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1 The SWITCH Project  

The SWITCH project uses personalised travel planning approaches to encourage people to replace 
short car trips by trips with active modes like walking and cycling. Based on proven personal travel 
planning approaches implementation cites Antwerp, Gdansk, London, Donostia-San Sebastián and 
Vienna combine local approaches and developed them into their own SWITCH campaign. While the 
campaigns looked different in each of the implementation cities, the common denominator is a 
personalised travel planning approach addressing frequent car users using arguments from public 
health and mobility campaigning, and the use of ICT solutions (information and communication 
technologies). All SWITCH campaigns were applied to people in a period of life change (e.g. moving, 
changing employment status etc.) in order to maximise the output. 
 
The local SWITCH campaign was conducted once the target persons were identified. It aimed on: 

• Raising awareness on the benefits of active travel,  
• Customising information (e.g. information for specific segments of the target groups, like different 

material for seniors, children or parents and personalised ´travelling plans` and the use of 
different ICT solutions), 

• Personalised advice (in the form of personalised mobility consultancy by using arguments from 
public health and mobility campaigning), 

• Imparting knowledge on opportunities of active travel and  
• Encouraging people to walk and cycle more often.  

This personalised travel planning approach was different in each of the implementation cities but 
included at least the following activities (see Fig. 1): 

(1)  Locally adapted survey methods for recruitment and first data collection, 
(2)  Distributing out a service sheet offering information material, 
(3)  Preparing personalised consultancy material for each participant individually based on the 

information collected in (2), 
(4)  Personal delivery of information material chosen from the service sheet in (2), provision of 

personalised travel planning talks and personalised travel plans, 
(5)  Consumption of information material and test of ICT tools, 
(6)  Supplementary measures and events in the local context are conducted. 

 
Evaluation will measure the process and the impact of the campaign. The process evaluation will 
measure the mechanism by which the campaign is conducted, the barriers and drivers encountered in 
the process, and the efficiency of the outcome. The impact of the campaign is evaluated by the direct 
impact of the campaign message on changing the attitudes and behaviour of those individuals and 
organisations that were influences. 
To ensure that results were achieved evaluation of the SWITCH campaign was done using quantitative 
and qualitative methodologies. While the baseline and after-engagement surveys could measure the 
travel behaviour at points of time, quantify the changes in travel behaviour in terms of replacing car trips 
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by walking and cyclin trips, drivers and barriers, a mid-project survey was needed. Vienna conducted 3 
surveys to monitor key behavioural indicators:  

• A baseline prior to the start of the campaign phase. 
• Immediately after the mobility consultancy of each participant finished. 
• 3 - 6 months after the target person participated in the campaign, when the behavioural patterns 

have consolidated to see how much of the change is sustained. 
 

A qualitative study in the form of a focus group discussion was conducted between the mid survey and 
the 1st after engagement survey. Focus group discussions were used to get more information on how 
SWITCH could further improve its interventions. This helped to get insights from the target audience on 
what they think about the SWITCH campaigns.  
The major objective for evaluation was to understand if the SWITCH campaign was effective.  
 
Objectives of Evaluation: 

• to measure changes in mobility behaviour and the impact of the SWITCH campaign on changing 
behaviour (through surveys, service sheet data and focus groups) 

• to evaluate the cost efficiency of the SWITCH campaign and its composite parts (through process 
evaluation and cost effectiveness analysis) 

• to evaluate, from the changes in behaviour measured,  the changes on energy consumption and 
the volume of pollutants emitted 

For further details on evaluation see D.4.2 and D4.3.  
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Figure 1: The SWITCH campaign - Course of action  
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2 City of Vienna  

2.1 General context of the City of Vienna  

Thanks to its rich cultural heritage, its high liveability, vibrant streets and public spaces, Vienna is a great 
city for walking and cycling. 

Vienna is the capital of the Republic of Austria and also one of the nine states of Austria. The city covers 
an area of about 41,487 ha of land with the highest point of only 543 m of altitude, which makes it a 
relatively flat plain. The city is covered with 45.5% of green areas, around 36% of building areas and 
14.3% of traffic areas. Vienna is located in north-eastern Austria, at the eastern most extension of the 
Alps in the Vienna Basin. The earliest settlement, at the location of today's inner city, was south of the 
meandering Danube, while the city now spans both sides of the river. The middle summer temperatures 
are at a maximum of about 33 degrees and during the winter at a minimum of 10 degrees below zero. 
The medium precipitation rates during the summer months lie between 40-60 mm and during the winter 
months between 20-40 mm (Magistrat der Stadt Wien MA23, 2015). 

Vienna is by far Austria's biggest city with a population of about 1.8 million.  It is the 10th largest city by 
population in the European Union. 48% of them are men and 52% are women. About 18% of them are 
children between the age of 1-15 and about 63% of them are aged between 20-64 years. About 17% of 
them are older than 65 and 7% older than 75 years (Statistik Austria, 2014). The city is expected to 
grow, resulting in a population of more than 2 million by 2030 (Statistik Austria, 2013). The city of Vienna 
is home to around 661,142 people with a migrant background (37% of the total population). There are 
around 227,000 pupils in Vienna and about 190,000 students. The unemployment rate currently stands 
at approximately 11.6%.  

The public transport system transported 931.2 Mio. passengers in 2014. The number of cars covers 
about 845,000, which represents a car density of 380 cars per 1,000 inhabitants. Compared to 2011 this 
is a reduction of about 2.5% (Magistrat der Stadt Wien MA23, 2015). 

According to the statistical office of Austria the death rate of people suffering from cardiovascular 
diseases in the year 2014 was slightly lower when compared to 2013 (decrease of approximately 3%). 
The number of people in the age group of 50 to 80 years and older, suffering from those diseases 
increased by 11% in the last 6 years. The number of people between the ages of 10 and 25 suffering 
from cardiovascular diseases increased noticeably in the last couple of years with only a slight decrease 
in 2013 (Statistik Austria, 2015). Therefore the city of Vienna decided to take action. 

2013 was declared the year of the bicycle. Events, promotions and road safety education have been 
organised together with the Mobility Agency Vienna (a partner in the SWITCH project). The city hosted 
the world´s largest cycling conference Velo-city, in 2013. Vienna proclaimed the `Year of Walking´ in 
2015 and also hosted the Walk 21 conference in 2015. Vienna is also a case study in the PASTA project 
(Physical activity through Sustainable Transport Approaches) with various activities in analysing active 
mobility patterns including the measurement of health effects.  
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Table 2-1: Health Indicators 

Category Indicator  Unit Description 
Reference 
year if not 
2012 

Comments  Vienna 

Health Cardiovascular 
diseases  

[Cases per 
100,000 
inhabitants] (if 
it is possible 
by age/sex)  

In these 
indicators 
include a 
variety of 
diseases 
related (with 
strong level of 
evidence) with 
physical activity 
or air pollution 
(PM2.5). These 
indicators 
represents the 
prevalence of 
the diseases in 
terms of cases 
per inhabitants 

  

Number of deaths by 
cardiovascular diseases 
(women and men); Source: 
STATISTIK AUSTRIA (2014): 
Todesursachenstatistik Herz-
Kreislauf-Erkrankungen. 

