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1 The SWITCH context 

1.1 What is SWITCH? 

The SWITCH project has developed the SWITCH Approach: an approach to change people’s mobility 
behaviour, particularly to discourage people from using their cars for short journeys in favour of walking 
and cycling – so called ‘Active mobility’. The SWITCH approach combines four elements into a campaign 
that influences the way people think about their mobility, the way they make mobility decisions and the 
way they develop longer-term mobility habits: 

• Seizing the moment - SWITCH targets people at moments in their lives when they have to 
consider changing their mobility 

• Making it personal - SWITCH campaigns go beyond communicating a general campaign 
message. Information and advice is provided to campaign participants which is customised to 
their specific circumstances and needs  

• Getting to the heart of the matter - SWITCH differs from other types of mobility-related 
campaigns by focusing it’s key message on the mobility benefits to personal and public health.  

• Being switched-on – SWITCH harnesses the benefits of information and communications 
technology (ICT) both to engage people’s interest in the campaign and to inform them of how 
walking and cycling more is improving their health 

Each of these elements is discussed in more detail below. The guidelines as to how to implement a 
SWITCH Approach are described in the ‘SWITCH Toolbox’ (SWITCH Deliverable 2.4). 

1.2 Evaluating SWITCH: This report 

The SWITCH project was undertaken between June 2014 and May 2016. During this time, campaigns 
were undertaken to apply, evaluate and fine-tune the SWITCH approach in five EU cities: Antwerp, 
Donostia San Sebastian, Gdansk, The London Borough of Hounslow and Vienna. Independent 
evaluation reports have been completed on each campaign and hyperlinks to these reports are provided 
in the appendix (SWITCH Deliverable 4.2). 

The objective of this report (SWITCH Deliverable 4.3) is to synthesize the results of the evaluation in the 
five cities and to highlight the main lessons that will enable other European city and regional authorities 
and other stakeholders to customise the SWITCH Approach to implement in their area: and to have a 
good estimate of its likely costs and impacts. 

1.3 The SWITCH ambition  

1.3.1 The rationale 

SWITCH was one of a number of projects funded under the Intelligent Energy Europe Programme (IEE) 
of the European Commission (EC) to develop new approaches to encourage people to change their 
mobility behaviour towards using more sustainable modes of transport. One of the goals of the IEE 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 7 of 112 

Programme was to develop approaches that were innovative in the sense that each project was to take 
existing approaches to change mobility behaviour that had individually been shown to have success, and 
to combine them to produce added value benefits: In this respect, the SWITCH Approach provided the 
perfect application. 

1.3.2 The primary objective 

Achieving sustainable mobility is the major transport policy goal of the European Commission, the 
transport policies in the Member States, and the policies of thousands of city and regional authorities 
throughout the continent. In addition to the economic and social benefits, encouraging sustainable 
mobility reduces the reliance on fossil fuels and saves energy; it reduces carbon dioxide emissions and 
therefore contributes to the efforts to combat global warming. 

All five SWITCH cities were fully committed to achieving sustainable mobility. The European 
Commission, as part of the IEE Programme, provided 75 per cent of the funding for the campaign, the 
evaluation, wider project dissemination and exploitation; and the cities invested the remaining 25 per 
cent from their own resources to underline their commitment. These first five SWITCH cities proposed 
themselves to act as the ‘guinea pigs’ for the approach – to open themselves to independent evaluation 
on behalf of other European cities and regions that my wish to implement a SWITCH campaign in the 
future – building on an evaluation of (i) what elements of the SWITCH approach worked and can be 
easily replicated, (ii) what elements can be improved and customised, and (iii) what elements failed and 
what can be learnt as a result.  

1.3.3 The targets and ambitions 

In common with other projects in the IEE programme, the European Commission were keen to push the 
cities to be fully ambitious in setting targets for what they could expect from the SWITCH campaign. The 
overall goal was to “implement locally adapted applications of the SWITCH approach with campaigns of 
up to 2500 participants…. representing 60 per cent of those contacted” (SWITCH Project Technical 
Description) It was felt that, by combining ‘tried and tested’ approaches, 50 per cent of the campaign 
participants could change their mobility behaviour. In addition to increasing active mobility, the 
expectation was also to achieve a 10 per cent reduction in car use. 

The expected benefits of SWITCH to citizens at the outset of the project were: 

 

• People would be better informed of the mobility choices available to them, in the new life 
situations they faced 

• The costs of everyday mobility would be reduced by a switch to active mobility  
• The changes in mobility behaviour resulting would improve physical fitness, health status and 

well-being 
• The Approach could encourage a new social environment whereby being fit and healthy through 

daily active mobility provides status and peer group pressure to conform to what others are 
doing. 
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Additionally, city and regional authorities would benefit from “the evaluation of the SWITCH project as to 
how to best apply SWITCH and change behaviour, and how to integrate SWITCH into future actions”. 

 Consistent with the project’s ambition, SWITCH recruited a network of 20 follower cities in the last year 
of the project. These cities observed at first hand and through on-line training the process of 
implementing the campaigns and developed their own implementation strategies for a SWITCH 
campaign in their city. The dissemination strategy of the project further expanded the group of interested 
cities to a ‘third level’ of ‘SWITCH awareness’ throughout Europe. A network has therefore been 
developed to assist the wider take-up of the SWITCH approach and to turn the project’s ambitions into 
reality. 

