CAVATAS

Cleaner and better transport in cities

\_\ C\‘ The CIVITAS Initiative is a European action that supports cities in the

? O CE implementation of an integrated sustainable, clean and energy efficient
P\D\I\ A transport policy. Lessons learned during the planning, implementation
O " “ES/ and operation phases of the activities are summarised in twelve Policy

N , Advice Notes and give an idea on how to cope with urban transport

problems which cities of the European Union have to face in the future.



Smart mobility
management measures

Successtul ways to influence people's

mobility behaviour

Different measures targeted to influ-

ence the mobility behaviour of city
residents and commuters of a city
were implemented within CIVITAS I
(2005-2009) and comprehensive in-
formation about the implementation
processes and results were collected.
To support politicians and decision-
makers interested in these actions, the
most important information is summa-

rised in this Policy Advice Note.

www.eltis.org

Overview

DESCRIPTION OF THE MEASURES

Smart mobility management measures are
“soft” activities that influence the mobility be-
haviour of the people. More and more Euro-
pean cities are turning to this type of measure
to provide inhabitants with information on all
sustainable modes of transport (e.g. public
transport, bicycle, car-sharing, etc.) and to re-
move physical and psychological barriers lim-
iting their mobility choices. It has been found
that the reasons for not using public transport
are often a lack of awareness of real options
and the bad reputation of this transport mode.
The following measures were implemented in
the field of mobility management:

1. Development of integrated mobility plans (or
commuter plans) for

¢ Private companies

e Public institutions (e.g. universities, hospi-
tals, administration, schools)

e Specific areas with a number of enterprises
(e.g. business parks, science-technology
parks)

* Areas with temporary working sites, which
cause changes in routing and time sched-
ules of public transport lines

e Areas which are frequently used for big
events (stadia, fairs, concert halls, etc.)
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The mobility plans offer information on how to
travel by different transport modes to the par-
ticular site. Special offers, such as car-sharing
and car-pooling, bike sharing, special tickets
for employees of a company (e.g. non-person-
al tickets or tickets paid directly from salaries
to ensure an easy and subsidised handling for
tax reasons) should be integrated. Also incen-
tives can be provided, e.g. a prize for the em-
ployee who travelled in the most sustainable
way in one month.

2. Personalised information campaigns for
well-defined target groups (e.g. through in-
dividualised marketing activities)

e Face-to-face consultation proposing sus-
tainable mobility solutions to individuals and
companies

e Distributing information in mailboxes, e.g.
public transport timetables and maps as
well as bicycle maps for free

* Providing free tickets for public transport to
induce people to try this transport mode

¢ Spreading information at public events (e.g.
Car Free Day)

e Setting up a phone number for free personal
travel planning aid

e Offering free tickets for bike carriage in pub-
lic transport vehicles

More and more internet-based information
on sustainable mobility or personalised travel
homepages is used to offer travellers individual
guidance and specified timetables.

TARGET GROUPS

For both types of measures the main target
groups are employees, visitors, students, pu-
pils and inhabitants of a certain target area.
Also elderly and handicapped persons can be
addressed to show them, how they can be mo-

bile without using a car. Of special interest are
people, who had recently moved to a city. This
group should be provided with comprehensive
information about all possible transport modes
in a city because they can be convinced more
easily to use a sustainable transport mode than
a person who has travelled by car in the city
for many years. Managers of companies, local
administrations and public institutions should
be encouraged as well to develop mobility
management measures for their employees
and visitors. The preparation of a mobility plan
or promotional event in a company might be
linked with an internal public relations cam-
paign addressed to workers and their families.

IMPACTS AND BENEFITS

Many potential benefits from mobility
management measures were explored
during CIVITAS II, and the generalised
findings and impacts are reported here.

For the public

By giving people information on alternatives to
private car use, mobility behaviour can be in-
fluenced and a modal shift towards sustainable
transport modes can be stimulated. For exam-
ple, a travel plan was established for a busi-
ness park in a Spanish city, which caused a
decrease of 12% in the number of people com-
ing to work by car'. Hence, the measures can
cause a decrease of car traffic and the negative
impacts of individual motorised transport, such
as noise and emissions of particulate matter,
CO, and NO, can be reduced. The more the
quality of life in the cities improves the more
attractive the settlements become creating a
virtuous circle effect.

