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1 ABSTRACT

This paper presents a comprehensive overview afmatihods and practice cases regarding behavioural
change initiatives towards sustainable mobilitgddred by nudging techniques. “Nudges refer to gaeful
changes in the choice architecture that influerempfes' behaviour by making changes in the enviesim
that guide and enable individuals to make choit®®st automatically. This can be done by simplifythe
information provided or by offering default choicesa way that facilitates socially desirable dewis.
Thus, nudges do not try to change one's value mystencrease information provision. Instead thegus
on enabling behaviours and private decisions thatbaneficial for society and usually in the indival's
long-term interests, as well.” Lehner et al. (20F&)ur types of tools are part of nudging: 1) sifigation
and framing of information, 2) changes to the ptgisenvironment, 3) changes to the default pokayd 4)
the use of social norms. The objective of nudgimnigioally is to promote certain behaviour, which is
beneficial for individuals as well as the societylancreases the effectiveness of policy. All thieshniques
are well known, successful and applied in manysaeegh as for super markets selling their prodorcia
politics campaigning for the next elections. Swsipgly, such techniques are less known in the fadld
mobility aiming at leading people towards a moretaimable behaviour. Nevertheless, isolated aigt$vit
were successfully applied already as pilot actions.

Regarding 1): Simplification and framing mean thdbrmation is made more straightforward. It fiteet
information processing capabilities and decisiorkimg processes of the target group because nottbaly
amount or accessibility of provided information teas, but also how the information is presented.
Therefore, it matters how the situation/nudge &spnted or with what words. E.g. people in a rughtry

to reduce complexity regarding the information thesg to make a decision. As examples in the area of
sustainable mobility information about public trpog such as time tables need to be visible andyeas
understandable, e.g. not only at the bus stopsthuiblic places, restaurants, hotels, workinggdaas well,
ideally online screens with departures. Nudginguigh changes in physical environment is well knofen,
example in placement of preferred products in s®lin supermarkets. Good examples are to place
sustainable mobility options with a higher priotisa on a homepage and leaflet, or to put the bys area
closer at a destination as the car park. Defauni{ssat standards, which determine the result ag danthe
addressed person does not take action and insistaking changes, e.g.: “print double sided copy” as
standard instead of “print single pages” at a prinAn example in the area of sustainable mobdéay be

the strategy, if one asks in a tourism office othet hotel reception, how to reach a specific dastn,
he/she get explained how to reach by means of gtralinsport or bicycle and not by car instead oti&
norms are a strong force that influence human hebavHowever, social norms can influence human
behaviour if they are salient and visible for theget group. Examples are announcements such asifin
company already xx km were cycled this month fomowting with the bicycle already, saving xx CO2
emissions at the same time” which are send ouh¢éoemployees in the course of an active mobility
campaign in a company.

Keywords: Intervention, Behaviour change , Sustamobility, Nudging, Tools

2 INTRODUCTION

Within the project SMACKER - funded under the Imégy Central Europe programme - mobility issues
related to peripheral and rural areas, and mainebarare assessed and addressed by providingosslbhat
draw on the best international know-how. SMACKERmotes demand-responsive transport services to
connect local and regional systems to main transgmridors and nodes such as the TEN-T network: so
measures (e.g. behaviour change campaigns) andnieadures (e.g. mobility service pilots) are uged t
identify and promote eco-friendly solutions for paltransport in rural and peripheral areas to eeéiimore
liveable and sustainable environments, better adubty for the population to main corridors anetter
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feeder services. SMACKER also encourages the useewf transport services through motivating and
incentivizing campaigns (Batiajew et al. 2019). Ttieect beneficiaries of the actions are residents,
commuters and tourists. This paper presents a arapsive overview about methods regarding behaaliour
change initiatives based on nudging techniquess okierview will allow to identify suiting methodsrf
supporting the implementation of new mobility offeor promote existing, but underused supplies of
sustainable transport. In the first part of thipgraa definition about nudging is given and thgeagroups

of the methods are described. Different channelsttie communication of the nudging methods are
explained as well as potential points of contadtjclv may act as entry point for the introductioneof
nudging method. In the second part a comprehemsigeview presents all the methods and an overvgew i
given.