1.4 The European living laboratory for SWITCH 

Five cities have joined the SWITCH project – Antwerp, Donostia San Sebastian, Gdansk, the London 
Borough of Hounslow and Vienna. The objective is for these ‘guinea pig’ cities to validate the SWITCH 
approach through campaigns undertaken in their own cities, and to enable other European cities to 
benefit from the combined validation. In this way, cities across Europe can implement a SWITCH 
campaign tailored to their local needs – building on the lessons learned in the project.  

The cities represent a variation in European geography, city size and composition, local mobility cultures 
and mobility policy. The SWITCH campaigns address people at different stages in their lives - from 
children, young university students, young families, families in middle age, working people and 
commuters, new immigrants those moving residence inside the city and people with medical conditions 
that would be assisted by more active mobility. The campaigns address people from all age groups, all 
genders, and those with different levels of physical fitness, from sedentary to highly active. In this way, 
the strongest advantages of European research and validation are realised in the added value that all of 
these dimensions bring to a European city that wishes to adopt a SWITCH campaign that can be 
harmonised to specific local situations.  

The populations of the cities vary considerably from Hounslow Borough, a densely urbanised district on 
the edge of London (pop. 254,000), to Vienna (pop. 1.7 million). The population of the three coastal cities 
range from Donostia San Sebastian (pop. 708631) and Antwerp (pop. 516009) to Gdansk (pop. 461531). 
In the case of Vienna and DSS, the SWITCH campaign had no geographical limit within the city. 
However, for the other cities, the campaign was limited to specific areas around school catchments 
(Gdansk and Hounslow) or workplaces (Antwerp), where the impact of the campaign could be stronger.  

The context in each of the 5 cities is important to underline against the objectives and impacts of the 
SWITCH campaigns undertaken. The cities span the urban mobility development phases defined in the 
Horizon 2020 CREATE project – that is from cities with increasing car ownership and strong attachment 
to cars (Gdansk), through cities with policy directions toward public transport investment and investment 
in active modes (Antwerp, DSS and Hounslow) to a city where car ownership and use is falling and 
sustainable mobility dominant (Vienna). Furthermore, in two of the SWITCH cities, the campaigns have 
been launched into cities with a ‘long-standing’ ‘green culture’ that provided a good basis for the 
SWITCH campaign to exploit (Antwerp and Vienna). All of the five cities cities had the opportunity to 
build on the stimulus provided by other Intelligent Energy Europe projects. 
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The pattern of mobility in the five cities varied. The proportion of trips made using different travel modes 
in each of the cities is shown in Figure 1.1. The figures are drawn from national or local surveys and the 
definitions may differ marginally. However, it does enable us to have a general perspective on the 
different mobility backgrounds to the SWITCH campaigns. 

 

Figure 1.1: The proportions of trips made in each SWITCH city by different modes of transport 

As a city with reducing car use, the achievements of Vienna are impressive. The proportion of all trips 
undertaken by car have halved to 20 per cent since 1993, relative to a 10 per cent increase in public 
transport. Active mobility accounts for 1 in 3 trips. The proportion of walk trips has remained broadly the 
same over time (currently 27 per cent of all trips) and although smaller, the proportion of cycle trips has 
doubled since 1993 from 3 to 6 per cent. As a result, in 2015, Vienna had a car ownership rate of 390 
cars per 1000 inhabitants, one of the lowest for a European capital. The SWITCH campaign was 
therefore introduced into a population already sympathetic to sustainable mobility. 

In contrast to Vienna, the car ownership rate in Gdansk is 523 cars per 1000 inhabitants: the product of 
rapidly rising car ownership and strong attachment to car use, despite a significant proportion of 
households lacking access to cars. Since the Accession to the EU in 2004, 75 per cent of EC Structural 
Fund investment has been spent on high quality public transport and public transport and car use share 
75 per cent of all trips made in the city – the remaining 22 per cent of trips being made by active modes. 
The proportion of trips by bicycle is small (4 per cent) but it has doubled in 6 years, considerably faster 
than the increase in Vienna, achieved over 20 years. Compared with the other 4 cities, Gdansk has a 
lower proportion of trips by active modes and what is seen as a worrying increase in short car trips (for 
journeys such as school commuting). 

Despite its strong sustainable mobility policies, the hilly topography of Donostia San Sebastian acts as a 
strong barrier to the development of active mobility. As a result, there are 589 vehicles per 100 
inhabitants in the city (405 cars and 184 motorcycles per 1000 inhabitants). However, despite the high 
level of vehicle ownership, the city maintains a very high proportion of active mobility and the high 
vehicle ownership does not translate into high vehicle use. Almost half of trips in the city are made on 
foot, the highest proportion of any of the 5 SWITCH cities, and a small 4 per cent by bicycle (a situation 
again influenced by steep gradients). Indeed car trips comprise only 22 per cent of the city’s trips. 
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Hounslow, as an outer conurbation district of London, has relatively low car ownership, 390 cars per 
1000 inhabitants. Good public transport links for inward/outbound trips from London reduce the need to 
use cars (22 per cent of all trips), although cars are used for many ‘orbital’ trips (28.5 per cent of all 
trips). Hounslow is a diverse multi-ethnic, multi-cultural area. A high proportion of residents have no 
access to cars. As a result, walking is the dominant mode in the Borough (47 per cent of all trips), 
equivalent to that in DSS. These two cities have proportions of walk trips roughly 40 per cent above 
those in Vienna and Gdansk and three times that in Antwerp. 

Antwerp is a city with an underlying green culture, based on cycling rather than walking. Cycle trips 
comprise 29 per cent of all trips made in the city, far above the equivalent proportions in the other 4 
cities, where the active travel emphasis is on walking. The city has 450 cars per 1000 inhabitants 
combined with a high proportion of households lacking access to cars. Like Hounslow, the port city is a 
multi-ethnic, multi-cultural city. The city’s appetite for active mobility contrasts with a strong segment of 
car users in the city, particularly for commuting into the employment areas around the port where public 
transport has less penetration. 