1 FGM-AMOR - Forschungsgesellschaft Mobilitat, Austrian Mobility
Research (2003): MOST - Mobility Management Strategies for the
next Decades, final report, D9, Graz, Austria
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For individuals

People, who are exposed to an individualised
marketing campaign, will be informed about the
most suitable and economic possibilities to trav-
el in a city. Using this information and applying
the advice, each person can save money and
time. Furthermore, the people who walk and cy-
cle are healthier. Experiences from the CIVITAS
Il measure in Odense (Denmark) show that in-
dividualised marketing implemented within 310
households achieved a reduction of car trips of
9% and an increase of the number of bus trips
and train trips of more than 50%. These chang-
es in individual transport behaviour result in a
decrease of energy consumption of more than
5% among the participants of individualised
marketing. The implementation of individualised
marketing in Preston (United Kingdom) with
about 25,000 households caused a decrease in
car use of between 10 and 13% and an increase
in the use of sustainable transport modes by up
to 36% among the target population. In most
cases, the use of sustainable modes is cheaper
for the households.

For companies

The mobility management measures can offer
benefits to companies and institutions as the
need for parking spaces is reduced. For ex-
ample, in La Rochelle (France) the creation of
a business travel plan for employees of the city
centre caused an increase of car-pool trips from
200 to over 1,800. In Norwich (United Kingdom)
the number of single occupant cars decreased
by 18% after travel plans for companies of
a specific corridor were introduced. Without
needing any additional high investments in in-
frastructure, the demand for public transport will
rise and also the revenues of the public transport
companies can increase. Furthermore, compa-
nies can profit from a positive organisational im-
age of taking a socially responsible attitude and
being environmentally-friendly.

FRAMEWORK CONDITIONS
FOR SUCCESS

The possibility of influencing the relationship
between urban planning, transport and parking
policies is an important precondition for imple-
menting mobility management measures and it
is helpful if cities have integrated the mobility
management measures in their leading policy
documents. The current taxation has to favour
the measures and should address the com-
muters. For example, if commuting expenses
are tax-deductible, all transport modes have
to be treated equally (no privilege for car users
like in Austria and Germany where commuting
by car is tax-deductible).

The existence of different high quality mobil-
ity systems (e.g. well developed bicycle path
network, car-pooling platforms, car-sharing,
reliable public transport services) in a city is
a good starting point for implementing mobil-
ity management activities. Mobility centres or
a mobility manager in a city can support the
results of the measures.
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Implementation steps
and fimeline

When implementing mobility management
measures in a city several important con-
siderations should be taken into account,
including supportive measures and a rea-
sonable timeline.

WORKING STEPS

1. Data collection

In order to design and tailor the measures to the

specific needs of the potential target groups in

a given area, different surveys should be imple-

mented, for example:

a) General studies on city or area-wide traffic

and mobility: Analysis of the current traffic situ-

ation (traffic flows, public transport data, gen-

eral mobility behaviour etc.)

b) Company and area specific mobility behav-

iour studies: In order to understand the po-

tential beneficiaries at a minimum the survey

should include:

¢ Mobility behaviour (number of daily jour-
neys, routes travelled, time spent travelling,
modes of transport being used, preferences
and hierarchy of qualitative factors of any
mode of transport) and main problems with
travelling

¢ Socio-economic data (e.g. age distribution,
car ownership rate, working status) and
characteristics of the target group (e.g. geo-
graphic distribution of residence, working
hours and days of employees)

e Communication behaviours and preferences,
where people currently get their information

e Awareness of sustainable modes of transport

c) Good practice and state of the art studies:
A state-of-the-art report should be prepared to
analyse the experiences of equivalent meas-
ures in other municipalities. It is advisable to
create a feasibility study on new services and
to evaluate the expected additional demand for
services through the modal shift achieved. The
technology to be used and long-term funding
should be assessed, as well as the necessary
legal framework.

2. Designing the concept

e Establishment of organisation structure for
mobility management services and involve-
ment of all stakeholders

¢ Definition of the concrete target group and
choosing the appropriate site

® Accomplishment of meetings with compa-
nies, employees groups, the public, etc., in
order to attract potential candidates for the
measures and to explain the project

e Selection of companies or institutions to
take part in the measure

e Decision about the activities to be imple-
mented

e Selection of operation systems, incentives,
technical efforts, etc.