7.219 

  Obesity 

[Cases per 
100,000 
inhabitants] (if 
it is possible 
by age/sex)  

2006/2007 

BMI is after WHO-Definition 
1998, the numbers include 
women and men; Source 
STATISTIK AUSTRIA(2008): 
Body-Mass-Index (BMI) 
2006/07 

Overweight 
(BMI 25,0<30): 
486.922 
Adiposity (BMI 
>30): 185.967,6 

  Pulmonary 
diseases 

[Cases per 
100,000 
inhabitants] (if 
it is possible 
by age/sex)  

Lung Cancer 
2009/2011 
Allergic 
Asthma: 
2006/2007 
other types of 
asthma 
2006/2007 

STATISTIK AUSTRIA (2014): 
Luftröhre, Bronchien und 
Lunge (C33-C34) - 
Krebsinzidenz nach 
Bundesländern, 
Jahresdurchschnitt 
(2009/2011) 
STATISTIK AUSTRIA (2008): 
Chronische Krankheiten und 
Gesundheitsprobleme 2006/07 

Lung Cancer 
per 100.000 
persons: f: 
408,7 m: 599,3 
Allergic Asthma 
(women and 
men) number of 
cases: 75238,8 
other types of 
asthma (women 
and men), 
number of 
cases: 34070,4:  

  Diabetes mellitus 

[Cases per 
100,000 
inhabitants] (if 
it is possible 
by age/sex)  

2011 

The number is the absolute 
number (not per 100000 
inhabitants) and counts 
women and men together; 
source: STATISTIK 
AUSTRIA(2008): Chronische 
Krankheiten und 
Gesundheitsprobleme 2006/07 

2.900 [three-
quarter of them 
were older than 
74] 

  Breast cancer 

[Cases per 
100,000 
inhabitants] (if 
it is possible 
by age/sex)  

  

STATISTK AUSTRIA (2014): 
Brust (C50) - Krebsinzidenz 
nach Bundesländern, 
Jahresdurchschnitt 
(2009/2011) 

women: 959,3; 
men: 10,0 

  Colon cancer 

[Cases per 
100,000 
inhabitants] (if 
it is possible 
by age/sex)  

2009/2011 

year :2009/2011 
STATISTK AUSTRIA (2014): 
Dickdarm und Enddarm (C18-
C21) - Krebsinzidenz nach 
Bundesländern, 
Jahresdurchschnitt 
(2009/2011) 

women: 409,3; 
men: 433,7 
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Population Birth rate  

 [number of 
births/1000 or 
100,000 
inhabitants] 

These 
indicators 
include a 
variety of data 
based on 
description of 
life expectancy 
and 
reproductive 
health. 

  

Calculated: (Numbers of 
birth/population)*1000 
Number of birth 18265; source 
STATISTIK AUSTRIA 

10,5 

  Fecundity rate 

 [number of 
births/1000 or 
100,000 
women] 

  

Here it is the number of birth 
per woman 
Source: STATISTIK 
AUSTRIA:Demographische 
Indikatoren-erweiterte 
Zeitreihen ab 1961 für Wien. 

1,4 

  Mortality rate 

 [number of 
births/1000 or 
100,000 
inhabitants] 

  
STATISTIK AUSTRIA: 
Demographische Indikatoren 
2012-Übersicht 

9,50 

  

Life table (per 1 
year or each 5 
years old) (if it is 
possible by sex) 

    

The life table of 2012 can be 
provided; Source STATISTIK 
AUSTRIA (2014): Jährliche 
Sterbetafeln 1970 bis 2013 für 
Wien 
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2.2 Mobility- and traffic- related context of the City of Vienna  

The number of people in Vienna is increasing. Contrary to the increasing population rate lays the 
decreasing car rate. The number of cars in the year 2014 decreased to only 380.7 cars per 1,000 
inhabitants. When compared to 2012 this is a decrease of 3.2% (Statistik Austria, 2015b).  According to 
the latest prognosis of the city council of Vienna from 2012 at a car rate of 400 cars per 1,000 inhabitants 
between the years of 2012 and 2030, the city will have to deal with an additional amount of 96,000 cars. 
This also corresponds with the enormous housing development situation (between 2012 and 2030 the 
predictions calculate an increase of about 160,000 apartments) (Magistrat der Stadt Wien MA18, 2013b). 
This is and will be a major challenge for both urban development and the transport system. A promising 
strategy to accommodate the expected increased mobility in an environmentally friendly way is to 
encourage new citizens (target group for the campaign in Vienna) to walk and cycle rather than develop 
car based mobility habits. In addition, the public transport system in Vienna is reaching capacity (the 
major subway and tramway lines already run every three to five minutes during the day).  

 

 

Figure 2: Modal split (%) in Vienna after means of transportation (public transportation, cars and motorcycles, bike, 
walking) in 2014 (Omnitrend, 2014) 

The modal split in percentages of all journeys made by different modes of transport, including walking 
and cycling for all age groups are as follows: car drivers 27%, public transport 39%, cycling 6%, walking 
27% (Wiener Stadtwerke, 2015; Magistrat der Stadt Wien MA18, 2014). For men the choice between 
using the public transport and the car or motorcycle lies more or less at the same level for each mode. 
While women prefer the public transport rather than their car or their motorcycle (see Figure 2). In 
addition to that, women like to walk more than man do. About 10% of all trips of men are made by 
cycling, while only about 5% of women´s ways are made cycling. The figure also shows that there are 
some huge differences between the age groups and their choice of transport mode. More than half of 
the trips from people in the age group between 15 and 29 are made by public transport, while only 
about 17% of them are made by car or motorcycle. This age group also shows the smallest amount of 
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walking. On the other side there is the age group of 75 year olds and more, who show the biggest 
willingness to walk. On the other hand the age group of 75 and more year old cycle only on about 2% of 
their ways. The distribution of car as the mode of transport continuously increases from the age of 30 
until the age of 74 and decreases then to only about 20% at the age of 75 or more (Magistrat der Stadt 
Wien MA18, 2014).  

 

 

 

 

Figure 3: Modal Split (%) in Vienna (Mobility agency Vienna, 2015) 

 

The modal split distribution data of the Mobility Agency Vienna presents very similar numbers with only a 
slight difference of 1% in walking and cycling (Public transport 39%, Car 27%, Walking 26%, Cycling 7%, 
Motorcycle 1% (Mobility Agency Vienna, 2015). The mean car trip length of Vienna in domestic travel is 
7.6 km (Magistrat der Stadt Wien MA18, 2013b) and the mean car utilization ratio per day in 2014 lay at 
1.21 trips with a mean travel length of 32 minutes (Omnitrend, 2015). Although the modal share of car 
use is comparatively low, the major roads are often congested. If walking and cycling can relieve public 
transport during peak hours, its attractiveness for car commuters may increase. In addition, short 
distance car trips can be switched directly to active mobility. According to data from Omnitrend 28% of 
the path lengths over 8 km are made by car, but also path lengths between 1 and 2 km are covered by 
car in 14.5% of the cases (Omnitrend, 2015). The city´s strategy to support that progress has included 
expanding infrastructure and founding the Mobility Agency Vienna (a partner in the SWITCH project) in 
2012.  

According to a survey from the Mobility Agency Vienna in 2013 where 600 pedestrians where asked 
what motivates them to walk in the city of Vienna, 76% named walking in a nice surrounding and 72% 
that walking is uncomplicated as major influences and pull factors for walking. About 70% named the 
general mobility and 58% named the environmental impact as a major motivational boost. They were 
also asked what keeps them from walking or which barriers they see in their surrounding that makes 
walking not very appealing. 46% of them mentioned that the car traffic together with speed, noise and 
the violation of traffic rules are the major barriers. Traffic lights, dog excrements, infrastructure (such as 
narrow pathways) and cyclers were also mentioned as rather negative factors. Another important 
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number when discussing the conflictual situation of car drivers and pedestrians is: in 70% of all accidents 
with pedestrians at least one car was involved (Mobility Agency Vienna, 2015).  

The cycling community is growing in Vienna. The aim is to increase cycling to a level of 10% until the 
end of 2015. Currently Vienna offers 1,270 km of cycle lanes which is compared to 2013 an increase of 
2% and an increase of 10% compared to 2010. At a similar rate also the wheel bases increased. While 
in 2010 there were only about 27,300 wheel bases, in 2014 there were already about 37,000 installed in 
Vienna. In Vienna the development of cyclists using one-way streets in opposite direction is growing as 
well. In 2010 there were only 208,790 m of one-way streets allowed for cyclists. In 2014 this number 
increased by 14% (Magistrat der Stadt Wien MA46, 2014).  