3 THE CONCEPT OF NUDGING

3.1 Definition

“Nudges refer to purposeful changes in the choichitecture that influence peoples' behaviour bking
changes in the environment that guide and enadbleiduals to make choices almost automatically sTdan
be done by simplifying the information provided loy offering default choices in a way that facikst
socially desirable decisions. Thus, nudges do nyotot change one's value system or increase infitmma
provision; instead they focus on enabling behawaurd private decisions that are beneficial foretp@nd
usually in the individual's long-term interests,vesll.” Lehner et al. (2016) based on Thaler ands&ein
(2008). According to Lehner et al (2016) these fiypes of tools are part of nudging: 1) simplifioatand
framing of information, 2) changes to the physigavironment, 3) changes to the default policy, 4nthe
use of social norms. Regarding 1): Simplificationd aframing mean that information is made more
straightforward. It fits the information processingpabilities and decision-making processes oftdhget
group because not only the amount or accessillitprovided information matters, but also how the
information is presented (Lehner et al. 2016). €fare, it matters how the situation/nudge is presgior
with what words (Lehner et al. 2016). E. g. pedple rush will try to reduce complexity regardirtgt
information they use to make a decision. Nudgimgubgh changes in physical environment is well known
for example in placement of preferred productshalges. Defaults are set standards, which deterthime
result as long as the addressed person does moattibn and insist in making changes, e. g.: tiouble
sided copy” as standard instead of “print singlggsd. According to Lehner et al. (2016) social neiame “a
strong force that influence human behaviour”. Hogregocial norms can influence human behavioureaft
are salient and visible for the target group (Ghidl and Goldstein 2004). The objective of nudging
originally is to promote certain behaviour, which beneficial for individuals as well as the sociatyd
increases the effectiveness of policy (Thaler amas&in, 2008 in Lehner et al. 2016).

3.2 Target groups

Target groups relevant for nudging towards theaigkexible transport are residents, commuters\dsitiors
(tourists) of a specific region, which may needb® addressed in different ways and through difteren
channels. Residents are very open for interventiorregard to their mobility choice, if changestireir
individual stages of life take place, like startiaga new school or workplace, relocation of thecel of
residence, the household size is extended (e.ilgre were born), the household size was decre@segl
grown up children were leaving the household, diepr medical reasons, which implicate the need to
change mobility patterns. These framework condstioften cause the reflection of usual activity grais
and the need to adapt individual behaviour. Eaeh stage of life offers the possibility to nudgeidesits
towards the use of sustainable mobility. Mobiligtierns of commuters are highly repetitive and tiae a
high potential to provoke sustainable behaviourpdmticular, employees that change their work plaee
open to new mobility options due to changed frantevweonditions. Contrary to this, tourists usualty mbt
have habitual trips at their holiday destinatiohe¥ often have to find their way themselves in & aeea,
thus, they are open for mobility options offeredpecially, if they do not have their car availabtethe
holiday destination). Addressing tourists offerbigh potential to nudge towards sustainable mgbditd
could stimulate them to rethink their mobility atrhe as well.
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3.3 Channels of communication

This chapter includes a description of channelsclwtdan be used as starting point for nudging. These
channels describe ideas how to get in contact twvéharget groups. At first there is an alternativeirectly
contact your target group or indirectly via a thpakty. Direct ways of contact are direct writteformation
paper based or electronic. This includes sendinigpfanmation letter and a registration postcardffother
information to potential participants by post oragmAn alternative, but more costly are directddo-face
information. One can get in touch with potentiaitiggpants directly on local events or by creatargown
event, knocking on the door, at public meeting otc. A third alternative are direct phone contad
getting in touch with potential participants ditgcby phone. But usually, telephone lists are otgdeor
incomplete and there are some legal restrictionsth®re need to be a strategy established to tdhec
phone numbers, either via direct contacts or vid (ménich usually includes the agreement to conthese
persons via telephone).

Indirect ways of contact means to include a truistifird party to convey the nudgings, ideally local
stakeholders, employees in contact with the enedagrget group or any other multiplier or role miodho

is getting into direct contact with the target guolf these persons play a main role in the cammpaitey
need to be prepared and trained for this task.tdbldgt others do too much work, sending an inforamat
letter/ email and/or face-to-face contact from spehsons could be a door opener (by creating adiye
background for the direct contact with the parteifs) and then get in direct contact with the taggeups.
Other indirect channels (but only supporting a materactive campaign) can be the usage of infodsma
which can provide relevant information for the &trgroup in different settings, (preferably loca}io or
TV providing relevant information for the targetogps, so many potential participants can be reached
Ideally the messages are not reduced on advertiggimgles only but embedded in infotainment sawtiof
the programme, e.g. interviews or editorial conitidns.

4 NUDGING INTERVENTIONS FOR SUSTAINABLE MOBILITY

The different types of action and intervention described below. All of these were already carpetlin
different target areas, reference is given in edepter.

4.1 Mobility stand on local or regional event

At regular local events (e.g. farmer’s market) abitity stand provides general explanation of sumsthle
transport modes and in detail the following questiet answered: How to get the information | need}. in

the case of flexible transport offers in the atdaw to get a bus picking me up? How much will tilseng of
(flexible) PT cost for the customer? The informatie provided by trained staff for individual digkand
consultation but also via infofolders and othewoiniation material to take away. Specific informatior
commuters, pupils etc. can be provided. An exanplthe Verkehrsverbund Rhein Sieg, Germany, see
www.vrs.deffileadmin/Dateien/downloadcenter/VRSuUl@N gemeinsam_fuer_die_Region_2014.pdf.

