use the car sharing system.
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2. Problems and delays due to organisational changes at the car sharing company with
consequential uncertainties.

The drivers and barriers for joining a car sharing scheme in Aalborg are outlined in section
4.1.1 . The short conclusion is that the drivers that make car sharing attractive in other
European cities – mostly cities of a bigger size than Aalborg - do not exist for the companies
in Aalborg, and to a lesser degree, not even for the target groups of young people in Aalborg.
This matrix compares the drivers:
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Drivers
The environmental effect
of car sharing:
-The energy savings in
production
-The energy consumption
caused by the car sharing
car being newer and
smaller than the
alternative car.
Images effect for the
company / private user.

The congestion effect of
one car replacing 4-7
other cars.
In congestion on roads
and in use of parking
spaces.

Companies
-As a companies’ alternative to car sharing is
to keep the oldest company car for another
year, the amount of cars produced will not be
reduced.

-The effect of the car being smaller is not
given, that depends on willingness of the
company to use a smaller car, but the effect
of the car being newer will probably be
significant as engine performance has raised
notable in the latest years.
Before the financial crises this argument
would be valid primarily for companies
working with environment or CRS, but now
companies have to evaluate the images
effects more against involved costs. This is
especially a problem if they are not convinced
that an environmental effect exists – see
above.
The argument is often used in European
cities. For this target group it is not valid. The
transport work is supposed to be the same,
company car or car sharing car.
A parked car sharing car takes the same
space at a company as the alternative
company car. Only if more companies share
a car, space is saved, but in the industrial
area, such space is not a sparse resource.

Private users – young target group
- The effect is only valid, if the user alternatively would have
bought a car. Usually the alternative for this user group is Public
Transport or bikes. Or the use of car sharing is only temporally
postponing the acquisition of a car for a year or two.
- For the vast majority of this target group where the alternative
is Public Transport, this argument is not valid. But the few who
would have bought their own car, would have bought an old,
cheap car. And due to the car development and to the cheap
cars available on the market; this would typically be a bigger car
with an old, more inefficient engine.
The effect does have some value, but economy weights more
heavily for this target group.

The effect is only valid if the user alternatively would have
bought and used a car. Usually the alternative for this user
group is Public Transport or bikes.
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Drivers
Other drivers:
-Free access to public
parking spaces

- easy access to a car
coming with train or plane
from other parts of the
country
- free ‘A’ membership for
employees

Companies
- In Aalborg car sharing cars are not
exempted from paying the parking fees, and
even it they were, parking is free or the fees
are lower than in Copenhagen and the effect
would be less.

Private users – young target group
The argument is not valid for the same reasons as for
companies. Besides this target group is typically living in the city
and is using the car out of the city, to shopping centres in the
outskirts with free parking or visiting family elsewhere in the
region.
- Not relevant

- Aalborg does not have this kind of incommuting company traffic and thus not the
same target group for car sharing
- Not relevant
- The value of this argument showed up to be
rather low, as the companies estimated that
there was a very limited demand for this
perquisite among the employees

Economic savings from
using car sharing

The potentials for saving showed up to be
between 0€ at 6.500 km and 1.000€ at 4.000
km. This is a) a rather limited savings
potential and b) a rather narrow interval,
where savings can be gained. Besides
paying the employee the official taxes for
using own car is always cheaper.

Better mobility

For a company the alternative would be using
another company car, securing same
mobility.

Doing up to 6.500 km. is cheaper in a car sharing car, under the
conditions, that the alternative would be an own car of same age
and size. Using an old car would change the equilibrium. Being
a young driver with an expensive insurance could change the
equilibrium in the opposite direction.
Doing all the traffic with PT would be even cheaper, but another
level of services. Besides the km expense calculation using Car
sharing instead of own car has the saving potential, that you
tend to do less km. when you have to pay for each, instead of
only calculating marginal costs of your own car.
Usually the alternative for this user group is Public Transport,
bikes or even renting or borrowing a car. Joining a car sharing
scheme would seriously improve the mobility possibilities for this
group – given that the economical and other barriers do not limit
the realisation of the possibilities too much.
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Barriers
Distance to the nearest
car sharing station

Need to plan and pre-book
/ lack of own cars flexibility

Companies
The car sharing station have to be situated
on the company or between a couples of
neighbour companies, If not, the costs – real
or experienced - will hinder use of the
system.
You have to plan ahead, you have to
remember to book a car in good time ahead,
and you have to handle the uncertainty. What
can you do, if you suddenly need a car right
now, or what do you do if the car is already
booked when you try to pre-book?
This ‘cost’ have to be balanced up with some
real savings, before the company accept to
rely on car sharing.

Private users – young target group
The car sharing station has to be situated within a reasonable
distance from the users premise. If the distance is more than
500- 1.000 meter, the car sharing will not be seen as a realistic
alternative.
The trip that this user group uses the car sharing car for - to Ikea
or the weekend trip to the summerhouse - is simple to plan and
book in good time ahead.
The need to book is not a big issue, and having a car of your
own in not a realistic alternative.

Based on this analysis it is not surprising that the effect of marketing the car sharing scheme
has not been very fruitful.
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As a consequence of the organisational changes at the car sharing company, due to the
financial crises in 2008, three different CEOs have been responsible for the company, and
three different people have had the daily responsibility for the car sharing scheme in Aalborg
during the ARCHIMEDES period.
After each change of CEO the new CEO had to develop his own strategy for the company.
As car sharing is only a marginal part of the company’s activities, this activity – including the
campaign activities – have been placed on hold (or slow) for a long period until the new
strategy was ready.
A company which experiences such turbulent situations, including downsizing and cost
cutting, tends to allocate its resources to the core business and thus moving the attention
from marginal business areas as in this situation the car sharing. The support and active
contribution from the car sharing company to the campaign work – or even to keeping the car
sharing ‘in good shape’ - has thus been lacking for major parts of the project period – among
other leading to delays in the campaign plans, and probably also to poorer effect of the
campaign.

4.3. Future Plans
The last car sharing campaign in the ARCHIMEDES period has been realised. For the rest of
the period – and in the time after ARCHIMEDES – the car sharing company and the City of
Aalborg will continue to keep up the daily work of keeping the car sharing scheme running.
This includes the launch of the smartphone booking app in the next months.
During Spring 2012 collection of after-data will be done, and the evaluation will take place as
described in the evaluating plan.
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