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A3 WORKSHOP: European projects 

SEGMENT  - Are we who we think we are? 

 
ECOMM 2012, Frankfurt 

Jennifer Anderson (London), Karolina Marszalkowska (Gdynia),  

Kerstin Langer, Bianca Kaczor (Munich) 

http://app.thco.co.uk/Hounslow/Segment.nsf
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Agenda of the workshop 

1.  Who is who?  - Game 

2.  Short introduction to the project SEGMENT 

3.  Presentation of school campaigns in Munich, Gdynia  

 and London 

4.  Group exercise and short presentation of results 

5.  Discussion 
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What is the SEGMENT-project? 

 SEGMENT is a 3 year IEE STEER funded project which will test the use of 

consumer market segmentation techniques in persuading people to change their 

travel behaviour and adopt more energy efficient forms of transport 

Target groups selected that are going through ‘life change moments’ – more 

susceptible to change travel behaviour 
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Project partners 

P1 (Lead partner) – London Borough of Hounslow 

P2 – Almada 

P3 – Athens 

P4 – Sofia 

P5 – Utrecht 

P6 – Gdynia 

P7 – Munich 

P8 – Aberdeen University 

P9 - EPOMM 
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Objectives 

 Developing a transferable market segmentation model 

 Successful targeted marketing campaigns implemented in partner cities and 

changes in public attitudes and behaviour 

 Build competence & capacity to increase and accelerate the take up and 

transfer of best practice across Europe  
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Segmentation process 

 Our target groups are initially segmented by being in a life change moment: 

e.g. moving house, having a child, changing job, taking a child to the 

primary or secondary school 

 Further segmentation takes place by an attitudinal survey 

 Long questionnaire about mobility behaviour, about attitudes 

towards the different mobility options, environmental and safety 

topics and about socio-demographic data  

 paper-pencil or online-version 

 



SEGmented Marketing for ENergy efficient Transport  
 

 Target Groups of all project partners 

New 

employees 

Start or 

change 

school 

New 

resident 

University 

students 
Other 

Hounslow 

UK 
    Health 

centres 

Almada 

PT 
     

Athens 

GR 
    

Sofia 

BG 
      

Utrecht 

NL 
     

Gdynia 

PL 
    First baby 

day care 

Munich 

DE 
    Foreign 

residents 
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Campaign design: some central questions 

  What is the objective of the campaign? 

  What are the promising segments to target? 

  Who are we talking to? 

  What do we want them to feel/ to do? 

  What do we want to say?  

  What are the core ‘messages’ 

  Why should they believe it? 

  With which media will we work? 

  Shall we provide any services for the target group? 

  Shall we provide any events? 

 

http://app.thco.co.uk/Hounslow/Segment.nsf
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EU-Project SEGMENT - 

Segmented Marketing for Energy Efficient Transport 

 

    NEW CAMPAIGNS IN MUNICH, GDYNIA 

AND IN LONDON BOROUGH OF 

HOUNSLOW 
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MUNICH    
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Segments to target 

 

 

 

Active Car owners (Aktive Autobesitzer) 35% 

Image-conscious Intenders 

(Image-bewusste Beabsichtiger) 17% 

Practical Peddlers  

(Pragmatische Radler) 11% 

Dissatisfied Drivers 

(Unzufriedene Fahrer) 8% 

Car Contemplators 

(Auto-Anstreber) 7% 
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Segments 

 

Active Car Owners = „Aktive Auto-Besitzer“ (35%) 

“Active”, because they already cycle (highest rate) and walk a lot (above average) in 

general with a growing tendency 

They prefer cycling and walking than using public transport 

Satisfaction with journey to school: above average 

have a high intention to reduce car use in the future 

Cycling is the preferred transport mode to school 

Fun seekers, they see the journey to school as an opportunity for their children to get 

exercise 

Strong belief that children should not be driven to school 

Some concerns about traffic danger for walking and cycling 
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Aims of the campaign 

 

 

 

Many pupils in Munich travel already environmentally friendly to school: 

by public transport, by bike or they walk 

The ownership of bicycles among the children is 100% 

The percentage of pupils who will be brought by car is low: 9% 

 we would like to keep the high level of environmentally friendly school 

journeys 

 we would like to encourage the pupils (and their parents) to travel also 

in their leisure time environmentally friendly 

 we would like to get the pupils used to sustainable transport modes as 

part of a modern life style and not only an environmental necessity 
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Messages for parents… 

 

 

 

 
Let your child travel independently! 