 

2.3 Policy aims at the local level  

The SWITCH project provides the ideal opportunity to exchange experience with other experts in mobility 
campaigning and to start up large scale promotion activities that can be continued after SWITCH is 
finished.  
The Velo-City conference in 2013 continues to have an effect in Vienna. The “Radlobby” (Cycle lobby) 
together with the City council of Vienna offers a variety of activities such as courses for migrants or 
solutions for wheel bases. According to the Copenhagenize - Index Vienna recently entered the list of 
the 20 most cycle friendly cities worldwide to the 16th place. The cycle marketing in Vienna is described 
as follows by the Copenhagenize Index: “the city is one of the best on the planet to market urban cycling 
for the mainstream and to host events that appeal to regular citizens as opposed to sub-cultures” 
(Mobility Agency Vienna, 2015b). 
 
  

3 The local SWITCH Campaign of Vienna  

Given the multitude of behaviours, services and products covered under this programme, SWITCH and 
its partners use the inception period to develop innovative solutions for overcoming demand-side barriers 
based on evidence generated in other previous mobility studies. The team developed an overarching 
communications and media plan that mapped out all activities and campaigns done.  

Essential in the Viennese campaign was the biographical change within the last few months (change of 
residence or medical advice). As Vienna has a very low car availability of 386 cars per 1,000 inhabitants 
and very good public transport infrastructure one very important challenge of the recruitment process 
was to identify and reach people using the car more or less on a regular basis for their daily trips. This 
was necessary to reach a significant reduction of cars use by the end of the campaign. The objective of 
the campaign was to make at least 750 people of these two target groups to replace short car trips by 
active modes and therefore reduce car travel and GHG emissions.  

The announcement of the campaign was made possible through sending announcement letters by mail 
or email, the distribution of free answer postcards and the release of articles in different magazines and 
social media. As the response rate of free answer postcards was not as high as expected a more active 

http://www.switchtravel.eu/


 

 D3.2_SWITCH_IEE_13_561_SI2_674853_Vienna_rev1 
www.switchtravel.eu 
 

Page 14 of 40 

approach in form of face-to-face interviews during the contact phase was established. For this approach 
the interviewers were sent to different events, street fests, fairs and new housing projects to recruit 
people for the baseline survey. The different information material provided in the Viennese SWITCH 
campaign came from different organizations (e.g. Mobility Agency Vienna, Austrian Ministry of 
Transport). The focus of the selected information material was based on mobility, public health, walking 
and cycling benefits on health, information for specific segments of target groups (e.g. seniors or 
parents), different apps, a bike repair workshop and personal consultation.  

Different incentives were used to encourage people to participate during the SWITCH campaign. 
Examples of incentives were a raffle with different prizes (bike, premium trolley, step counters, 
umbrellas), different incentives provided on the Service Sheet (multifunctional scarf, bike saddle cover, 
shoelaces with instructions, snap band) and smaller giveaways on events. All people who participated 
got their requested information and incentives by personal delivery using active modes such as a freight 
bicycle or in case of logically inefficiency by mail. Personal consultancy talks through the Mobility Agency 
Vienna were offered and bike repair workshops on several dates (during the summer and early autumn 
months July/August/September/October).  Supplementary motivational measures using different 
applications were provided like the moves application, covered with a Switch frontend (counting steps 
and calculate calorie consumption), ´AnachB`app (to find the optimal way with different modes), ´Wien 
zu Fuß` app (counting steps, go on treasure hunt through Vienna) and bike test rides and walking tours 
(Mobility Agency Vienna).  

3.1 Targets of the Vienna’s campaign  

The specific objective of the Viennese SWITCH campaign specifies a number of at least 2,500 people to 
be conducted and from these at least 1,500 people should participate during the campaign. Due to the 
requested and provided information material, the local SWITCH campaign should successfully change 
the behaviour of 750 citizens and increase their knowledge on active mobility. In addition, participants 
will be encouraged to switch about ten per cent of their car based trips to active modes with a 
corresponding decrease of GHG emissions. To achieve these goals, at least 5 local press releases 
should raise the awareness of the local SWITCH campaign, 10 persons per city should be well trained, 
at least 6,000 general and 800 personalised information material about active mobility should be 
delivered to people and one supplementing, target-group oriented measure should be prepared and 
conducted.  

3.2 Target groups  

The target group for Vienna are people who make short car journeys that can be realistically replaced by 
walking or cycling trips. This target population should be people who use their car but are willing and 
able to change this behaviour. These people will be more responsive to the SWITCH campaign than 
addicted car drivers. In the beginning it was planned to only focus on people who have recently moved 
houses and those who received medical advice to increase their physical activities. Despite strong 
efforts, these two target groups appeared to be hard to reach groups, as no personalised contact data 
could be provided due to data protection reasons. To be able to reach a sufficient number of participants, 
a combination of different contact and communication channels was necessary. These approaches of 
contacting people led to the problem that there were a certain number of people that were very 
interested in the campaign and especially in the health benefits. Due to ethical reasons it was hard to 
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reject these people from the campaign because they did not encounter one of the two live change 
moments mentioned above. Thus, the original target group of Vienna was expanded by the group of 
people who experienced another life change moment in the last 12 months (e.g. child birth, purchase of 
a car or bike, marriage and divorce, change of workplace, death of household members).  

Therefore, the Viennese SWITCH Team is/was working with people, who 

• have access to a car and have recently moved houses, 
• received medical advice to increase their physical activities (this means people who recently 

received this medical advice after being diagnosed with diabetes, obesity or similar diseases) or 
• had another life change moment as stated during the contact phase. 

 

3.3 Timeline  

The preparation and involvement of partners already started in autumn 2014. To announce the 
campaign properly articles in medical magazines, on different homepages and Facebook pages were 
released. The first contact to people who moved houses was via real estate developers or specific 
events. Later on we purchased contact data of people living in suburban areas or distributed 
announcement letters and registration postcards at new housing projects by mailbox through and sent 
an email version of the announcement letter to new students. In order to be able to reach people with the 
medical advice to increase their physical activities we distributed announcement letters and postcard 
sized flyers with different channels for registration at different doctors` surgeries, sport centres and 
during specific events.  The implementation of the baseline survey started immediately after we received 
the first contact data. Due to the very low return of distributed registration postcards, our interviewers 
started to make direct face-to-face interviews at specific events and new housing projects. As the 
baseline survey took longer than originally expected, we started in parallel the 2nd and 3rd after 
engagement survey with those participants who already finalized the baseline survey in an earlier stage.  
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Figure 4: Gantt chart of local campaign 
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3.4 Preparation and Communication 

3.4.1 Partners involved  

One organization that was involved in the Viennese campaign from the very beginning was the Mobility 
Agency Vienna (Mobilitätsagentur) – a project partner in this campaign. The Mobility Agency coordinates 
citizen complaints as well as their suggestions for improvements to encourage more people to travel by 
foot or bike.  The Agency also provides a vital bridge between citizens and the public administration, 
acting creatively and innovatively in cooperation with the City of Vienna’s relevant municipal 
departments. The Mobility Agency participated in the SWITCH project by providing the majority of the 
materials for the information packages as well as the incentives. In addition, they were involved by 
organizing the PTP talks and the bike repair workshops. They played an active role in communicating 
with partners from other implementation cities and they were also the link to the city council and to the 
web presence of SWITCH in Vienna.  

Another local partner was the Vienna Regional Health Insurance Fund (Wiener Gebietskrankenkasse 
WGKK) that was involved in the campaign at a later point in time. They offered to provide contact data 
from people recruited through their “Smokers-Hotline”. There people were asked if they would be 
interested to participate in SWITCH and if they were the contact data were forwarded to BOKU.  

As already mentioned above doctors, hospitals and health centres were crucial for targeting people with 
the medical advice to increase their physical activity. Real estate developers and the Viennese Housing 
Service (Wohnservice Wien) were important to get in contact with people who have recently moved 
houses. They distributed postcards or talked to their clients about SWITCH.   