The European living laboratory for SWITCH therefore provides a test-bed broad enough to allow other 
cities to design a local SWITCH campaign to address local needs. 
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2 SWITCH campaigns 

2.1 The elements of a SWITCH campaign 

Essentially, a SWITCH campaign combines 4 building blocks that have individually shown that they can 
change behaviour: 

 

2.1.1 Seizing the moment: life change 

The concept that people have points in their lives when they have to reassess their mobility habits was 
developed in ‘activity-based’ research in the 1980s. A majority of people’s mobility habits were seen to 
be more resistant to change outside of these moments. It was also noted that, if mobility habits can be 
changed at these important life change moments, then the likelihood of the resulting behaviour being 
sustained in the long term would be higher. 

Life change moments have been recently adopted by the SEGMENT project within the IEE programme. 
SEGMENT was completed just prior to the start of the SWITCH project, in which Hounslow was a 
common partner. The conclusion of that project was that “Life change moments work best where there is 
a history of campaigns to reducing car use; not a new concept in isolation. While campaigns in the cities 
reach ‘saturation’, the targeting on specific life change groups was more effective. In social environments 
such as workplaces, it is more effective to provide the campaign to all employees, to avoid reactions 
from those excluded from the campaign”.  

The life change moments targeted by the 5 SWITCH cities were: 

• People moving residence into the city (home or university) – Donostia San Sebastian and 
Vienna 

• Parents of children (i) starting school for the first time and (ii) those starting a new school 
year – Gdansk and Hounslow 

• People who have received medical advice to do more active mobility – Donostia San 
Sebastian and Vienna 

• People having to change mobility habits for commuting as the result of major disruption in 
the city due to road construction and re-alignment – Antwerp 

• People self-reporting that they have recently experienced a life change – Vienna 

In addition, Vienna recruited a ‘control sample’ of people that had no life change moment for comparison. 
Clearly not all life change moments have identical impacts, an issue assessed in later sections of this 
report. For example, mobility habits have to change when a child starts its first school: The changes that 
might occur starting school in subsequent years would be less. The inclusion of life change moments 
into SWITCH is innovative, but the experience of SWITCH will show that it requires considerable effort to 
locate, attract and recruit people in life change moments into the campaign. 
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2.1.2 Making it personal: customised information and advice 

Customised campaigns derive from ‘realistic choice theory’ in the 1970s. The idea is that most people 
have mobility habits that they consider unrealistic to change. So it is cost effective to identify those who 
show a flexibility to change, and to focus resources on this group with information that is customised to 
meet each individual’s needs. This theory developed into individualised marketing and matured into 
Personalised Travel Planning or PTP since 2000. 

An extensive review was undertaken by the UK Department of Transport (2007) on a range of PTP 
initiatives that collectively targeted 229,000 households. On average PTP reduced car driver trips by 
11% (amongst the targeted population). “The most successful PTPs were those undertaken within 
discrete, self-contained communities and in cities where a wider sustainable transport investment 
programme exists”. 

This extensive work on PTP underlines its applicability for the SWITCH approach. ‘Discrete’ life change 
groups are an effective application of PTP, as would applications in the SWITCH cities committed to 
sustainable transport investment. A SWITCH campaign provides a strong mobility and health message, 
with customised PTP-based information and advice. People can choose to receive a customised 
‘information pack’ and a personal interview, addressing their mobility needs for the specific life change 
moments they face.  

2.1.3 Getting to the heart of the matter: strong mobility and health messages 

Much has been publicized about the health benefits of people engaging in more walking and cycling; so 
called ‘active mobility’. In addition to campaign information that shows people the different mobility 
options they have to ‘switch’ from using their cars to walking and cycling, specific attention is paid in 
SWITCH to promoting the health benefits if they do so. These issues are discussed in detail in Section 5. 

2.1.4 Being switched-on: ICT assistance 

The penetration of mobility and health messages in the SWITCH campaign can be increased when 
people are provided with a variety of new ICT applications. These applications: 

(i) Provide them with personal health information in real time as to how their active mobility is 
benefitting their health – either through the campaign providing smart phone applications 
or ‘health bracelets’ that people can wear. This has a powerful reinforcing effect on top of 
the general health messages of the campaign; providing further incentives to change 
behaviour in the long term.   

(ii) Provide health messages through social interaction such as ‘street games’ that encourage 
people to participate and to stop using their cars for certain trips in favour of walking and 
cycling as part of a competition. Such games build on the advantages that can be gained 
from peer group competition and collaboration; adding the element of fun to the principle 
of SWITCH. These types of gaming approaches also have the strength to produce 
sustained behaviour changes, not only because gaming is ‘fun to do’, but also because it 
becomes the ‘thing to do’ within the chosen peer group (for example among 
schoolchildren and their parents or among employees at specific work locations).   
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2.2 The stages of a SWITCH campaign 

The stages of implementing a SWITCH campaign are shown in Figure 1.2, consisting of 5 stages. In 
addition, for those cities wishing to undertake an evaluation of their campaign, the figure also shows the 
3 stages of the evaluation before and after the campaign. An analysis of the experience of the SWITCH 
process is provided in Section 7. 

The initial two stages of recruitment and contact involve choosing the life change groups you wish to 
target for the campaign and obtaining the necessary contact data. In one city (Vienna), for the purposes 
of SWITCH validation, two samples of participants were also recruited that (i) were not from a life change 
group or (ii) were not from the pre-defined life change groups but were in a life-change moment by their 
own definition. These ‘control’ groups enabled the evaluation to assess the extent to which the focus on 
life change had a noticeable impact on the level of change in participant’s mobility behaviour. 