Munich has good cycling lanes! 

Mind a roadworthy bike! 

Trust your child!  

You are doing a good job making the balance between responsibility and 
child’s freedom! 

Simplify you life – let your child be self-organized! 
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Messages for the pupils… 

 

 

 

 
Enjoy your freedom!  

You will belong to a group!  

Take your own decisions!  

Take care of  your bike! 

Safe the world/ the climate   educate your parents! 
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Elements of the campaign “On the bike – get set – go!” 

 

 

 

For the parents 

Parents letter (city-wide information for all parents whose child become 10 

years old) 

Bike kitchen for the pupils at schools 

Film “The cycling capital team” 

Bicycle quiz 

Cycling box 

Practical unit: Safety check of the bikes by the pupils with the help of 
„bicycle experts“ 

Checker pass 

Prizes: “Mulititool”, T-Shirts, bicycle repair kit 

Further training for teachers how to use the cycling box and how to practice 

cycling more at schools (in physical education) 

  Idea of continuous promotion of cycling at schools 
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Parents: Parents letter 

 

 

 

 
Topics 

 Independent 

mobility of the 

children 

 Cycling to school 

 Roadworthy bikes 

 Cycling lanes in 

Munich 

 Tips and addresses 

for further 

information 

 

 450 copies/month 
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Pupils: Film “The Cycling Capital Team” 

 

 

 

 
Topics of the film 

 

 Pimp my bike  

 safety 

 coolness  

 Bicycle repair 

 song 
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Parents and Pupils: Bicycle Quiz 
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Teachers and Pupils: Bike kitchen 

 

 

 

 

Practical part –  

learning by  

doing 
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Pupils: Checker-Pass 
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Pupils: Prizes 

 

 

 

 T-Shirts for the quiz 

Multitool for good parents estimate 

in addition small prizes for  

skill parcours  winners (repair kit) 
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Teachers and Pupils: Cycling Box 

 

 

 

 

 

Will be tested in 3 pilot schools, demonstrated at the bike kitchen with 

a skill course 

Training for teachers is planned for next year 
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Aims of the campaign 

 ->  target group of  12 primary schools (together 1700 pupils) 

 - > main goal is to increase the share of walking in the everyday journey of 

parent and child to school 

 ->  focus on two segments: Image - Conscious Intenders and Dissatisfied 

Drivers 

 ->  key messages:  

„   -  „I am bringing up children in a good way” 

    -  „I am spend quality time with my child”  

    - „ My children are safe in their journey to school”  

    - „ I am doing something for the environment” 

    - „ I am spending more time with my child and at the same time I have more 

time for myself” 

    - „I am having less stress” 
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WALKING BUS 

 -> in chosen 6 primary schools (900 pupils) 

 -> January 2012 - information meetings with both parents and teachers were 

organized 

 - attractive leaflets with information on Walking bus and parents declaration of 

participation 

  - „WALKING BUS” poster 

  - Directors and teachers of  primary schools received posters and leaflets 

  -  Parents were informed about the program during parent-teacher meetings 

 -> March 2012 -  in 5 primary schools second promotion event was organized 

with numerous attractions for children ( f.i.: magic tricks of illusionist, special 

playground) and separate information program for parents 

 -  potential participants of Walking Bus – parents and the children – were invited 

to plan the route of walking bus 
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WALKING BUS 
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WALKING BUS 
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WALKING BUS 
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WALKING BUS 
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WALKING BUS 
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WALKING BUS 

 -  5 episodes od promotion film were also emitted (present also on 

www.facebook.com/PieszyAutobusGdynia) 

   -> September 2012 similar promotion event will be organized to activate 

„Walking Bus” once more 

  It is very relevant as the program is very new for Gdynia and its inhabitants and 

we need to remind primary schools and parents on the program 
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WALKING BUS 
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WALK ONCE A WEEK 

  -> in chosen 6 primary schools 

  -> poster  

    - message: „Nie bądź korek zgaś motorek” with many details and writings 

to encourage to read,  think, remember and act 

  -> gadgets supporting safety of the children walking to school: reflecting key 

rings, reflecting vests 

  -> parents walking their children to school will get some nice presents : 

chocolates, flowers, tea, coffee, biscuits etc. 