3.4.2 Local dissemination activities  

The traditional press/media approach for both target groups was used, including the use of social media. 
This included e.g. a press release by the Mobility Agency Vienna, different newsletter articles (e.g. in the 
Ökosoziales Studierendenforum) and announcements on different Facebook pages and webpages (e.g. 
local neighbourhood network “Frag nebenan” or neighbourhood associations (Gebietsbetreuungen)). 
Further articles were published in the monthly magazine “doctor in wien” in January 2015, on the website 
of the Austrian Adipositas association (www.adipositas-austria.org) in April 2015 and in the journal of the 
Austrian Diabetes Association (ADA) in May 2015.  

3.4.3 Communication channels to target persons  

Contacting of people who have recently moved houses was achieved through real estate developers, 
neighbourhood associations, new residents through specific events (e.g. Smart Citizens Lab at Seestadt 
Aspern), face-to-face interviews at new housing projects, purchased contact data from Austrian post AG 
and contact data of new students by BOKU. The lack of suitable address data made the recruitment 
process vague and requested an extensive amount of flexibility and different approaches to reach a 
sufficient amount of target people. Many real estate developers did not reply to the requests or were not 
willing to offer support (e.g. due to data protection reasons). In addition, the contact data from the 
Austrian post AG had a very poor quality. However, subcontractors were distributing announcement 
letters and postcard-sized flyers directly to new housing projects by mailbox throw. While convincing 
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people by phone was sometimes a rather challenging task, direct face-to-face interviews at people 
doorsteps or at specific events were much more effective. With this very personal approach it was much 
easier for interviewers to convince people to participate by highlighting the positive impacts of SWITCH 
and by explaining the idea of the project in an unconventional environment.  
Due to privacy reasons, direct contact data of people who received the medical advice to increase their 
physical activity were not available. Therefore, partnerships with different doctors were established and 
leaflets and postcard-sized flyers were disseminated at doctor´s offices, hospitals, fitness centres and 
health centres. Furthermore the Viennese Health Insurance Fund (Wiener Gebietskrankenkasse), the 
Viennese Health Promotion Organization (Wiener Gesundheitsförderung) and the Viennese Medical 
Chamber (Ärztekammer für Wien) were identified as partners. In addition, self-support groups for people 
suffering from obesity and diabetes and groups of elderly people were contacted and visited.  
One of the most creative ideas in approaching this target group was probably the visit at some of the 
weekly get-togethers of elderly people on various spots in the city. There the interviewers talked to men 
and women (who were about to do Nordic Walking) to take part in SWITCH, handing them the postcard-
sized flyers, before they went off doing sports. Further, registration postcards were also distributed at 
specific events (e.g. Viennese Diabetes Day in March 2015 or the Experience Exhibition for active 
elderly in April 2015). In total, more than 20,600 postcard sized flyers were distributed at 37 doctor´s 
offices, hospitals or health centres, at more than 40 different events, at 10 sport centres, during 6 hiking 
or Nordic walking tours and at 12 different lidos or parking sites. In addition, more than 60 new housing 
projects received information material on SWITCH by mailbox through and face-to-face interviews were 
conducted at two new areas of the city (Seestadt Aspern and Sonnwendviertel).  
As from the beginning a sufficient amount of contact data was not available, it was necessary that the 
target persons actively gave their contact details (telephone number and/or email addresses). Therefore 
we tried to make it very easy for people to participate in SWITCH. The distributed leaflets and postcard-
sized flyers offered different ways of registration (email, text message, calling of a hotline number, return 
of postcard free of charge and online registration on our website or QR-Code).   
 

3.4.4 Information material and incentives  

The choice of information material builds up on Mobiliy Agency Vienna´s existing walking and cycling 
campaigns „Wien zu Fuß“(Vienna by Foot) and „Fahrrad Wien“(Bike Vienna) and their information 
materials and incentives. More information material was provided from the Austrian Ministry of Transport, 
Citybike Vienna, Radlobby and other governmental and non-governmental organizations. Special focus 
when collecting materials was on integrated information on mobility and public health, on information for 
specific segments of the target groups (e.g. seniors or parents), and on the walking and cycling benefits 
of health and wellbeing. Generally, 700 pieces of each general brochures and 500 pieces of more 
specialized brochures (e.g. for seniors) were delivered.  

Additionally, the Mobility Agency Vienna developed an app for counting daily steps for its “Year of 
Walking” campaign that is also offered in the SWITCH campaign. Moreover, the “AnachB” app and a 
SWITCH app (based on the Moves app) were included in the offer.  

From the so called Service Sheet participants were able to order the different provided information 
material (see Figure 5). In addition, participants were also able to choose one of several bike repair 
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workshops (Fahrrad.Selbsthilfe.Werkstatt at the WUK) or a PTP consultancy on mobility and health, 
different routing apps, information about biking in Vienna and the use of different maps of Vienna. 
Further, if people requested information on their specific daily travel routes, we provided a so called 
Personal Travel Plan with tailor-made information (e.g. distance, duration, CO2 production and calorie 
consumption for different modes).  

  

 

Figure 5: Provided Service Sheet with different information material 
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Table 3-1: List of information material on service sheet 

Name national language Name in English 

Navigieren mit der App AnachB Navigating with the "AnachB" app 

Bewegung im Alltag wirkt Daily physical activity works (brochure) 

Wiener Fußwegekarte Vienna Walking Map 

SWITCH app (basierend auf der Moves app) SWITCH app (based on the Moves app) 

Wanderbares Wien Hiking in Vienna (brochure with maps) 

Navigieren mit der Wien zu Fuß App Navigating with the "Wien zu Fuß" app 

Geh-sundheit Walking and health (brochure) 

Zu Fuß im höheren Alter Walking at an advanced age (brochure) 

Wiener Radkarte Vienna Cycling Map 

Radfahr-Fibel Cycling Handbook  

Citybike Vienna  Citybike Wien (brochure of the Viennese bike 
share system) 

Präventationsstrategien zum Fahrraddiebstahl Prevention strategies against bike theft (brochure) 

Kleine Radprofis Children cycling (brochure) 

Kind am Rad Transporting kids on bikes (brochure) 

Radfahren im besten Alter   Cycling at an advanced age (brochure) 

 

Table 3-2: List of information incentives on service sheet 

Name national language Name in English 

Multifunktionstuch Multifunctional scarf 

Sattelschoner Bike saddle cover 
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Schuhbänder mit Schnüranleitung Shoelaces with instruction 

Snapband Snapband 

 

3.4.5 Campaign and survey infrastructure and staff 

The storage and packing of information material and incentives as well as the setting of the call centre 
were placed in the library of the Institute for Transport Studies (BOKU). BOKU and its staff translated the 
survey provided by WP 4 task 3 into German and prepared the online-survey and the data base for 
participant management. All questionnaires based on an online-questionnaire which was computed by 
BOKU staff. The online-questionnaire worked with the online-registration and as web-questionnaire but 
also as questionnaire where the interviewers entered data during the telephone interviews. In addition, 
the online questionnaire could also be printed and used during face-to-face interviews in form of a paper-
and-pencil questionnaire. For the purpose of data management, all data ended up in one common 
database and was updated on a regular basis. 

BOKU employed additional staff for recruiting participants, for conducting the interviews, for preparing 
and delivering information bundles and for doing the PTP talks. In total more than 20 people, to different 
extents and varying tasks, supported the SWITCH campaign in Vienna. BOKU provided training and a 
comprehensive guideline for the interviewers. This was important to get every interviewer on board so 
that he / she understood the SWITCH message.  

3.4.6 Challenges  

As initial planned approaches (like buying contact data from the Austrian Post AG) were not as 
successful as expected or even not possible (like contact data provided by the census department), 
alternative approaches (like face-to-face interviews at specific events or new housing projects) should 
have been considered during the preparation phase of the campaign. Thus, the recruitment phase would 
have been less time and cost consuming.  