Following the group definition and the collection of data on possible campaign recruits, the campaign is 
announced and the data lists used to contact people in the life change groups to formally recruit them as 
‘campaign participants’. At this stage, a baseline survey is conducted for the evaluation, based on a 
common ‘European’ questionnaire to assess mobility patterns and attitudes to active mobility.  

Once recruited, the participants from the life change groups can be put through another ‘segmentation’ 
filter to select those who are most attracted by the idea of receiving customised information/a personal 
consultation. Those not attracted would be excluded from the campaign. Those who are attracted by the 
PTP information and consultation would include those who already use active mobility and minimise their 
car use, and those who might be persuaded to do so.  

As the objective of the SWITCH project is to validate the approach, the cities retained both people who 
were and were not interested in receiving the customised information and/or personal interview. These 
were used as a control group for the evaluation to test if the receipt of information affected the level of 
change in mobility behaviour. 
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Figure 1.2: The stages to implementing a SWITCH campaign 

 

Following the filters for life change and the attraction to receive customised information, the PTP process 
is undertaken. Service sheets are provided for participants to select their information requirements and 
whether to opt for a personal consultation. Incentives are provided to retain the interest of the 
participants and to motivate their continued involvement in the campaign. The completion of this stage 
marks the end of the SWITCH campaign.  

Immediately following the campaign, the participants are requested to complete a repeat ‘first after’ 
survey to assess changes in their attitudes and mobility behaviour. This survey is repeated 
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approximately 3 months later (the ‘second after’ survey), although the timespan for this final survey can 
vary depending on the local context. 

This is the recommended sequence for a SWITCH campaign as outlined in the SWITCH Toolbox 
(SWITCH Deliverable 2.4). Cities can adapt the detail of this general model to suit local circumstances, 
should they wish to do so, provided that the 4 key elements of the SWITCH approach are retained.  

 

2.3 The SWITCH campaigns undertaken 

The full descriptions of the SWITCH campaigns are contained in the individual city SWITCH campaign 
implementation reports (SWITCH Deliverable 3.2). Here we provide a summary of the primary 
dimensions of each campaign as a context to present the results, and the mode by which data were 
collected for the evaluation. An evaluation of the campaign process itself is provided in Section 7. 

 

Figure 1.3: The number of campaign recruits in different life change groups in each city 
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2.3.1 Antwerp 

Life change group  

People to be affected by major road works around the city centre and major employment areas adjacent 
to the port. 

Campaign recruitment  

Establishing contact and close working liaison with the Mobility Managers of four large employers 
located in close proximity. Agreements were made on how the campaign could be customised and 
organised to meet the needs of each employer and to make sure the logistical arrangements for the 
campaign proceeded smoothly. 

The SWITCH team, in liaison with each site mobility manager, produced a Mobility Guide customised to 
each workplace and held a ‘Mobility road show’ for employees from all 4 companies to launch the 
SWITCH campaign. This high media publicity attracted other employers. The SWITCH initiative was 
supported by on-going public information initiatives about road works disruption on local web sites. 

All employees were then contacted (the mode of contact agreed with the employer as appropriate), sent 
the Mobility Guide, a PTP-service sheet for further customised information and to arrange personal 
consultations, and to complete the baseline survey for evaluation. Personal consultations linked 
employees to an on-line forum for continued support. 

Campaign retention  

Incentives were provided to retain interest in the campaign and to complete the surveys once the 
campaign finished. Incentives included cycle toolboxes and cycle maintenance training, high visibility 
safety jackets, fluorescent backpack covers and others. To encourage people to respond to the surveys 
after the campaign, high quality prizes were awarded in a raffle such as bicycles and e-bikes. 

ICT applications used 

No specific ICT tools were used for SWITCH although the city intends to make more use of ICT in future 
actions. 

Local partners and stakeholders 

In addition to the municipality team, different levels of management within the companies were involved 
at all stages (general manager, human resources manager, mobility manager, facility manager, 
communication manager etc.). 

2.3.2 Donostia San Sebastian  

Life change groups  

• People that have recently moved into the city – either to a private residence or as a new student at 
the university. 

• People that have just received medical advice to increase their physical activity levels 
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Campaign recruitment  

People that have recently moved into the city – For the private residents, recruitment was assisted by the 
SWITCH team’s access to the Municipality’s Census database of new arrivals registering in the city. 
Contact and recruitment was through telephone follow-up, although participants could select the mode 
for subsequent contact (phone, email or post). University students were contacted through data provided 
by individual faculties, with subsequent phone contact. 

 

People that have just received medical advice to increase their physical activity levels – The Health 
Delegation of the Basque Government provided access to medical centres in the city. The aim was to 
train doctors and nurses to introduce SWITCH and recruit subjects while patients were in consultations 
or receiving outpatient treatment. The failure of this strategy was due to the lack of time that medical staff 
had available to introduce SWITCH after consultations or treatment. This led to the organisation of 
information days inside medical centres. This also failed and only 4 recruits resulted. 

 

Campaign retention  

DSS were the most successful SWITCH city in retaining campaign participants. Much of this was due to 
the incentives offered to those engaging in the PTP. Awareness of incentives was made clear when the 
first contact was made. Additional significant incentives were offered for those who completed both the 
after surveys (folding bicycles, smart wristbands and annual tickets for the e-bike sharing system) 

ICT applications used 

The strategy in DSS was to use ICT as incentives, which participants could choose from the PTP 
Service sheet. A smart phone application based on the MOVES App. to track participant’s active mobility 
(distances travelled not locations). Those opting for this on the service sheet were given instructions as 
part of the PTP advice. The data from the Apps. were not collected for evaluation: they were used solely 
for their incentive value although a small amount of qualitative feedback was received on their 
effectiveness (see Section 8).  