4.2 Self-organized event about sustainable local mohi

Self-organized events about sustainable local ntplslipported by the municipality or the PT/molilit
provider take place. Presentation and discussibastdocal PT provide information and insights. @ary
to measure 3.1, an additional task is to motivatgpfe to visit the event by including an attractiwegram
for this event (e.g. games, demonstrations of Vehigresentations, discussion rounds etc.). Atilmta
needs to be organised: An accessible site withen unicipality, e.g. municipal office. Often the
municipalities or local organisations (social clulbealth care centres, schools, homes for elderty a
similar) can offer relevant infrastructure. Depewdbn the target group, daytime, duration and kihday
need to be arranged, ideally a date which is mauidng a specific group. Trained staff from a niibpi
agency or PT/mobility provider or project partneed to provide adequate presentations, dependirigeon
target group. It is important, how the invitatidiesthe event will be sent out. Often the municiiedi can
assist because they are owning relevant addrésgifisot selective, excluding some groups ofzeitis), but
also can publish the event in their media or at th@mepages. Additionally, local media can be aot&d to
report about the event. Prepare layout and contdritee presentation. When sending out an invitalédter,
participants can be asked for the most importaotamation they want to hear. This can be a valuaipet,

if preparing the presentations. Typical topics égobesented are: Understanding the operation timags of

REAL CORP 2020Proceedings/Tagungsband ISBN 978-3-9504173-8-8 (CD), 978-3-9504173-9-5r(fri E_
15-18 September 2020 - https://www.corp.at Editors: Manfred SCHRENK, Vasily V. POPOVICH, PetEILE, Pietro ELISEI,
Clemens BEYER, Judith RYSER, Christa REICHER, CapghlK



Behaviour Change towards Sustainable Mobility trigddoy Nudging Initiatives

area of operation, tariff information (specific ageheral), how to book or modify a trip (if flexédobystem is
in operation), how the local bike sharing systemkgpthe bicycle infrastructure in the area etcndHaut
material should be provided for the event. Gamilegnents, lotteries, the presentation of vehicles st
rides or other mobility related demonstrations eanompany the event. An example of this actiorhés t
Project Midas, see https://ec.europa.eu/energiligent/ projects/en/projects/midas.

4.3 Presentations at periodic local meetings, establigtent of a local mobility forum

Open periodic discussion rounds/open meetings abgartant local concerns in the municipality (athin

a bigger company) provide a good platform wherdécwmbout sustainable local mobility are attached.
Target groups get addresses by the local munitypalnis could be either a regular meeting semdwere all
topics residents are concerned with, are includegedodic meetings with a focus on mobility withime
municipality (or within a bigger company). A regulmeeting is chosen, which guarantees an “open”
characteristic, so that no citizens are excludedhase events and various issues are discussed! Loc
stakeholders/multipliers should be included in theetings attracting citizens/employees to attena. A
example of this action are the partner regions i SMACKER project, see https://www.interreg-
central.eu/Content.Node/SMACKER.html.

4.4 Empowering pupils to use public transport

Trained staff presents threats of car usage ardidffigs alternatives in schools. Pupils learn howse PT,
biking or even walking including the legal situatidf possible, try out activities are providedcimoperation
with the transport providers. Discussions with jgipbout e. g. daily mobility patterns in a playfdy shall
encourage the process of reflexion. Schools nedzktoontacted to provide time and space for theteve
(directors and teachers, where the activity cod@dnitegrated in the courses). In case, try ouvisiets are
planned, local transport providers need to be cbedtiaas well. If there exists an initiative for tsiisable
behaviour already (e.g. Fridays for Future), regméatives of this initiatives within the school che
integrated in the activities. Trained staff neemlpriovide a presentation, which is well tailored the target
group (preferably children in primary school or yguchildren in high school due to openness for new
mobility options and the need to establish newydaibbility routines). Information material is a nidsve

to bring, to provide information not only for theigils but also for their parents. Gaming elemeioisid
support the usage of public transport (e.g. tradfiake game, where classes are compared with rémard
their sustainable mobility). An example of thisiantis the Staffordshire County Council case stusbe
https://assets.publishing.service.gov.uk/governfupidads/system/uploads/attachment_data/file/575323
Home_to_school_travel _and_transport_guidance.pdf.