¢ Appointing a mobility manager, who is re-
sponsible for the measure implementation

3. Development of the main tools (cam-
paign, commuter plan, individualised market-
ing etc.) taking into account the existing and
future mobility services, e.g.:

e Parking and access management

¢ Traffic flow and circulation scheme

® Pedestrian and bicycle routes

e Car-pooling and car-sharing services

¢ Public transport (also on-demand services)
¢ Ticket integration

¢ Integrated information about public transport
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It is advisable to combine soft and hard meas-
ures and to integrate numerous different trans-
port modes in the plans, e.g. access and park-
ing restrictions as well as a car sharing service.

4. Preparation and implementation of the

mobility management measures

e Organising training courses on individual-
ised marketing practice for mobility manag-
ers or commercial staff

e Organising meetings with companies, em-
ployees groups, the public, etc., in order
to hear proposals for changes or improve-
ments

¢ Implement individualised marketing with the
target group members and complete the
commuter plans

¢ Providing guidance tools supporting the
realisation of individual commuter plans of
small- and medium-sized companies (e.g. a
travel plan online software survey and tem-
plate)

5. Monitoring and evaluating progress

It is advisable to set up an evaluation strategy
and to define quantified and measurable in-
dicators that can show the level of changes?.
It has to be taken into account from the be-
ginning of the project that up to 10% of the
budget can be required for the evaluation of
the impacts®.

6. Marketing and promotion of the measures
¢ Publishing results of the activities in order to
raise awareness

2 Such as those developed in the CIVITAS Evaluation process

3 FGM-AMOR - Forschungsgesellschaft Mobilitat, Austrian Mobility
Research (2003): MOST - Mobility Management Strategies for the
next Decades, final report, D9, Graz, Austria

ACCOMPANYING MEASURES TO
AMPLIFY POSITIVE EFFECTS

Mobility management measures are notably
successful if they are implemented hand-in-
hand with other sustainable transport projects,
such as the introduction of new public trans-
port services (e.g. introduction of new rolling
stock, new ticketing pricing schemes) or in-
frastructure as well as the installation of new
bicycle racks or implementation of a new car-
pooling platform in the city. It is also advisable
to combine the measures with promotional
events, such as a Car Free Day, which creates
a good possibility of integrating different sus-
tainable mobility management measures onto
one promotional platform.

TIMEFRAME

Prior to the realisation of any mobility manage-
ment measures, important data (see also work-
ing step 1 “Data collection”) have to be collect-
ed. This first phase can take 6 to 12 months.
Setting up and developing commuter plans
for companies or for specific areas can take
about two years, depending on the number of
services and activities included. After a running
phase (e.g. half a year) the first impacts of the
activities can be evaluated.

It should be underlined here that efforts to affect
the attitude and mobility behaviour of people
can take considerable time. To achieve substan-
tial and lasting effects with mobility manage-
ment measures it is crucial that the campaigns
are repeated often and actively managed. It is
also recommended to integrate the measures
within different sustainable transport projects.



What are

the investments
involved?

Investments for mobility management can differ
strongly, depending on the number of persons
involved and the strategy chosen.

Costs for individualised marketing can vary,
according to the level of effort necessary to
provide useful information, the number of ma-
terials produced and the kind of incentives,
which can be offered to the person addressed
(e.g. free tickets for public transport). The costs
for individualised marketing for one person are
usually around EUR 10. But within the meas-
ures implemented in CIVITAS Il costs of EUR
200 per person were achieved, as develop-
ment costs of the strategy were also included.
It has to be pointed out here that this type of
measure is very successful and also cost effec-
tive. Without any investment in infrastructure a
mode shift can be achieved among the target
population.

Investments for implementing area-wide com-
muter plans range between EUR 30,000 and
50,000, depending on the size of the target
group addressed. For example, EUR 50,000
were spent for a commuter plan implemented
in a business district in Toulouse (France) with
about 24,000 employees. Four companies of
this area have between 500 and more than
1,000 employees, but mainly smaller firms are
located there.