Local partners and stakeholders 

• The Municipal Census Department who provided access to data on new city arrivals 
• University faculties that provided access to new student. 
• Culture diversity department for access to those responding to the city’s Welcome Campaign 
• Health Delegation of the Basque Government who provided access to the city’s medical centres 

 

2.3.3 Gdansk 

Life change group 

Children starting a new school year in three large primary schools 

Campaign recruitment  
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• Establishing close working liaison with the management of each school. 
• A public meeting hosted by the Mayor of the city launched the campaign prior to the start of the 

school year. Parents and children received different brochures explaining the objectives of the 
SWITCH campaign 

• Parents and children signed up on-line for an active mobility ‘Beat the Street’ game, received a 
service sheet to complete and received instructions on the game and smart cards to record their 
active mobility: Trip records were logged by children and parents placing the smart cards against 
recording devices (Beat Boxes) that were placed on posts within school catchment areas. 

•  Recruits completed a baseline questionnaire on-line. The after surveys were also completed on-
line, encouraged by incentives. 

• Recruitment was greatly assisted by access to school mailing lists. These were used to announce 
the SWITCH campaign, and also for reminders to complete the evaluation questionnaires, provide 
additional information and to thank them. 

• The campaign was supported by a SWITCH website and Facebook page which was heavily used 
during the gaming period. A cash prize was offered to those making the most active mobility during 
the game. 

Campaign retention  

To retain interest in the campaign after the game had finished, a number of incentives were advertised 
and provided to those responding to the after surveys on-line: for example, cycling and sport related 
products offered by local internet shops where people completed the after questionnaires.  

Retention was also achieved through attention to strong multi-media coverage in the local press and 
through on-line social media. 

ICT applications used 

The Beat the Street game was used as the primary campaign instrument, to encourage more walking 
and cycling among parents and children alike. The game, described above, is based on social 
competition and collaboration between children, classes and schools to achieve the most active 
travellers. 

Local partners and stakeholders 

• Political support from the Mayor of the city throughout the campaign, mediating between the 
campaign team and the citizens 

• Local companies in the active mobility sector 
• School coordinators 
• Municipality IT departments 
• Intelligent Health (Owners of the Beat the Street product) 

2.3.4 The London Borough of Hounslow 

Life change groups selected for the SWITCH campaign 

• Parents of children starting their first school (or a new school) 
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• Parents of children starting a new school year 

Campaign recruitment  

The campaign in Hounslow was implemented in two parts: 

• A PTP-based campaign combined with the application of a ‘classroom based’ active mobility game 
called Traffic Snake 

• An ICT-Based campaign based on a ‘street based’ active mobility game called Beat the Street (for a 
description, see Gdansk above) 

For recruitment: 

The PTP-based part of the campaign - Parents were directly contacted and recruited via ‘inception’ 
events held before the start of the school year for new entrants and through follow-up phone contact. 
School intelligence on parents and children is confidential. Participants registering for the campaign 
completed the baseline survey and this database was used to contact parents following the campaign. 
Information packs were customised for participants and the option for a personal consultation was also 
available. The Traffic Snake Game was undertaken in the schools using the wall chart-based (Version 1) 
to motivate social competition and collaboration to increase active mobility. Unfortunately no data were 
collected from the results of the Traffic Snake game, but data are available from the PTP element of this 
part of the Hounslow campaign. 

The ICT-based part of the campaign – Parents and their children were pre-registered for the Beat the 
Street game though their schools signing-up, and following inception events for the new school year 
where SWITCH would be explained. Following the inception events, parents registered on-line and 
completed the baseline survey: some participated in the game but did not register in the database and 
45 per cent of those who registered agreed to be contacted for completing the after campaign surveys. 

ICT applications used 

The Beat the Street game was adopted within the SWITCH approach, based on ‘in-street’ recording of 
active mobility through children and parents placing smart cards against a network of readers placed 
within the school walking catchment. The game lasted 4 to 6 weeks. Continual analysis during the 
campaign was fed back to the participants during the game as a stimulant for further active mobility. 

Local partners and stakeholders 

• The transport and public health departments of the Borough council 
• Local school management and teaching staff 
•  Intelligent health (the owners of Beat the Street) and the Evidence Centre (analysis of the on-going 

results) 
• JMP consultants (for the recruitment, PTP interviews and the Traffic snake game) 

2.3.5 Vienna  

Life change groups  

• People who have recently moved residence (both within the city or new to the city) 
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• People who have just received medical advice to do more active mobility 
• People who self-reported that they have just faced other life-change moments 
• People in a control group that had no life change moment 

Campaign recruitment  

• People recently moved residence – public data was unavailable so participants were recruited 
through real estate agents, neighbourhood associations or specifically organised events. 

• Those that received medical advice – liaising with doctors’ surgeries to establish partnerships to 
post leaflets and flyers to launch the campaign to patients and carers. Also publicising at specific 
events and in local media. Those interested could register through a number of media including on-
line or be email or text. 