4.5 Mobility managers in companies, institutions or otler organisations

Work places or organisations like schools, tolastommodations set up a representative, who isi@co
person to provide help for individual mobility camas but also to provide information about altaxmet to

car usage in general (e. g. through presentationgnaude aspects in newsletters). Preferably, this
representative acts as a role model (uses PT obityele for way to work), but actively contactseth
employees to put sustainable mobility on the agenmihain the company or organisation. Furthermore,
organisations implement a bonus system, which eages the usage of PT and active transport modes.
Work places and organisations need to be contatedempowered to highlight the importance of the
action. Benefits need to be pointed out and thekwibaces and organisations need to be supported by
developing and implementing a strategy for mobilianagement. Information material and options of
concrete actions (job ticket, commuter lottery frstainable mobility) need to be provided for the
representative to forward these actions withindbmmpanies or organisations. An example of thisoads

the Travel Smart Initiative in Singapore http:/je@plus.eu/wp-content/uploads/sites/4/2015/11/
Viajeo_PPT_Travel-Smart-LTA.pdf.

4.6 Guided PT, walking or cycling tour per target group

This event takes the target groups on a tour. ©he ¢an be combined with (small) touristic eveits.
focusing on PT, timetables, tariffs and ticketirrg axplained and tested, as well as safety rules.tdurs
are designed for specific target groups like eldpdople, pupils, parents and commuters so atternsio
drawn to specific needs of the target group, aisgge of PT by wheelchair or walking frame for gide
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people. This event can either be attached to astirgilocal event (e. g. farmers market) or essaleldl on its
own. Either way, trained staff needs to be found imformation for the target group needs to be areg.
Potential points of contact are the following: salsp local municipality, at home, work places, dost
participation at local events, self-organized esgalub associations and radio. If the event ial#ished on
its own, a meeting point needs to be organisedgrget group. Club associations or local munictpand
schools can provide sensible meeting points. Amngia of this action is an initiative in Minster, IGgny,
see www.stadtwerke-muenster.de/privatkunden/bushetikundenservice/bustraining/vorschulkinder.html.

4.7 Personal mobility assistants for elderly people anhajor transport interchanges

This measure involves the provision of a persossiséance service at major public transport intmgles.
The measure will help older citizens to travel ipeledently and increase the attractiveness of PBlttar
people. Project staff should be located at on&orgdublic transport interchange points for certaime slots.
A group of young, trained persons are positionedlyeto help older people at the bus and tram sabps
public transport interchanges. These staff helgrofitople to enter and to exit buses and tramgdbais
previously defined rules and advice. They can glswide information about PT connections and bus an
tram schedules and assist with the use of tickedlimg machines or apps. Assistants are availalgein.the
morning, every day from Monday to Friday. In ordiee properly recognized, they should wear coldurf
jackets or T-shirts with logos (ideally provided the local PT/mobility provider). They should alsave
special ID-cards that are kept visible. The ideaas only to help older people directly, but alsoraise
awareness among others and to encourage traviellassist each other. As a result, it is expediatimore
and more younger people will help older peoplenteeand leave the vehicles, provide informationub
available connections, and help with ticket purehasc. Potential points of contact, which infohm target
group about this service can be: Local municipaktlyhome, doctors, local events, self-organizeshesy
radio, TV, club associations. An example of thiacprovides the AENEAS project, Krakow Polandg se
http://www.eltis.org/resources/videos/krakow-assise-service-older-people-major-public-transport-
interchanges.

4.8 “Car-free day’/EU Mobility week

The EUROPEAN MOBILITYWEEK campaign provides the fget opportunity to present sustainable
mobility alternatives to local residents and to lakpthe challenges that cities and regions arsm@ady
taking part, towns and regions can showcase thefitemf cleaner transport choices and make pregres
towards better mobility in Europe. Local authostiare strongly encouraged to use the week to &gt n
transport measures and get feedback from the puibigcalso an excellent opportunity for localkstholders

to get together and discuss the different aspectaability and air quality, find innovative solutis to
reduce car-use and transport emissions, and test teehnologies and planning measures. (see
http://www.mobilityweek.eu/the-campaign/). Inteexstowns and regions register for the European libobi
week. Every European mobility week uses a spegiatt which is the theme of the week throughoutoper

(e. g. "Safe Walking and Cycling” for 2019). Paipiating towns can either organize activities, which
promote public transport, cycling and walking artien forms of sustainable mobility or can implement
permanent measures during this week. Finally yeiomantly, towns can carry out a “Car free day”,
preferably on “World car-free day”. The chosen \dtids are promoted through all points of contact.
Depending on the chosen activities, different coafi@n partners needs to be contacted. An exanigliso
action is the city of Igoumenitsa (Greece), whishthe winner of the EUROPEAN MOBILITY WEEK
Award 2017 for smaller municipalities, see httpuiw mobilityweek.eu/fileadmin/user_upload/
materials/participation_resources/2018/2018%20EM\B&3t%20Practice%20Guide%20LR.pdf.