 -> short surveys in front of schools to collect the data 
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WALK ONCE A WEEK 
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WALK ONCE A WEEK 
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WALK ONCE A WEEK 
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„THE TREE” 

  

->  poster (B1 size) 

 - Very colourful one  

 - only the tree is grey in result of environmental pollution 

 - children walking to school will help the tree become more „alive” by sticking 

small stickers in green and brown colour 

 - each day when the child walks to school he/she will get the sticker 

- it will encourage to think about CO2 impact on natural environment and what 

we can do to reduce the environmental pollution 

 

    Children taking part in „walking bus” or „walk once a week” campaign 

will get sandwich box with „walking to school” message or reflecting 

key rings, reflecting vests  
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GADGETS 
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GADGETS 
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School Campaign 
  

    Campaign developed for Image Conscious Intenders segment: 
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Image Conscious Intenders 
  

     ->  20% of population 

   -> Motivated by fun, rewards and being sociable 

   -> Like driving, not responsive to environmental 

messages, don’t like cycling 

   -> Like walking because they find it easier than 

the car for short trips 
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Schools 
  

      -> Developed a parent walk to school reward 

based campaign 

    -> Utilised existing website 

www.hounslowtravelactive.org  

   but with new features and associated tailored 

marketing 

   -> Launched October 2011 at 10 schools who 

took part in the SEGMENT survey 
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The campaign 
  

      -> New parent area on Hounslow Travel 

Active website where parents can join their 

school group. 

  -> Function to log their walking trips to and 

from school.  

  ->Reward vouchers sent when parent meets 

a certain trip threshold – ‘walk pro’, ‘walk 

champ’ etc. 

 

 



SEGmented Marketing for ENergy efficient Transport  
 

The website 
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Parent Area 
  

       

 



SEGmented Marketing for ENergy efficient Transport  
 

Campaign 
  

       

 -> 85 parents registered to website and logging 

trips 

 -> Approaching end of school term – prize to 

parent who logs the most walk trips (£100 of 

vouchers)  

 -> School that logs the most trips will receive a 

bank of scooters 
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End of campaign 
  

       

 -> Survey parents to see if campaign has 

influenced their travel habits 

 -> Identify whether parents who did engage were in 

fact Image Conscious Intenders or whether they 

belong to another segment 

 -> Use this insight to develop our travel marketing 

for future academic year 
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    THANK YOU FOR YOUR     
ATTENTION! 

 
 



SEGmented Marketing for ENergy efficient Transport  
 

Campaign design: group exercise 

 Please choose one of the segments of the school parents 

 Make a short brainstorming within your group (30 minutes) about an  

    appropriate campaign design 

 Develop three core messages for your segment! 

Which media will you use? 

What does your campaign look like? 

 Come back to the plenary and one person of your group is asked to  

    present  shortly the ideas 

 

Tools:  

 Description of the segment 

 Some questions for campaign design 

 Time: 35 minutes 

http://app.thco.co.uk/Hounslow/Segment.nsf
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Discussion  

 Do we know our target groups well enough? 

 Shall we focus on the promising segments within a 

campaign – and to ignore the others? 

 Is segmented marketing more effective than general 

marketing? 

 How can we make the segmentation issue transferable 

to other cities – to integrate it in their practical work of 

mobility management?  
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 Thank you for your attention!  

 

London Borough of Hounslow 

Jennifer Anderson 

Jennifer.Anderson@hounslow.gov.uk 

 

City of Gdynia 

Karolina Marszalkowska  

k.marszalkowska@zdiz.gdynia.pl 

 

City of Munich 

Kerstin Langer 

Bianca Kaczor 

kerstin.langer@muenchen.de 

bianca.kaczor@muenchen.de  

 

more information: www.segmentproject.eu  
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