• Other life change moments – this group were contacted ‘on the doorstep’ to announce the 
campaign. People interested could register to the campaign through follow-up phone contact or free-
postcard 

• The control group with no life change moment – this group were recruited through a variety of ways, 
having heard about the campaign and shown interest in its objectives and a willingness to 
participate 

The database of registrations was collected for all groups through email contact, phone, face to face or 
by registering on the SWITCH web site. The baseline survey was then conducted by phone and through 
an online questionnaire, plus face-to-face doorstep interviews. Participants could complete a service 
sheet for more customised information and to request a personal consultation or to attend a bike repair 
workshop 

Campaign retention  

The campaign message was supported by a number of incentives to encourage people to sign-up for the 
campaign and to complete the service sheet – incentives such as bicycles, step counters, plus smaller 
items for doorstep interview ‘give-aways’. A cycle repair workshop was offered. No specific incentives 
were provided for completing the after surveys. 

ICT applications used 

Active mobility applications were encouraged both during the personal consultations, and at the events 
organised,  (Moves, AnachB, Wien zu Fus) which provided personal active mobility information. In 
addition, some applications included a gaming element (e.g. the City Treasure Hunt). 

Local partners and stakeholders 

• Vienna mobility agency 
• Local real estate agents, neighbourhood associations, related events, BOKU university (for new 

entrants) 
• Doctors’ surgeries 
• Local media 
• Austrian Ministry of Transport 
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Table 1.1 below summarises the number of people that were contacted in each city and the number that 
agreed to participate in the campaign. Overall, nearly 26,000 people were contacted to join the 5 
SWITCH campaigns of which 46 per cent agreed to join the campaign. Campaign strike rates were 
noticeably higher in the two cities using games as part of their campaign strategies. 

Table 1:  The number of people contacted to participate in each SWITCH campaign and the     
number that registered to participate. 

 Antwerp DSS Gdansk Hounslow Vienna Total EU 

Initial number of 

people contacted 
3245* 3135 8300 7125 4160 25965 

Number of people 

registering for the 

campaign 

752** 534 5946 3052 1541 11825 

The percentage 

‘recruitment rate’ 
23 17 72 43 37 46 

               * Number of distributed service sheets 

                ** Number of service sheets returned 
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3 SWITCH Evaluation 

3.1 Evaluation stages during the SWITCH project 

Within European mobility related projects over successive Framework Programmes, there has been little 
evaluation of ‘softer’ mobility measures, such as campaigns. What results that have emerged tend to 
limit the assessment to the number of leaflets or brochures circulated, the television or radio exposure, 
qualitative statements on the level of enthusiasm among participants etc.; rather than the actual impacts 
of the campaign. The independent evaluation conducted in SWITCH is a complete campaign evaluation 
of the direct and indirect impacts. 

Most European cities will have a limited capacity and resources to undertake an evaluation of their 
SWITCH campaign. It is therefore essential that the project provides these cities with a confident 
evaluation on which they can make investment decisions to adopt SWITCH. This is one of the major 
‘added value’ elements of EC programmes. The evaluation will also enable other cities to assess how 
the SWITCH toolbox might be customised for application in their city and what the likely impact and cost 
effectiveness will be for the investment they make.  

Should a city have the capacity and resources to implement SWITCH and undertake its own evaluation, 
a comprehensive, easy to use, plan and guidance has been produced (SWITCH Deliverable 4.1, 2015). 

Figure 1.4 shows the elements of a SWITCH evaluation. It is important that the evaluation includes: 

• Process - An assessment of the process of applying SWITCH, the capacity, resources and 
organisation required. This is achieved through (i) repeat surveys with both the SWITCH 
campaign teams and local stakeholders in each city from the start of the campaign planning 
phase to the after campaign assessment. (ii) An assessment of the costs and effort expended on 
the campaign. 

• Direct impacts - The evaluation also has to assess the direct impacts of the campaign in 
changing mobility attitudes and behaviour, particularly for reducing car use and encouraging 
active mobility. This is achieved through quantitative surveys undertaken before the start, at the 
closure and three months after the campaign. It also includes some qualitative evidence 
gathered through 5 focus groups undertaken in the cities after the campaign closed. 

• Indirect impacts – The final part of the evaluation uses the measurements of the direct impacts 
of the campaign to calculate the savings in energy and carbon dioxide emissions from reduced 
car use, and the health benefits of an increase in active mobility. These benefits, along with a 
consideration of the potential additional traffic and safety benefits, are assessed against the 
costs of the campaign to produce values for the overall cost effectiveness of the campaigns. 
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Figure 1.4: The evaluation strategy for a SWITCH campaign 

 

Details of the evaluation undertaken in each the five cities is contained in the independently evaluated 
Local Evaluation Reports (LERs) (SWITCH Deliverables 4.2). In addition to a detailed analysis of all 
three of the dimensions described above, the annexes to those reports include details of: 

• The statistical analysis undertaken 
• The tables, data and, where appropriate, the statistical significance to support the figures 

illustrated in the body of the LER. 
• The common European SWITCH survey questionnaire used for the before and after 

surveys 
• The process diary templates for the campaign team and local stakeholders  
• The report of the focus group undertaken in the city 

The SWITCH evaluation plan (SWITCH Deliverable 4.1) provides a complete guide to conducting a 
SWITCH campaign evaluation and also includes the questionnaires, templates and focus group topic 
guides. Combined with the SWITCH Toolbox (SWITCH Deliverable 2.4), the two documents provide all 
of the intelligence needed for a city to apply and evaluate SWITCH. 