4.9 Public transport try-out activities (free PT test ticket etc.)

With this measure, potential public transport uggtsin contact with the public transport systethegi for
the whole trip or in combination with other feedsgistems (incl. flexible transport). With the frag-out
ticket there is no financial risk for the user (. that she/he did not purchase the correct ticket)
Nevertheless, the persons receiving a try out tifikepublic transport should be contacted agaterahe
usage of the try out ticket asking them to repantd(discuss) their experience made. At least arrditket
should be offered to test a trip to a destinatidthivw a pre-defined area. If budgetary resourcesaarilable
or a sponsor can be found, full day or weekly tiskeould increase the attractiveness of the mea3ine
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measure can be accompanied by a social media cgimgaicouraging people, who try out PT the firsieti

to “post” a picture or similar at social media, abtheir experience travelling with public transpdrhis
measure can also be extended to other sustainalesnof transport. An example of this action wasied
out in the city of Salzburg, Austria, where 20.006st tickets were distributed, https://salzburg-
verkehr.at/pa_file/presseinformation-testticket-gewspiel-vom-testfahrer-zum-
gewinner/?download=650983d5b3b7919354a5fb32fe5a1968

4.10 “Trips for Trash” & other local charity activities

Free PT tickets are exchanged for recyclable nasdike plastic bottles and paper (e. g. one tiges 5 kg
plastic waste). The measure can be extended to chiagity activities too, where credits can be edrfor
obtaining a public transport ticket (like assistisgnior citizens, doing voluntary community worlc.gt
Information about PT is given as well at point stleange credits/waste against the public trangjuoiet.
Depending on the format, companies need to be cieatao create an incentive (e. g. waste collection
social institutions etc.) A place for the exchamgeds to be organised, the local municipality catpgbly
help to find a suitable place or take over thi&tés case no trash is returned and instead othealsefforts
are supported, these need to be proven (e. g.otification). In case trash is returned, it is resagy to
provide suitable containers for the trash. ThellaGeste collection company or the municipality gmovide
these. An example of this action is carried outtle is the city of Rome, see Trips of Trash,
https://www.thelocal.it/20190725/you-can-now-trgaastic-bottles-for-metro-tickets-in-
rome?fbclid=IwAR3-H5vWt_OCwAcpSnaiCkHesFAKu9GauOZabuZ85WecllY-E-SVH20-sk or the city
of Almada (Portugal), see Trips for Trash, httpwiwepomm.eu/old_website/
study_sheet.phtml?sprache=ené&study id=2887.

4.11 With PT/bicycle/on foot to work/school competitionwith lottery

A competition with lottery is set up with a compiee character, in which people are acknowledgadiihg
sustainable modes of transport on a specific dagaarcollect “kilometres” or “points/kilometre” walled
by sustainable modes and have the chance to waesprivhich, at best, encourage further travellirigp w
sustainable modes (e. g. high quality rain jacketsbrella etc.). Potential participants (pupils,pogees)
need to be contacted, e. g. via schools or wortgslaA website and/or app is created to give tip@dpnity
that participants can record their travelled kilorag and with this create a basis for the lottBryzes of the
lottery can be contributed by local PT/mobility picer or local municipality. Alternatively, to tredllection
of mileage approach a randomly selected day cdahébeeference day and all registered players wareiin
the drawing of the lottery, who used sustainablel@scof transport that day. Examples of this actianthe
“Austria cycles” initiative in Austria, https://wwwadelt.at/, the LOVE TO RIDE activity,
https://www.lovetoride.net/global?locale=de-DE ~ orhet Travel Smart Initiative, Singapore,
http://viajeoplus.eu/wp-content/uploads/sites/4B101/Viajeo_PPT_Travel-Smart-LTA.pdf.

4.12 Bonus mile programme for PT

Kilometres travelled by PT are collected via smiaote or social media and get rewarded with discoant
local shops or other goodies. Ideally, the bonuk mrogramme is accompanied by a social media
campaign: e. g. a winner is selected each weekhmetist and gets honoured on (social) media. Incypi@

the system works as any other customer loyalty narag e. g. of telephone companies, supermarkets etc
Potential participants (e. g. pupils and employee®d to be contacted through all points of contaat
especially via work places. Participants will régishemselves to start to collect, e. g. by doading an
app or receiving a booklet. An app is created tee ghe opportunity that participants can recordrthe
travelled kilometres with PT and create a basisttier discounts in local shops. As low tech alteveaa
booklet (for stamps) or sticker album can be usétkre conductors or bus drivers (in rural areab Veiss
crowded buses advisable only) confirm the usageléeétronic ticketing system is in use (e. g. ettt
check-in and checkout), this technology may be usedhe recording as well. Interested local shops,
museums, pubs or other potential cooperation eesrtneed to be contacted, for preparing discourlitle
presents ready to offer to the participants or ogo®dies need to be purchased. The handing oveegs
needs to be defined. Selected winners, who enjmgsocial media can be encouraged to post abdoig be
selected on social media. Therefore moderatiomefactivities need to be clarified (host of socedia).
Potential followers and participants need to betaxied. Examples of this action are the Bella Mossa
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campaign, Bologna, ltaly, https://www.bellamosgadit the Better Points campaign, Wroclaw, Poland,
https://www.wroclaw.pl/wroclawskie-wyzwanie-mobiksm