Costs for dissemination activities (e.g. provid-
ing information on the measure in general and
on sustainable transport modes, such as pub-
lic transport, cycling, walking, car-sharing etc.)

can differ considerably as well, depending on
the duration, number of persons to be reached,
and materials chosen for the campaigns. Be-
tween EUR 7,000 and 40,000 were spent for
dissemination activities in CIVITAS Il measures.
Investment in equipment is required when set-
ting up an internet portal. Hard- and software
tools have to be purchased (ranging from ap-
prox. EUR 9,000 to 25,000) and the IT connec-
tion to travel data sources for an internet portal
can cost, e.g. EUR 54,000.

For all measures it has to be considered that
costs for external consultants developing the
strategy, printing information material, person-
nel for accomplishing the marketing activities
or distributing the information material will be
incurred.

Schiffer




Gleane:

i
AVATAS

r and better transport in cities

Main drivers that
serve as precursors
fO success

Important drivers for the initiation, as
well as for an efficient and successful
implementation of mobility management
measures, are:

e Senior level political interest is necessary in
order to make principle decisions at an early
stage of the project

e The competence and engagement of the
project team and good cooperation between
all local partners as well as all stakeholders
involved (e.g. public transport operator, site
owners, representative of the target group),
is necessary

¢ |t is advisable to appoint a full-time mobil-
ity manager who is responsible for the over-
all coordination of the measures and who
works on this issue on a day-to-day basis

e A good communication strategy, including
local media providing informative and per-
sonal description of the measure, supports
the implementation process. Whenever pos-
sible, an independent facilitator should be
engaged, e.g. for meetings or workshops.

e The availability of good framework condi-
tions (access management, suitable bike
network, existing car-sharing or car-pooling
services and high quality public transport
system) enables the target group to be of-
fered real alternatives to the individual mo-
torised transport mode

¢ For the development of area-wide mobility
plans it is advisable to use commuter plans
at company level as a basis

¢ Exchange of experiences with other munici-
palities, which have already achieved posi-
tive effects with the help of such measures

Strategies
for a successful
implementation

All innovative and new public policies
experience significant barriers to their
adoption and acceptance. Here are a few
recommended ways to overcome some of
the more common barriers:

Political support

Dissemination of quantitative information about
the measure and its potentially achievable ben-
efits may help to overcome negative attitudes
towards this innovative tool. The members of
the city authority should be engaged at an early
stage of project design.

Acceptance

It is important to distribute comprehensive
information on the objectives and the individ-
ual benefits of the measure among the target
population. The advantages of the measures
and their implementation steps have to be ex-
plained, as mobility management measures are
mainly based on a communication and deci-
sion-making process. In this context a “posi-
tive” press plays a crucial role in gaining the
acceptance among the inhabitants.
Sometimes it can be a barrier if unions are in-
volved, which insist that commuter services
become part of collective bargaining agree-
ments. The fear of this is often the reason for
companies not introducing mobility manage-
ment measures.

Financial management

It has to be pointed out that positive results can
be achieved at a relatively low price without any
additional investments in new infrastructure.
However, cost-effectiveness of mobility man-
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agement measures is often underestimated
as effects are usually not measureable directly
and are often visible only a long time after the
measure was implemented.
Because mobility management measures are
not yet established as “mainstream” measures
in most European countries, funding is avail-
able only indirectly from different programmes,
actions and ministries. Therefore, it is advisable
to apply for several sources of funds to support
measure implementation. For example, the fol-
lowing European funds are available:

e Seventh Framework Programme for Re-
search, Technological Development and
Demonstration (RTD) (2007-2013, 50 to
100% funding, link: http://cordis.europa.eu/)

e LIFE+ (2007-2013, up to 50% funding, link:
http://ec.europa.eu/environment/life/)

e URBACT (http://urbact.eu)

e Structural and cohesion funds in general

¢ European territorial cooperation programmes
(former INTERREG, supporting interregional
cooperation (A), transnational cooperation
(B) and interregional cooperation (C))

Legal framework condition

Mobility management measures are easy to
implement without expecting any legal con-
straints. The local authorities can even influ-
ence the framework condition positively be-
cause they can use legal and fiscal tools to
affect the transport and planning policies in
order to support mobility management meas-
ures. However, in some European countries the
national legal framework of taxation diminishes
the willingness of companies to take part in
such measure (e.g. national laws complicate
the taxation for the enterprises in Sweden).