3.2 Important considerations for a SWITCH evaluation 

At the outset of the switch evaluation, there are a number of points to stress: 
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3.2.1  The campaign effort and the evaluation effort  

The aim of SWITCH is to provide the evaluation and guidance on the approach that will enable other 
cities to apply SWITCH in their city, tailored to local conditions and needs - ‘replicating SWITCH with 
confidence’. Relatively few cities taking-up the approach will opt to conduct an evaluation – that is what 
this project is for. It is therefore important in the evaluation to separate out the resources and costs 
related to the campaign itself from those related to the evaluation of it. Section 4 provides an analysis of 
both campaign and evaluation costs, each one broken down into its main categories. 

3.2.2 Understanding the campaign participants 

Where changes in mobility behaviour relate to people in different life-change moments, people from 
different generations and people with different mobility circumstances, it is essential that the evaluation 
fully understand the diversity of the campaign participants, to correctly interpret the survey responses. To 
evaluate the campaign participants as one group to assess the ‘overall’ impact is a relevant measure but 
provides little understanding of how the impact was achieved: intelligence that other cities can build 
upon. The evaluation therefore assesses the characteristics of the campaign participants, rather than 
relying only on the ‘headline’ figures. 

 

3.2.3 Measuring change and change because of the SWITCH campaign  

This is very important in the analysis. If we only measured the net changes, for example a net reduction 
in car trips, this value provides no information on the actual influence of the campaign; as those people 
increasing their use of cars would not be for reasons of SWITCH. We therefore focus on the total 
number of car trips reduced: but how many of these were due to the campaign and how many because 
of other reasons? We can identify a range of potential impacts: 

(i) Maximum impact – this is where all car trips reduced (or walk trips increased etc.) are 
seen to be the result of the campaign. 

(ii) Minimum impact – this is where the number of car trips reduced is the ‘net value’ 
balanced against the additional car trips generated over the same period; the assumption 
being that for each additional car trip generated (i.e. not due to the campaign message), 
there is an additional car trip reduced that is not due to the campaign. The only campaign 
effect is the net reduction. 

(iii) Median impact – this assumption takes the mid-point between the two other calculations. 

Which of the three estimates is taken, as ‘the most likely truth’, relates to the local campaign context (for 
example an assessment by the local planning officers). 

3.2.4 Drop-out rates between the surveys 

In SWITCH evaluation, three surveys are undertaken:  

• The survey undertaken before the campaign commenced (termed the ‘baseline’ survey) 
• The survey undertaken immediately after the campaign finished (termed the ‘first after’ 

survey) 
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• The follow-up survey undertaken 3 months after the campaign was completed (termed the 
‘second after’ survey). 

 

Retaining the attention of campaign participants to respond to the first and second after surveys proved 
to be a major problem. The changes in the numbers of campaign participants in the successive surveys 
in each city are shown in Figure 1.5 The figure underlines the scale of the drop out between the surveys 
(the values for Hounslow are the combined figures for both parts of their campaign). The reasons for the 
high drop out rates are discussed in Section 5. However, from the evaluation viewpoint, it became 
important to check that the composition of the campaign participants in the baseline survey had the 
same composition in the after survey; and that there was no drop out bias. If bias occurred, it was 
important to understand what types of participants had dropped out. Why did the campaign not retain 
their interest over other types of participants? 

 

 

Figure 1.5: The number of campaign participants responding to the baseline, first after and 
second after surveys in each city 

 

3.2.5 Small sample sizes – cross-section samples and panels 

To fully understand the campaign impacts, it is important to relate the changes in mobility attitudes and 
behaviour arising from the campaign to specific types of people, to people receiving customised 
information, or to people in various life change groups. The result of this, given the high drop out rates in 
the 5 cities, is that sample sizes become small. In the evaluation we adopted two strategies to the data 
analysis: 
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• Panel analysis - These were used to track the mobility behaviour of the same people from the 
survey undertaken before the campaign began (‘Wave 1’), to the survey undertaken immediately 
the campaign finished (‘Wave 2’) to the final survey conducted three months later (‘Wave 3’). In 
this way, there is complete certainty of the impact and no statistical distributions are required to 
estimate whether the change was significant or happened by chance. Panels were the primary 
form of analysis undertaken. 

• The sizes of the panels are the number of campaign participants that responded to the first after 
survey (a 2 wave panel) or the second after survey (a 3 wave panel). This can make the number 
of people in the 3-wave panels small, given the drop out rates. Therefore in these cases, a 2-
wave panel was analysed. 

• Cross-section analysis – Where the analysis was comparing the overall samples and sub-
samples of participants before and after the campaign and not tracking them individually, it was 
important to assess the statistical significance of the changes that occurred. As the sample sizes 
were small, the evaluation used ‘t-tests’, which can be used reliably on samples over 25 subjects 
to assess, in a statistical sense, whether the differences measured were significant (to an 
estimate of 95 per cent of the time), or whether they arose purely by chance. 

3.2.6 Up-scaling the results  

Due to the high drop out rates between the surveys, up-scaling the results became an issue, to allow for 
the fact that many that might have changed their behaviour in the campaign were not motivated to 
complete the after surveys – and therefore the scale of behaviour change is the minimum of what was 
estimated to have been achieved. 

Up-scaling is not part of the scientific evaluation of the campaign. Nevertheless, if there are local 
assumptions in each city that allow for the results to be up-scaled to estimate a possible larger impact, 
the exercise can be very beneficial, providing the assumptions are credible. 

One problem of PTP initiatives in past years has been the exaggeration of the scale of impacts through 
up-scaling or the mis-reporting of results. For example the UK Department of Transport’s appraisal of 
PTP concluded that the “Results from a large number of studies are consistent in showing reductions in 
car use and increases in the use of alternative modes of transport, but some doubts have been raised 
that the scale of impacts reported may be exaggerated”. Impacts achieved are up-scaled to all of the 
campaign participants, or the percentage modal shift results reported alongside the number in the 
original screening sample, giving a totally misleading impression. 