4.13 Gamification for sustainable modes

The use of sustainable modes and the collectidkiloimetres” or “points/kilometres” is implementeuith

a playful approach. In this approach the use ofasumble modes is encouraged by visualizing the'sise
scores allowing the user to reach different leveddiecting “trophies”, geocaching etc. (e. g. camgble to
“Pokemon Go”). Progress bars, which show the amoti@O2 or money saved by using sustainable modes
shall further encourage the behaviour. An app vgtmification needs to be developed. Therefore,
guidelines about the goal of the app and targetipganeed to be clarified. A system, how to recte t
mileage need to be included in this app, possildyngi interfaces with other tools such as electronic
ticketing. Maybe responders in the buses are ne@xegl blue tooth or nfc) to confirm the usagec#ése,
winners are selected, similar to measure 3.12,dsvaeed to be organised and the handing over proeed
need to be specified, preferably accompanied w{goaial) media campaigning. Examples of this actice
Bolzano in South Tirol, Italy https://www.masstramsgg.com/technology/press-release/12270742/onyx-
beacon-gamification-in-public-transportation-pagg¥a-quit-using-own-vehicles-and-participate-in-
ecological-competition-based-on-kilometers-of-bies#t|-measured-by-onyx-beacons or the Viaggia trent
e Rovereto Play&Go, Trentino, lItaly, https://wwwatcommunitylab.it/apps/viaggia-trento-e-rovereto-

playgo/.

4.14 Use of social media to make sustainable modes vigb

Sustainable modes will be visible in social medieotigh its users by putting pictures and storieghen
social media page e.g. of the regional/local putphosport operator, etc. or at the users” pagedekes, e.

g. by using a specific #hashtag. Cooperation vétfianal media (e. g. online magazines or print) ipaya
further option. Participating people can get rewdré&and encouraged to join social media challenges.
Moderation of the activities needs to be clarifiedst of social media). Potential followers andtipgrants
need to be contacted. If foreseen, awards need twdanised for competition, e. g. for the bestupes etc.
Rewards can be based on number of shares or ldeslly, the campaign gets recognition in regianatia

as well. Therefore regional media needs to be ctela Examples of this action are the Youth Alpine
Interrail initiative, see http://yoalin.org/chaliges/, https://www.instagram.com/p/BWRO20OmAMF-/ and
http://yoalin.org/do-the-yoaling/ or the Austriaederal railways OBB, see http://blog.oebb.at/scharans-
macht-mal-gemuetlich/ and https://www.facebook.aomeére OEBB/posts/ fotowettbewerb-wir-rufen-unter-
dem-motto-175-jahre-eisenbahn-alle-hobbyfotogrd8421711927148/.

4.15 *“Thank you” — Incentives for current users of susainable transport modes

Current users of sustainable transport modes receilittle present (like coffee, cake, flowers et. g.

before or after leaving the PT or at the cycle gatehow appreciation for the persons effort taialty use
sustainable transport modes. PT or mobility pragder the local municipality need to be contacted,
request interest in this measure. If these ingtitgtshow interest, they can support the measuprdwding

staff for the distribution of the presents or sgmnsuch items. Points of distribution should be seio
carefully: e. g. PT interchanges, (touristic) desiions or in the PT vehicle or cycle paths itsalftivities

can be done at any day, but typically to selegpecisic day, e. g. a jubilee of the bus line coneer, a
modification or upgrading of a line or the time lgkin the course of events such as the Europednilityio
week or local events, etc. Alternatively the begigrof a typical season, e. g. school start, sesnasart of
the university etc. can be selected as well, iftdnget group is defined as pupils or studentseRample of
this action is the Bike breakfast, Bologna, Italge http://salvaiciclisti.bologna.it/bike-breakfast

4.16 Entertainment event at PT

Stand-up entertainers perform for current PT userthe PT vehicle in an unexpected way (e.g. little
concerts, circus, “pub quiz” etc.), preferably &t meak time like in the evening. Alternatively énested
people can participate at a “surprise ride” with ®here they use PT on a certain day and time anlkes
them to interesting sites. An example of this acties the Verkéiersverbond Luxembourg,
https://www.mobiliteit.lu/de/uber-uns/verkeiersveriol/ or the so called Staukonzert in Salzburg, Aaist
see https://www.fraeuleinflora.at/salzburg/fraenttéora-staukonzert/.
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4.17 Customized information packages on paper about sadted topics

Interested people order customized information pgek on paper in which they are interested, gicget
purchase, usage of flexible transport, receiveviddal time table information online & offline, Pietwork
map or cycling network map. In a first step, thegaive an order form, where they select the reduire
documents. Some of these can be tailor made dedhpath to the next PT stop, an individual tirablé of
their specific trip demand, an orientation maphdit place of residence, a calculation of the ticasts for
their individual travel needs etc. Based on thedfeack (via online form, paper form or telephonetact),
the people only receive the information, whichdkevant to them and do not have the burden of relsieg
this information by themselves. An example of théction is the project SmartMove, see
http://www.smartmove-project.eu/.