3.4.7 Success Factors  

Very important was the strategic cooperation with the local project partner Mobility Agency Vienna and 
their provision of information materials and incentives. In addition, their already existing networks were of 
great value. Further, the combination of practical expertise gained from prior projects was very helpful in 
the Viennese SWITCH campaign.  
 

3.5 Recruitment and Contacting People  

After establishing cooperation with other strategic partners such as the Vienna housing service 
organization, neighbourhood association, doctors and medical centres also cooperation with the 
Viennese Health insurance was found to get in touch with people who received medical advice. Besides 
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that also the cooperation with all the partners on the consortium on the implementation of campaign with 
regular feedback loops were established.  
 

3.5.1 Contact data 

As already explained above no address data could be provided by the census department. The Austrian 
Post office AG provided address data of 5,000 persons. 3,000 of them received a cover letter and were 
then contacted from our interviewers. Also the new housing projects and the real estate developers were 
not able to supply contact data due to privacy issues. Some real estate developers were kind enough to 
put the post-card sized flyers in the inboxes but this method was not implemented by all of them. Also 
doctors and hospitals were not able to provide contact data of their patients due to confidentiality 
reasons.  
The only contact data available was the data that has been carefully researched by our staff.  This 
process took a lot of staff time, flexibility and creativity. 
 

3.5.2 Contacting people 

 The different housing projects and real estate developers as well as different doctors and hospitals were 
contacted individually by our staff. These partners distributed information material on the SWITCH 
project to new residents or patients. Mainly hospitals or practices with diabetes or obesity ambulances 
were targeted. Most of the households in the new housing projects received announcement letters and 
registration postcards.  As additional active measures to recruit more participants different events were 
visited such as health fair and other meeting points such as fitness centres, Nordic walking groups or 
flea markets. As already mentioned above, 3 articles were published in health-related magazines in 
order to reach either people suffering from diabetes or obesity. The article was posted also on the 
website of the Austrian Diabetes Association. Our local project partner was responsible for the social 
media performance and therefore updated various social media pages (such as Facebook pages and 
blogs) on the progresses of SWITCH.  

For participating purposes participants could either fill in the online-questionnaire by them self or (if the 
telephone number was available) they received a phone call by our call-centre. In addition, our 
interviewers made direct face-to-face interviews at specific events or parking sites with paper-and-pencil 
questionnaires (see Figure 6-8). Some people preferred an online registration with the possibility to fill 
out the questionnaire on their own. Others preferred the telephone calls from our staff and others 
preferred the paper version of the questionnaire. 
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Figure 6: Telephone interviews from 
the call-centre 

Figure 7: Face-to-Face interviews at 
specific events 

Figure 8: Typical page of the 
online-questionnaire  

 

Table 3-3: Recruitment activities 

 Number and description 

Number of announcement postcards 
distributed 

 

In total, more than 20,600 postcards were 
distributed: 

- about 8,100 at different doctors surgeries or 
sport centres 

-  more than 6,000 via mailbox through at new 
housing projects 

- about 3,000 by mail to people living in suburban 
areas of Vienna (these data were purchased from 
the Austrian Post AG) 

- about 3,500 at specific events 

Numbers of announcement letters sent out 

 

In total, more than 10,000 announcement letters 
were send out: 

- more than 6,000 via mailbox through at new 
housing projects (together with postcard) 

- about 3,000 by mail to people living in suburban 
areas of Vienna (together with postcard) 

- about 1,160 to new students of University of 
Natural Resources and Life Sciences, Vienna (as 
email version) 

Number of people contacted by phone The contact data for conducting the telephone 
interviews came either directly from interested 
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people (by returning the announcement postcard 
free of charge with their contact data) or from the 
purchased contact data from the Austrian Post 
AG.  

In total, our call-center tried to call: 

- 3,000 people living in suburban areas and 
- 160 people who returned the registration 

postcard  

Number of people contacted by email 

The SWITCH project was presented to new 
students during introductory events. 

About 1,160 new students received a few days 
after these events an email version of the 
announcement letter with additional information on 
the SWITCH project and on the registration 
procedure.  

Number of people registered online 

During the recruitment phase, the distributed 
information material (postcard and announcement 
letter) as well as the published articles contained a 
link (www.switchtravelnow.eu) and a QR-code.   

In total, 180 people registered online and 168 
people filled in the baseline survey.  

Number of people contacted by personal 
contact 

People were also contacted and interviewed at 
specific events, at car parks of leisure, recreation 
centres and new housing projects.  

In total, 863 people filled in the baseline survey 
during face-to-face interviews and 571 of these 
were interested in information material.  

 

3.6 Integration of the baseline survey  

BOKU prepared an online-survey and a data base for participant management. All questionnaires based 
on an online-questionnaire. The online-questionnaire works with the online-registration and as web-
questionnaire but also as questionnaire where the interviewers enter the data during the telephone 
interviews or afterwards the data from paper-and-pencil questionnaires collected during face-to-face 
interviews.  
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If contact data were available (either telephone number or email address) and participants did not fill in 
the questionnaire within a few days after registration or after the first contact by phone, they received up 
to 7 calls at different days of the week and different times of the day or 7 remainder emails in intervals of 
4 to 5 days.   

Although we distributed more than 20,600 registration postcards and about 10,000 announcement letters 
by mailing, emailing, via doctors surgeries, sport centres or mailbox through, the return of announcement 
postcards (even free of charge) was very low (in total 160). Compared to this, the online registration and 
the face-to-face interviews during events or new housing projects were much more efficient.  

In total, 1,539 people filled in the baseline-survey. From those who filled in the baseline-survey, 957 
people were interested in receiving information material on active mobility.  

Table 3-4: Baseline numbers 

 Number and description 

Total number of people completed the baseline 
survey 

 

1,541people completed the baseline survey: 

- 510 by phone 
- 168 online 
- 863 during face-to-face interviews 

Number of people denied the baseline survey 

 

From the purchased contact data from the 
Austrian Post AG 1,082 people denied the 
questionnaire  

Number of people interested in information 

 

957 people were interested in information material: 

- 279 by phone 
- 107 online 
- 571 during face-to-face interviews 

 

3.6.1 Challenges  

Finding different approaches for contacting the target groups was one of the main challenges. Since the 
different articles in the health magazines were published during the campaign, probably more people 
could have been reached, if it would have been released earlier. Another challenge was the rather low 
response rate of people recently moved houses and the high number of non-car users interested in the 
campaign. Within the target group of people receiving medical advice it was challenging to communicate 
with those people who actually suffered from diabetes or obesity due to the high sensitivity of the topic. 
Because the recruitment and contact phase lasted much longer than originally expected the starting 
point of the two After-Engagement surveys had to be postponed.    
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3.6.2 Success Factors  

The new approach of direct face-to-face interview during specific events or at new housing projects was 
quite successful. Our team of very ambitious and motivated interviewers could convince a lot of people 
to take part during the SWITCH campaign.  

In addition, the interest and acknowledgment from doctors and hospitals on the importance of SWITCH 
was helpful. Furthermore, we received very valuable and positive feedback of many participants. They 
appreciated the very personal contact and the various communication channels.  

 

3.7 Motivation phase  

3.7.1 Motivating people to participate in the campaign 

In order to encourage people to participate in SWITCH, the flyer and announcement letter through which 
people could register for SWITCH features a contest (raffle) with more than 20 prizes (bike, premium 
trolley, step counters and umbrellas). Further, small give-aways were provided on different events (like 
shoehorns or small reflectors). Participants also received a more valuable incentive like a multifunctional 
scarf, a bike saddle cover, a snapband or different coloured shoelaces with instructions. In total, 300 
pieces of each incentive were provided by Mobility Agency Vienna. In addition, different bike repair 
workshops and PTP talks were offered to participants.  