Institution & Organisation

To implement mobility management measures
successfully it is necessary for the municipality
to organise regular meetings to bring together

all stakeholders and municipal bodies (e.g.
land use planning department, environmental
department) to discuss the individual steps
and to find a global consensus concerning
objectives of the measure. This is helpful to
ensure that integrated mobility plans are con-
sistent with the existing transport strategy of
the city and the responsibilities of the different
stakeholders are clearly assigned. For the suc-
cessful implementation of measures, which are
implemented in parallel to other (infrastructural)
activities, time schedules of the measures may
have to be adjusted.

KEY ELEMENTS TO BE
CONSIDERED

e This type of measure is very success-
ful and cost effective. A mode shift to-
wards sustainable transport means can
be achieved without any infrastructure
investments.

¢ People who had recently moved to a city
are important target persons because it
is easier to influence their mobility be-
haviour than that of persons who have
travelled by car for years

e |t is supportive to employ a full-time
mobility manager or to set up a mobility
centre

e Positive press plays an important role
for mobility management measures be-
cause they are mainly based on good
communication with the public

e Target persons are usually very positive
about the measures and appreciate the
direct and individual contact with the
transport operator or mobility manage-
ment consultants



Who are the

key people o be
involved?

STAKEHOLDERS

The involvement of potential beneficiaries is
the most important part of mobility manage-
ment measures. It is very helpful to organise
interviews and to get in contact with the target
persons directly and individually.

These persons or organisations should be in-

volved as informal advisors or supporters:

® Local and regional businesses (e.g. com-
merce or industrial chambers)

e Public bodies (e.g. schools, universities or
hospitals)

e Employees (commuters)

¢ Residents of the target area

¢ Public transport users, cycling and walking
groups (e.g. organised as non-government
organisations)

Different associations (e.g. for bicycle users or
for handicapped people) and transport experts
can be involved to support the municipality
and give them information on required imple-
mentation activities.

Journalists (“traditional” and electronic me-
dia) are important stakeholders as well. With
the help of good public relations management
the costs for traditional promotion using com-
mercial channels of communication can be re-
duced.

MAIN PROJECT PARTNERS

These types of people are critical to the suc-
cess of mobility management measures:

Decision makers

In most cases the activities have to be initiated
by the local authorities, because the best travel
options often include several modes or trans-
port providers, which are competing operators
and therefore are not interested in offering inte-
grated information to the users.

Other partners

® |ocal and regional administrations

¢ Town planning departments

¢ Institutions responsible for the respective
territory (e.g. regional organisations, local
chamber of commerce, special authorities,
such as for an airport zone)

e Transport operators (bus service, taxi asso-
ciation, car sharing, railway companies, etc.)

Public transport operators or public transport
authorities as well as universities can be involved
to evaluate the results of the mobility manage-
ment measures. Furthermore, road administra-
tions and social cooperatives for disabled serv-
ices can take an active part in the planning and
implementation processes. For technical solu-
tions (IT) and public relations private companies
can be consulted.
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Enumeration of practical examples

from CIVITAS ||

the CIVITAS Il 9 cities implemented measures dealing with mobility management meas-
ures:

Genoa (Italy): Integrated mobility plan for the San Martino Hospital; Integrated mobility strategy for
trade fairs; Mobility service agency

Krakow (Poland): Integrated mobility plan

La Rochelle (France): Business travel plan; Development of integrated transport management
systems; Students travel plan

Malmo (Sweden): Managing mobility needs of private persons and business sector
Norwich (United Kingdom): Individual travel advice; Travel Planning

Odense (Denmark): Creating alternative mobility options for owners of old cars; Mobility manage-
ment services for the harbour; Personal transport choice marketing

Potenza (lItaly): Mobility Management
Preston (United Kingdom): Business travel plans; Personalised travel planning; School travel plans
Toulouse (France): Commuter and school mobility plans; Implementation of the urban mobility

plan in the Blagnac area; Set-up of a mobility agency and customised services; Awareness raising
campaign for changing mobility behaviour

11
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Contact

CIVITAS Secretariat

C/o The Regional Environmental Center
for Central and Eastern Europe (REC)
Ady Endre ut 9-11, 2000 Szentendre
HUNGARY

E-mail: secretariat@civitas.eu
Tel: +36 26 504046, Fax: +36 26 311294
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