4.18 Welcome kit - information packages for new residerst about sustainable mobility

Providing comprehensive information regarding #wege of PT options/sustainable mobility availablé¢hie
region/neighbourhood for new residents. A welconteirko package will be sent individually to new
residents in the area. The main objective is torinfnew residents and take advantage of the change
personal life to foster the use of sustainable titgbilhe target group can be accessed during #meling
over the keys of a new housing development (in ecain with the developers) or with a cooperatgtin
other institutions like cable tv providers, wateroergy providers as they know about new residergsa in
exisiting buildings. An example of this action isrged out in the Portuguese city of Almada, see
https://www:.eltis.org/discover/case-studies/newersts-mobility-welcome-kit-almada-portugal.

4.19 Folder for specific target groups such as commutef®urists/elderly persons/pupils

Creation of a folder, which promotes and informsuwbspecial tickets or other offers for differeatget
groups (tickets for: commuters, tourists, eldeysons, pupils). The folder(s) will be availableaktpoints
of contacts, to reach each target group. An exampthis action is the VOR — Youth ticket folder time
Eastern region of Austria, www.vor.at/fileadmin/COBNT/Downloads/Folder/Infofolder/
Jugendticket_Flyer 2019-20.pdf.

4.20 Sustainable mobility guidebook with comprehensivenformation for sustainable mobility of a
whole region

A comprehensive guidebook including information @bpublic transport, taxi, cycling, walking, velacl
sharing, ride sharing, taxies, micro mobility commity and hiking bus offers etc. is put togetherisTh
measure aims at improving people’s mobility throthgh provision of information and guidance all imeo
Occasionally, by sending in a reply-card, furthd@bimation material can be obtained free of chdmey.
customized PT information). Another option is telude touristic or other practical information abtie
region as well. The guidebook should be additignaiailable at important points, e. g. touristic
destinations, transport nodes, in the buses allrikier, travel agencies, etc. Mobility guidancetba phone

is delivered as well if requested. An example ois taction is the Lungau Téalerbus, Austria, see
http://www.taelerbus.at/.

4.21 Salient implementation of PT information on webpags of destinations

Work places, tourist accommodations, municipaljtiearist destinations etc. offer salient implenagion of

PT information on webpages. “Arrival” with PT issgiayed. The nearest PT station and an interface fo
journey planning regarding national, regional aocal PT is implemented. Where possible, the option
make a booking for PT on the webpage itself (egppage of a tourist accommodation) is provideoffier

an easy booking experience. Links to other locabiiitg options like flexible PT, bike/car-sharingstems,
bike/car rental, etc. are displayed, too. Thisisacthould be found easily at the start page ofvagly pages

of organizations creating transport demand. Pyictfitould be given to sustainable modes in the vesigd
and order of link lists. An expert should be aval#ato support and train the organisations howrtplement
these information at their webpages. An examplthisfaction is the tourist association Tyrol, Aisstisee
https://www.tyrol.com/good-to-know/arrival/by-tratanchor-anker-journey-planner.

E SHAPING URBAN CHANCE REAL CORP 2020: SHAPING URBAN CHANGE

IF'(')WI'TEZ%'H EEWRSY Livable City Regions for the 21 * Century — Aachen, Germany



Roman Klementschitz, Valerie Batiajew, Oliver Roider

4.22 Eco-labelling of organisations supporting sustainale mobility

An eco-label about sustainable mobility for munadifees and tourist accommodations highlights tfierts

of the municipalities and tourist accommodatiorgarding sustainable mobility. Participating orgatiisns
provide the following information on the webpaged amn-site: e. g. booking options for PT, informatio
about PT (time tables etc.) before and during tag ef tourists etc. Other criteria regarding sunsthle
mobility are possible, e.g. offer bicycles for tlgeests or cooperating with a bike renting system.
Participating entities receive their eco-label atedia-effective ceremony. The ceremony also caaleof

a social media campaign forwarded by local munlitipaourist associations etc. It is importantitera to
receive an eco-label can be influenced by the @sgtan itself, e.g. if talking about hotels, ptarmation at
the rooms available, trained staff at the recptioppster with the time table etc. An example &f #ttion is
the Stars for mobility initiative in Tyrol, Austridqttps://www.klimabuendnis.at/tiroler_mobilitagtse.

