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Background

• MAX-Successful Travel Awareness Campaigns & Mobility 
Management is a project funded by EU FP6

• Four thematic research areas:

– New approaches and Innovative Campaigns in Mobility 
Management

– Development of a new Behaviour Change Model and a 
Prospective Assessment Tool

– Linking Mobility Management to Quality Management

– Integrating Planning and Mobility Management

• Partners: Mobiel 21 (BE), UCLAN (UK), FIT (ITA), FGM-

AMOR (AUT), LyleBailie (IRE), ETT (ES), AUTh (GR), VGTU 
(LIT)
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New approaches and Innovative Campaigns in MM (1/2)

Gain insight in linkages between successful communication 
initiatives for all aspects of campaign design

i. Research on campaign design for Travel Awareness 
campaigns

ii. Research on campaign activities targeted to policy makers 
and stakeholders

iii. Research on the type of the message and the most credible 
message giver

iv.Research on the combination of travel awareness and hard 
measures

v. Research on the combination of travel awareness and 
education
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New approaches and Innovative Campaigns in MM (2/2)

The outcomes of this research area are recommendations 

and guidelines on how to design a targeted campaign to 

achieve a change in TA or mobility behaviour. 

Recommendations will also encompass strategies for 

successful campaign management. A collection of best 
practices will illustrate the recommendations.
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Methodology (1/3)

• Analysis of best case campaigns in León (Spain), Bologna (Italy), in 
Belgium and a campaign from WHO

• Demonstration activities undertaken in Tallinn (Estonia) towards city 
councillors and Rome (Italy) towards the regional public transport 
board in the Lazio region and the transport department at the 
municipality of Rome.

• Interviews with local coordinators for the European Mobility Week 
(EMW); sample of 100 cities

– Sample criteria: regional spread, size of the city and experience in 
organisation of the EMW

– Responses from 35 cities from 23 countries

– Complementary interviews with 8 national coordinators of the EMW

– Analysis made based on the sample criteria and with the cities/countries 
divided into cultural clusters
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Methodology (2/3)

Regional spread distribution (%)
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Methodology (3/3)

• Interviews based on a checklist with key questions:

– Launching and organisation of the event

– Key stakeholders necessary for the organisation

– Motivations for local organisations to participate 

– Strategies and actions used to raise awareness on key 
stakeholders

– Most successful arguments used

– Integration in a general transport framework

– Importance of media

– Barriers encountered and possible solutions
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Analysis-planning stage 

• Organisation is mainly made by the city administration. In some countries 
NGOs are important, e.g. Slovakia and Germany.

• City Mayor and City Councillors are the most important policy makers to 
convince: they take decisions on budget allocation for the transport and 
environmental sector. 

• To reach success it’s important to have a 

convinced and interested organiser that 

promotes continually the topic of the campaign. 

That gives the convincing process a stronger 

basis.

• It seems to be an advantage to have a network 

of participating organisations during the 

event. Most valuable participants are: municipal 

police, schools and local PT company, also 

local NGOs and sports clubs.
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Analysis-convincing process (1/2)

• Type of strategy used depend a lot of the cultural context, the most used 
ones are bottom-up and top-down.

• Personal contacts and direct meetings with decision makers are 
important, although with differences in culture. 

– Scandinavian countries: workshops and discussion forums 

– Anglo-Saxon and German countries: meetings which show results from previous 
editions

• Most used arguments to convince are environmental related and to be 
part of a European action and exchange ideas between cities.

– South-European countries: Get publicity –both locally and nationally

– East-European countries: Be part of a European initiative and exchange ideas

– Scandinavian countries: Environmental aspects

– German countries: Success from previous editions

– Long experience: Publicity play a bigger role

• But, referring to a European initiative is not always 
working, many countries have a scepticism towards 
Europe and prefer to make “their own campaign”.
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Analysis-convincing process (2/2)

• Positive tone is very important for the awareness raising process: 
advantages and benefits in participating in the campaign should be 
highlighted.

• A combination of both rational and emotional arguments should be used. 
Organisers with long experience tend to emphasize more on the emotional 
part than beginners.

• The message should preferable be based on environmental and health 
factors, but there are significant differences in culture:

– Scandinavian and German countries: focus on environmental aspects combined 
with other influences

– East-European countries: health and safety

– Anglo-Saxon and South-European countries: economical aspects related to 
environment

• Depending on the type of message different message givers should be 
used. Important message givers are: 

– Citizens and lobby groups (cities with longer experience)

– Experts on transport and environment (cities with shorter experience)

– Mayors from other (experienced) cities
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Analysis-supportive factors

• It is an advantage to have a general framework which the 
campaign is part of; e.g. a transport plan or Agenda 21. The 
possibility for continuation increases and the framework serves as 
evaluation and follow-up of the campaign.

• The EMW is used to inaugurate new measures, as a start-up of 
new actions and to highlight existing projects.

• Media is not used as a means to convince stakeholders, but more 
as an argument to make them participate.

• Most important barriers are: 

– lack of resources (economical and/or human) 

– negative media (they are an important opinion maker)

– pressure from interest groups (car lobbies, chamber of commerce, etc.)

– change of governance or councillor

ECOMM, San Sebastián, 13-15 of May 2009



slide 13

Recommendations (1/2)

• If a campaign has national and/or regional support it can make it easier 
to convince a policy maker. 

• The convincing process is a never-ending process which has to be 
initiated every time a TA campaign is planned. Even if the key stakeholder 
is “convinced”, this process should be taken in serious.

• Publicity and presence of media represents a 
strong argument to convince stakeholders in 
organising or participating in a campaign. Space 
should be given for them at press conferences and 
workshops during the planning and implementation 
phase of the campaign. 

• Cities with a strong collaboration with local organisations seems to 
be more successful. Forming a network of associations and 
companies, and involving them at events, is an effective measure 
to reach citizens approval for a campaign, which in turn attracts 
stakeholders.
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Recommendations (2/2)

• When approaching a policy maker, one of the most effective 
arguments is to show success factors from earlier campaigns (or 
best case cities if it’s the first time). Depending on local 
characteristics this should be done based on certain tones of 
message.

• The TA campaign should be integrated into a general framework. 
Some advantages are: 
– the campaign theme is supported by the framework-makes the 

convincing process easier 

– the planning can start earlier –advantage when preparing media and 
participating organisations

– both decision makers and citizens can understand in which context the 
campaign is put into practice

• No general recommendations on strategy, actions, types of 
arguments, etc. can be made. It all depends on cultural context,
experience of the city/organiser and other local features.
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Thank you for your attention!

Visit MAX: www.max-succes.eu

cmattsson@ett.es