Interested people could either participate by mail, by telephone, by email or by the open registration on 
the website. When communicating with participants, the interviewers mentioned the big raffle in autumn 
the small raffles in between and also the possibility of receiving a tailor-made personalised travel plan. 
This way also some practical information and the idea of a direct and personal approach of the SWITCH 
team with the participants could be created. Also to communicate with people in the same language, on 
a common level and with empathy was very important to build mutual trust and confidence.  

3.7.2 Provision of the service sheet 

Depending on the chosen approach during the baseline survey, participants could either fill in the service 
sheet online, by phone, during personal face-to-face interviews or they received a paper form by mail 
and could return it to BOKU free of charge. On the service sheet they could choose their preferred 
information material and an incentive. A few days later they received their personalized package with the 
requested information material.  
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Table 3-5: Service sheet numbers 

 Number and description 

Numbers of returned service sheets 

 

In total more than 950 service sheets were filled in 
and returned:  

- 70 by post 
- 204 by phone (in form of reminder calls) 
- 107  online 
- 571 personal  

 

3.7.3 Challenges  

Motivating people by phone was sometimes rather difficult and time consuming. In addition, people 
seemed to have different reasons why they wanted to participate in SWITCH. Some of them participated 
due to a life change moment or because they like to cycle and wanted to receive further information on 
this topic. In addition, the incentives and the raffle were reasons for some people to participate.  

3.7.4 Success Factors  

The success rate of motivating people during direct contacts was much higher than expected. Whereas 
the reaction of people during phone calls varied a lot, the feedback from face-to-face interviews were 
rather positive. Further, to integrate people with another life change moment had some kind of snowball 
effect, because some of them contacted or named people in their family or surrounding that would fit into 
the SWITCH campaign. As these people received the information on SWITCH from people they already 
know, they were more likely to participate in the campaign. This was especially the case for elderly 
people with the medical advice to increase their physical activity.  

 

3.8 Consultancy and Service Phase 

3.8.1 Requested information material 

The total number of ordered information material was 3,743 pieces of different brochures, maps or 
information on the different provided apps. The most popular one was a brochure called Hiking in Vienna 
(Wanderbares Wien) with information on different hiking trips in and around the city of Vienna, followed 
by the Vienna Walking and Vienna Cycling Maps (Wiener Fußwegekarte, Wiener Radkarte). Whereas 
elder people preferred classical maps, younger participants found the usability of different apps more 
practically.  
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Figure 9: Number of requested information material 

 

3.8.2 Delivery of service packages  

The requested information material was either personal delivered to the address of livings with active 
modes (with private bicycles or a freight bicycle and a trolley provided from the Mobility Agency Vienna) 
(see Figure 10 and Figure 11) or in case of logistical inefficiency by mail. Three interviewers started with 
the distribution of the information bundles but due to the raising amount of bundles and the large spatial 
distribution further interviewers helped out. If participants requested a bike repair workshop or a PTP 
consultancy they received a personal invitation by mail or email and a reminder call a few days before 
the event. The participants found it very thoughtful that the requested information was delivered 
personally by trained students. 
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Figure 10: Typical information bundle of the Viennese 
SWITCH campaign 

Figure 11: Delivery of information bundles with active 
modes 

 

3.8.3 Personalised travel planning talks  

As part of the SWITCH project, participants could also request a PTP consultancy talk. The personal 
consultancy took place at a venue of the Mobility Agency Vienna on 11th of June and 22th of July, 2015. 
As PTP consultants four of our interviewers received a special training and offered knowledge and 
expertise on different topics regarding active mobility to participants. In addition, they prepared four 
different stations where participants received special information on: 

- mobility and health, 
- the Viennese bike sharing system, 
- the use of different routing-apps and calorie – calculators and 
- the use of different available maps of Vienna 
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Figure 12: PTP talks – station on mobility and health Figure 13: PTP talks – interactive game on active 
mobility 

3.8.4 Personal travel plans  

During the implementation phase personalized travel plans were added to the repertoire of the SWITCH 
information packages. Participants could ask for personal travel plans on postcard-sized flyers that were 
handed to them together with the service sheets or directly after the pen-and-pencil interviews. They 
were asked to mention certain details:  

• Start and endpoint of a specific trip 
• Usual arrival time and usual departure time  
• Days of week they usually travel 
• Additional information to calculate calorie consumption ( year of birth, weight and height) 

The personal travel plan consisted of:  

• 1st part: Personal information of participant 
• 2nd part: Snapshots of navigation app to reach target address 
• 3rd part: Table with description of different transport modes (car, cycling and walking) and their 

effects on: 
o path length,  
o duration of path (min.),  
o duration of physical activity (min.),  
o CO2 emissions (kg/way and kg/year) and  
o calorie consumption (kcal).  
o If the distance for walking was more than one hour per trip the opportunity of using public 

transportation was included into the calculation.  
• 4th part: Detailed description of the path way for walking and cycling 
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Figure 14: Example of a personalised travel plan 

                               

3.8.5 Other events  

The local project partner Mobility Agency Vienna organized several bike repair workshops. These 
workshops took place in a self-help organization of bike enthusiasts in the WUK (space of culture, 
workshops and social gatherings) with very skilled supervisors. Participants could ask to participate in a 
bike repair workshop on the service sheet. If they were interested to participate they received a personal 
invitation by email or mail and remainder emails and phone calls a few days before the workshop. The 
bike workshops were offered on five dates (between July and October 2015) for a period of 3 hours on 
the premises of WUK near the city centre. The following tasks were offered by the bike repair 
consultants:  

• Independent security check 
• Cognition of potential problems 
• Maintenance measures and independent care taking measure (flat tire, fitting the wheel etc.) 
• Competent communication with the bike repair consultants 
• Control and managing of brakes and gearing system  
• General tips on maintaining and lubricating bikes 
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The participants were asked to bring their own bikes to the workshop. The overall feedback was very 
positive. Participants were also allowed to bring their relatives or friends with them. This way the 
workshops were very diverse in age and background. 

 

  

Figure 15: Bike repair workshop 

3.8.6 Challenges  

During the delivery phase of the project no major challenges occur. However, the consultancy phase 
with the PTP consultancies and the bike repair workshops requested a considerable amount of effort.  

For conducting the PTP talks a lot of different information materials were collected and extra training for 
four interviewers were organized. Whereas a lot of participants asked on the service sheet for a PTP talk 
or a bike repair workshop only a few people took actually part during these extra events. Reasons for 
this could be the extremely high temperatures during the summer or the low appreciation of a free offer. 
To remind people to participate was a very time consuming and in the end rather hopeless task due to 
the small number of participants in both activities. 

3.8.7 Success Factors  

The delivery of information packages was mostly organized in a very efficient manner for all districts of 
the city. Mainly three staff members were delivering packages 2-4 times per week depending on the 
amount of packages.  This was achieved and performed very well and also the received feedback from 
participants was very positive. They found it very thoughtful to receive their requested information 
material by personal delivery and were so more willing to participate in the two after engagement 
surveys.  

The personal travel plans, although not requested from the majority of the participants, were commonly 
taken as very helpful. This was mainly the case for people who have just a limited access to apps or 
other internet platforms for routing. Due to the fact that the plans were made out of thicker paper they 
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were able to carry it with them when they were cycling or walking through the city. Also the bike repair 
workshops were evaluated as very helpful in order to enhance and encourage the SWITCH towards a 
more active mobility. Regarding the personalised travel planning talks the enthusiasm of the consultants 
and the satisfaction of participants can be considered as an important success factor.  