4.23 Time table and other information as APP for mobiledevices

Provision of a journey planner, time tables, resoms and real-time information and if further
development is wanted, the inclusion of paymenttzoaking etc. via one App for PT and all other sgort
modes (like car-sharing, taxi etc.). An exampletloé action is the Whim APP in Finland, see htips:/
helpcenter.whimapp.com/hc/en-us/articles/115003838¥him-and-the-Mobility-as-a-Service-concept.

4.24 Making public transport and other sustainable mobilty visible on public places and places were
people meet and likely need mobility supply

This measure can be manifold, e. g. basic infoilmnatin public transport such as a network map & phon
number for flexible transport on coasters at batgickets for concerts, museum tickets etc. Théssnre
shall inform potential customers about the offepexially to present an alternative to car usae.idea is,

to be visible at places were people have time ¢eive such information und a big group of people ba
reached. Special flyers or giveaways can be prabiaoel distributed at places where people meetay: st
such as in waiting rooms of doctors or other sos@&lices, administrative offices etc. At theseceta
explanations videos about how PT works are alsopgion. QR-Codes on flyer or at public places dahk |
to explanation videos, flyers etc. An example a§ thction is the coasters as ticket for PT in Hampu
Germany, see https://www.horizont.net/marketingin@bten/eins-noch.-aber-dann-ist-bus-wie-die-hvv-
und-astra-ein-bisschen-bvg-magie-nach-hamburg-kbl€i343.

4.25 Training events for multipliers

Staff with contact to residents, pupils, employeetourists, acts as a “multiplier” and participatdraining
events to be able to provide the necessary knowledgpcoming situations. The following jobs canskeen

as “multiplier”: teacher, hotel receptionists, Pvdrs, staff at tourist destinations etc. Thesesqes are the
contact persons, with which people of the targetigrcan directly communicate and therefore canigeov
highly relevant information about sustainable miopilThis measure can be accompanied by a (social)
media campaign, in which the “multipliers” post abaheir engagement and at its best, also act las ro
models and post this as well. An example of thitoads the mobility manager training in Tyrol, Ats,

see https://lwww.tirol2050.at/de/geschichten-deggehs/mobilitaetscoach/.

4.26 Provision of sustainable mobility related informaton for touristic destinations at public places
or where tourists meet

Information for touristic attractions (like inforian boards or signposts for hiking, cycling etalso
provide information about the next PT station, @fiag times of PT, links to relevant APPS and elmpne
number for booking flexible transport (for cycligtee options for bicycle transport as well). Recanaded
hiking routes and bicycle routes in info folderadat the sites itself) are created in a non-cércwlay so the
usage of a car becomes less attractive. Informatihmut next PT station and time tables need tadédqged
with the information about recommended routes i @ase and were accessible (web, boards, flyers etc
An example of this action is the presentation offedent hiking routes in Styria, Austria, see
https://www.verbundlinie.at/freizeitl/freizeit/wagdolder.
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4.27 Mobility packages for tourists

At origin: The idea is that tourists receive a sy about sustainable mobility at the tourist destbn
before they start their travel and therefore casid#ewhether travelling by car is an appropriateicé or if
sustainable transport modes might offer an acceptabeven a better option. Therefore, touristeireca
package directly after their booking with detailedormation about sustainable mobility at the tilave
destination, including e. g. luggage transportkycservice from PT etc. At destination: An infotioa
package is displayed in each room and/or at theptem desk of the tourist accommodation. In these
mobility packages, tourists can find detailed infation about all local sustainable mobility optioifs
possible, free tickets for PT are provided for tirists, as well (included in the room price). é&ample of
this action is the Lungau Télerbus in Salzburg,tAassee http://www.taelerbus.at/.

5 CONCLUSIONS

The options choosing appropriate measures nudgsiglants, tourists or commuters towards the use of
sustainable mobility are manifold. There is a bagiety of options available. All of them were impiented
already in different places and environments ange lroven succesful applications. Ideally - basedio
complete offer of sustainable modes without anysgapa region - these various activities accomphis/
integrated offer and motivate people to behave snstainable way. Because of the ongoing discushien

to the obvious climate crises, the majority of deapre especially open to these topics and areng/itb use
sustainable modes in principle. In particular,hé tinformation is easily accessible, the targetesqns
would feel a social norm to use sustainable modesta receive positive feedback when using sudtéena
modes, and that will break the ice. Additionally, most of the measures described above can be
implemented within the region on a permanent lethat, effect will be stronger compared to single and
isolated activities, because residents, commutaicuoists would be confronted with sustainable igton

a daily basis.
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