 

Table 3-6: Number of requested information material and side events and participation  

 Number and description 

Total number of ordered information material 3,743 

Numbers of ordered PTP talks 28 

Number of provided bike repair workshops 

Number of people interested in a bike repair 
workshop 

Number of people booked a bike repair 
workshop 

- 5 provided bike repair workshops (between July 
and October 2015) 

- 146 interested people 

- 37 people booked a bike repair workshop (via 
doodle) 

- 19 people took actually part in a bike repair 
workshop 

Numbers of ordered PT-Plans 106 

 

3.9 Integration of ICT in the campaign  

During the Viennese campaign different ICT tools were used. The project partner Mobility Agency 
Vienna developed an app “Wien zu Fuß” for counting daily steps including a treasure hunting game for 
its “Year of Walking” campaign that was offered in SWITCH. This app was new at that time and due to its 
design and functionality very well received. Because this app was not designed especially for SWITCH 
no financial resources were necessary to cover for it.  
In addition, also the app “AnachB” as well as the SWITCH app (based on the Moves app) were offered. 
The data collection was done with help of the moves-app (www.moves-app.com) which automatically 
records any walking, cycling, and running trips. The Moves API allows the use of the data from Moves. 
The SWITCH – app is a new designed app which connects to the Moves API and uploads the users 
collected data to the SWITCH server. 
The SWITCH app was developed by two different subcontractors. One subcontractor developed the 
Android version and one the iOS version of the SWITCH app. The app is designed to access data 
collected by the Moves app and allows uploading the data to the SWITCH-Server. 
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The SWITCH app is primarily developed for use in German and Spanish speaking countries. Therefore 
the user-interface of the app is in German and Spanish. This app has limited function and is only for 
data-transfer.  

   

Figure 16: Picture of the Wien zu Fuß 
app Figure 17: Picture of the AnachB app Figure 18: Picture of the SWTICH app  

 

In total, 165 people were interested in the AnachB app, 218 participants in the `Wien zu Fuß´ app and 
261 people requested the SWITCH app. Especially young people who found classical paper maps very 
uncomfortable were interested in different ICT technologies. Also the gamification part (like counting 
daily steps or competing with friends) was perceived positively by some of the participants. In addition, 
the opportunity to win prices was an important factor to participate and to increase their daily amount of 
physical activity.  

 
Table 3-7: ICT-Users 

 Number and description 

Number of people registered for or booked ICT  

AnachB app: 165 

Wien zu Fuß app: 218 

SWITCH app: 261 

Number of people using the SWITCH app 12 people have uploaded their trips (in sum 193 
days have been recorded) 

3.9.1 Challenges  

Basically all three of the offered apps presented with some weaknesses throughout the campaign. As 
reported from some participants the app “Wien zu Fuß” did not work sufficiently well. Also the SWITCH 
app due to the lack of iPhone compatibility had some challenges. The launch of the Android app could 
be managed without delay or problems. A working version of the app was released to support the 
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SWITCH campaign. Unfortunately, the launch of the iOS App did not work and Apple also rejected the 
release of the app due to the user-flow. Another version of the app was submitted to the app store again 
later on. But Apple refused the launch of the App despite the argumentation. Therefore we looked for 
other solutions. One short-term solution was to invite users to test the app via TestFlight, a beta-testing 
application to test iOS Apps before release, which required the installation of two apps on the user’s 
iPhone. Long-term solutions regarding the SWITCH app could have been to re-develop the app in terms 
of adding functionality and remodelling the core functionality. This however was not foreseen in the 
budget and therefore neglected.  

3.9.2 Success Factors  

The different apps provided different benefits for participants like routing, gaming or winning some nice 
prices. While elder people preferred classical paper maps, mainly younger people liked the idea of 
competing with friends, counting daily steps or finding the optimal route in an easy and fast manner. 
Some people mentioned that due to more walking trips they rediscover and enjoy their neighbourhood 
and surroundings in a new way.  

3.10 Implementation of Focus Group  

The focus group took place at a venue of the University of Natural Resources and Life Sciences, Vienna.  
A Friday afternoon (2nd of October, 2015) was chosen to be the day of action. The team consist of the 
moderator and two assistances. For preparing and conducting the focus group a topic guide was 
provided by WP4 task 4. The preparation work included the translation of different forms and letters (e.g. 
invitation letter, consent form, sign in form), the preparation of different materials (e.g. posters, name 
tags) and the organization of different things (e.g. buffet, venue, recording equipment). We invited 12 
people to take part in the focus group and we received a commitment from 10 people. However, 7 out of 
10 people attended the focus group. For their participation they received a goodie bag provided by the 
Mobility Agency Vienna and a voucher (worth € 30).  
For further details on the results of the focus group see D.4.2 and D.4.3.  

  

Figure 19: Focus group of the Viennese SWITCH campaign 
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3.10.1 Challenges 

To receive a sufficient amount of participants we tried to reduce as much barriers as possible (e.g. 
contacting people who were very motivated during the whole campaign, selecting a day which is 
convenient for most people, over-invitation in anticipation of a no-show rate of 10 to 20 percent).  

While the group consist of mainly young students or elder people who were mostly already retired, 
middle aged people (age group 40-50) were not presented in the group. Unfortunately the missing 3 out 
of 10 people who decided not to participate were precisely people from this age group. 

3.10.2 Success Factors 

After having the group of attendees together it was a rather creative process to prepare all the materials 
and different posters. The staff team was motivated to communicate the seven core questions and the 
topics around mobility and health as practice-oriented as possible. Great care has been taken to ensure 
a comfortable atmosphere for all participants. The different participants were very motivated to discuss a 
lot of things and to share their opinions with the other members of the focus group. The people seemed 
to appreciate the talking, but also the buffet and their incentives. 

 

3.11 Integration of the 1st and 2nd after-engagement surveys in the campaign  

As the baseline survey took longer than originally expected, we started in parallel the 1st and 2nd after 
engagement survey with those participants who already finalized the baseline survey in an early stage. 
As contact data were already available the conduction of the 2nd and 3rd questionnaire was much easier 
and less time consuming then the baseline survey. Especially people who were interested in information 
material and were satisfied with the received information packages were much more willing to answer 
the last two questionnaires. However, it was also possible to finalize the two after engagements surveys 
with some people who were not interested in information material before. These people can be seen as 
control group for further analysis in WP4. If only address data were available we sent a paper version of 
the 2nd questionnaire to participants and they could return it to us free of charge. However, most people 
received an email invitation letter or a direct phone call by our interviewers and filled in the survey online 
or answered the questions by phone.  For motivation reasons the interviewers always mentioned the big 
raffle after the 2nd engagement survey. In total, more than 692 has filled in the 1st and more than 417 
people have filled in the 2nd after engagement survey.  

 

 

 

 

 

http://www.switchtravel.eu/


 

 D3.2_SWITCH_IEE_13_561_SI2_674853_Vienna_rev1 
www.switchtravel.eu 
 

Page 37 of 40 

Table 3-8: Number of the 1st and 2nd after-engagement survey 

 Number and description 

Number of people surveyed in the 1st after-
engagement survey 

 

692* people completed the 1st after-engagement 
survey: 

- 669 by phone or online 

- 23 by mail 

Number of people surveyed in the 2nd after-
engagement survey 

 

417* people completed the 2nd after-engagement 
survey by phone or online 

*for evaluation purposes (see evaluation report for Vienna and final evaluation report) only complete data sets were 
appropriated. This refers to 690 people who filled in the 1st after survey and 403 people who filled in the 2nd after survey in 
Vienna.  

 

 

3.12 Conclusion / Comment of local SWITCH campaign of Vienna 

For recruiting people a lot of different approaches were necessary to reach a sufficient number of more 
than 1,500 participants. While the return rate of distributed registration postcards was very low, direct 
face-to-face interviews were quite effective. As the collecting of contact data and the conduction of the 
baseline survey took longer than originally expected, the starting point of the two after engagements 
surveys (for measuring short and long term behaviour changes) had to be postponed. Beside different 
brochures on active mobility and its benefits, also three apps, a personalised travel plan, PTP talks and 
bike repair workshops were offered to participants. During the 1st after engagement survey 692 people 
finalized the questionnaire and during the 2nd after engagement survey 417 people.  

The lessons learned from the Viennese campaign focus on finding the right mode for different groups of 
people which are manageable for the city in the long run. As Vienna already has a quite low car rate and 
a very good public transport infrastructure it was very difficult to reach a sufficient amount of participants. 
Therefore we tried to concentrate our recruitment processes on suburban areas of Vienna with a 
proportional higher car share. During the recruitment and contacting phase it was planned to buy a 
sufficient amount of contact data by the Austrian Post AG and we contacted different real estate 
developers and doctors for the provision of contact data. As we were confronted by data protection and 
poor quality of data we started to combine different contact and communication channels. Especially 
face-to-face contacts in calm situation or at specific events or directly at new housing projects were very 
effective, whereas convincing people and reminding people by phone and e-mail was sometimes very 
difficult and time consuming. As different campaigns always are confronted with the danger of a high 
drop-out rate, it is necessary to develop strategies to make people interested in the campaign and to 
maintain them during the campaign. Therefore we tried to find the right communication channels for 
different groups of people and we offered them various channels for participations. We announced the 
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campaign at different events, published articles in different health magazines or social media or got in 
contact with different stakeholders. In addition, for conducting the interviews we offered a full range of 
different forms (like online questionnaire, telephone interviews or face-to-face interviews). For motivating 
people it was important to find a topic which is important for people. In our case we chose the topic 
health. Further it is important to find the right information material and also incentives to motivate the 
people to participate. For instance we provided different information material for different segments of 
target groups and different incentives (like small give-aways on events, more valuable incentives like 
multifunctional scarfs, the opportunity to win prices during the raffle or different apps for gamification). 
Further we tried to make the people feel part of the campaign and we provided continuous personal 
contact. In addition, it was also important to be authentic (e.g. we delivered the requested information 
material with active modes and not by car) and it was important that our interviewers were really 
convinced that they were `selling´ the right product. Due to the very strong personal contact we received 
very valuable feedback from participants which helped to improve the implementation of the SWITCH 
campaign on a continuous basis. Also the strong cooperation with the Mobility Agency Vienna was very 
important and supportive during the entire SWITCH campaign.  

  

 

 

 

  

http://www.switchtravel.eu/


 

 D3.2_SWITCH_IEE_13_561_SI2_674853_Vienna_rev1 
www.switchtravel.eu 
 

Page 39 of 40 

4 Reference list 

MAGISTRAT DER STADT WIEN MA 23 - Wirtschaft, Arbeit und Statistik 2015: Wien in Zahlen. 
Available from: https://www.wien.gv.at/statistik/pdf/wieninzahlen.pdf [Accessed October 2015] 

MAGISTRAT DER STADT WIEN MA 18- Stadtentwicklung und Stadtplanung. „Gehen aus der 
Perspektive von Jung und Alt“. Available 
from: https://www.wien.gv.at/stadtentwicklung/studien/pdf/b008420.pdf  

MAGISTRAT DER STADT WIEN MA18 2013b: Masterplan Verkehr Wien 2003. Evaluierung 2013. 
Available from: https://www.wien.gv.at/stadtentwicklung/studien/pdf/b008353.pdf [Accessed November 
2015] 

MAGISTRAT DER STADT WIEN MA46 2014: Entwicklung des Radwegnetzes in Wien (2000-2014). 
Available from: https://www.wien.gv.at/verkehr/radfahren/radnetz/fakten.html [Accessed November 2015] 

MOBILITY AGENY VIENNA 2015: Jahr des Zu-Fuß-Gehens Report. Available 
from: http://www.wienzufuss.at/files/2015/03/Wien-zu-Fuss-Report-2015.pdf [Accessed November 2015] 

MOBILITY AGENCY VIENNA 2015b: Velo City Konferenz: Radverkehr für Städte so aktuell wie noch nie 
zuvor. Available from: http://www.fahrradwien.at/blog/2015/06/11/velo-city-konferenz-radverkehr-fuer-
staedte-so-aktuell-wie-nie-zuvor/ [Accessed November 2015] 

OMNITREND 2015: Verkehrsmittelwahl der Wiener Bevölkerung. PPP Presentation.   

STATISTIK AUSTRIA 2013: Statistisches Jahrbuch 2011, Bevölkerungsprognose 2013. Available 
from: http://www.statistik.at/web_de/services/stat_jahrbuch/index.html [Accessed October 2015] 

STATISTIK AUSTRIA 2013b: Kfz-Bestand am 31.12.2012 nach Bundesländern, Meldestellen und 
Fahrzeugarten.  

STATISTIK AUSTRIA 2014: Jahresdurchschnittsbevölkerung 2014 nach Alter und Bundesland. 
Available 
from: http://www.statistik.at/web_de/statistiken/menschen_und_gesellschaft/bevoelkerung/bevoelkerung
sstruktur/bevoelkerung_nach_alter_geschlecht/023428.html [Accessed November 2015] 

STATISTIK AUSTRIA 2015: Todesursachenstatistik: Gestorbene nach verschiedenen Merkmalen seit 
1997. Available 
from: http://www.statistik.at/web_de/statistiken/menschen_und_gesellschaft/gesundheit/todesursachen/t
odesursachen_ausgewaehlte/022004.html [Accessed November 2015]  

STATISTIK AUSTRIA 2015b: Kfz-Bestand 
2014 http://www.statistik.at/web_de/statistiken/energie_umwelt_innovation_mobilitaet/verkehr/strasse/kr
aftfahrzeuge_-_bestand/index.html [Accessed November 2015] 

WIENER STADTWERKE 2015: Modal Split. Verkehrsmittelwahl der Wienerinnen und Wiener. Available 
from: http://www.nachhaltigkeit.wienerstadtwerke.at/daseinsvorsorge/oepnv/modal-split.html [Accessed 
November 2015]  

http://www.switchtravel.eu/
https://www.wien.gv.at/statistik/pdf/wieninzahlen.pdf
https://www.wien.gv.at/stadtentwicklung/studien/pdf/b008420.pdf
https://www.wien.gv.at/stadtentwicklung/studien/pdf/b008353.pdf
https://www.wien.gv.at/verkehr/radfahren/radnetz/fakten.html
http://www.wienzufuss.at/files/2015/03/Wien-zu-Fuss-Report-2015.pdf
http://www.fahrradwien.at/blog/2015/06/11/velo-city-konferenz-radverkehr-fuer-staedte-so-aktuell-wie-nie-zuvor/
http://www.fahrradwien.at/blog/2015/06/11/velo-city-konferenz-radverkehr-fuer-staedte-so-aktuell-wie-nie-zuvor/
http://www.statistik.at/web_de/services/stat_jahrbuch/index.html
http://www.statistik.at/web_de/statistiken/menschen_und_gesellschaft/bevoelkerung/bevoelkerungsstruktur/bevoelkerung_nach_alter_geschlecht/023428.html
http://www.statistik.at/web_de/statistiken/menschen_und_gesellschaft/bevoelkerung/bevoelkerungsstruktur/bevoelkerung_nach_alter_geschlecht/023428.html
http://www.statistik.at/web_de/statistiken/menschen_und_gesellschaft/gesundheit/todesursachen/todesursachen_ausgewaehlte/022004.html
http://www.statistik.at/web_de/statistiken/menschen_und_gesellschaft/gesundheit/todesursachen/todesursachen_ausgewaehlte/022004.html
http://www.statistik.at/web_de/statistiken/energie_umwelt_innovation_mobilitaet/verkehr/strasse/kraftfahrzeuge_-_bestand/index.html
http://www.statistik.at/web_de/statistiken/energie_umwelt_innovation_mobilitaet/verkehr/strasse/kraftfahrzeuge_-_bestand/index.html
http://www.nachhaltigkeit.wienerstadtwerke.at/daseinsvorsorge/oepnv/modal-split.html


 

 D3.2_SWITCH_IEE_13_561_SI2_674853_Vienna_rev1 
www.switchtravel.eu 
 

Page 40 of 40 

5 SWITCH consortium 

Five European cities take the lead in support SWITCH travel – supported by eight experts in alternative 
travel, health or economical aspects of mobility. This enthusiastic team combines practical expertise; a 
clear and transferable methodology; and tried and tested examples of locally effective campaigns 
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