To over come this in SWITCH, Hounslow have provided an example of up-scaling, given the large drop 
out rate of participant’s between the surveys in the Borough. This is discussed in Section 6 and provides 
other cities with an example to build on, using their own local assumptions. 

The evaluation in SWITCH has provided a framework that has addressed the barriers that arise in 
assessing the impacts of campaigns, and coping with the problems campaign teams face in retaining the 
interest of participants. The lessons learned from the SWITCH evaluation are discussed in Section 8. 

 

3.3 The evaluation undertaken in SWITCH  
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To summarise, the evaluation addressed 7 key issues: 

Direct impacts: 

• Who participates in SWITCH campaigns? 
• Did the campaign change mobility behaviour? 

- Reducing car use 
- Increasing walking 
- Increasing cycling 

 
Indirect impacts: 

• How much energy and carbon dioxide emissions were saved as a result? 
• What were the health impacts? 

 

Wider impacts: 

• What was the overall cost effectiveness of the campaigns? 
• How effective was the SWITCH campaign process? 
• What did the participants think? 

 
Each of these impacts is now described in the subsequent sections. 
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4 The direct impacts on mobility behaviour 

4.1 Who participates in SWITCH campaigns? 

4.1.1 Gender   

A majority of the SWITCH campaign participants in four cities were women. In Antwerp, the majority 
were men shown in Figure 4.1. The cities where there was more of a gender balance were Donostia San 
Sebastian and Vienna. The gender ratios strongly reflected the life change groups: a predominance of 
women parents escorting children to school in Gdansk and Hounslow compared to more equal 
participation in the two cities focusing on those moving residence. Research has shown that women in 
general are more sympathetic to sustainability issues than are men. For example, Root et. al (2010) 
conclude “women’s experience as marginalized workers who combine home and work responsibilities 
can make them more able to change transport habits and also more aware of the values that accompany 
the notion of sustainable development. Women are more prone to ambivalence and the ways in which 
these complexities could be leading women to question the current orthodoxy of car-dependent mobility”. 
However, an examination of the dropout rates for men and women suggested that these differences 
were marginal in the SWITCH case. 

 

 

Figure 1.6: The gender of SWITCH campaign participants  
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4.1.2 Age and generation  

The age distributions of the campaign participants were consistent with the characteristics of the life 
change groups: shown in Figure 4.2. Parents of younger children travelling to and from school in Gdansk 
and Hounslow were strongly clustered in the 30 to 44 year age group, as were the residential movers in 
Donostia San Sebastian. Antwerp commuters peaked in the older, 45 to 60 year age group. Only in 
Vienna could we see a more balanced distribution of campaign participants in each age group. However, 
what the results from Vienna did show is that SWITCH messages appealed across the generations, 
when the life change element was controlled for. This is a strong positive point for the SWITCH 
approach. Future applications of SWITCH will however need to be sensitive to the generational 
differences in planning messages and campaign strategies. Later in this report, in the analysis of focus 
groups, we can see that, in Vienna for example, a division arose between the older group members and 
those in the younger ‘digital generations’. Future followers applying SWITCH in this respect should look 
at the work of the MIND-SETS consortium, of which the authors are partners (Pickup et. al. 2015). 

 

 

Figure 1.7: SWITCH campaign participants by age groups 
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• Average (3 or 4 days per week) 
• High (5 or more days per week) 

Those participants engaging in this level of physical activity for five or more days per week (the World 
Health Organisations’ guideline level for physical fitness – WHO (2010)) was highest among the parents 
of young children in Gdansk (45 per cent) and Hounslow (58 per cent), High activity levels were 
achieved among at least one third of the participants in every city. In contrast, the proportions of 
campaign participants that did 30 minutes or more activity on two days per week or less were between 
25 per cent in Gdansk and 37 per cent in Vienna. The figures underline a generally healthy campaign 
population, but with a large minority of individuals for whom a little more active mobility during the week 
could achieve strong health benefits. 

 

Figure 1.8: The levels of physical activity among SWITCH campaign participants 
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response. In some cases, the response was a defiant remark about maintaining only a car-dependent 
lifestyle. However, in most cases interpreted as ‘I already have a balanced use of cars and active 
mobility and therefore see no reason to change’. In addition, the category ‘Do not own or have access to 
a car’ attracted some participants that clearly had some car access and misinterpreted the question. The 
statistics will show that roughly 20 per cent of those reducing their car use came from this group. Despite 
this, the data does allow us to see if attitudes to car use and active mobility did change during the 
SWITCH campaigns and in what directions. Figure 4.4 shows, for the overall European dataset of 5 
campaigns, how the participants responded to this question at the start of the campaign.  

 

 

Figure 1.9: The proportion of campaign participants’ attitudes to changing their car use, at the 
start of the SWITCH campaigns (Combined data across all five SWITCH campaign(s.  
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wanted to reduce car use but felt it impossible to do so (1 in 5 of all campaign participants). The 
remainder were split between two sub-groups that wanted to reduce car use ‘but did not know how’ or’ 
had not done anything about it’. Clearly these two latter groups were those most likely to be influenced 
by the campaign. They comprised 14 per cent of all campaign participants.  

Later in this section, we return to these attitudes to see how they had changed during the campaign. 
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4.2 Did the campaign change mobility behaviour? 

 

4.2.1 Changes in the weekly use of different travel modes 

 Campaign participants were asked how many days per week they used each mode of transport, 
including walking and cycling. While not counting the number of trips people made, this information 
provides useful knowledge of the way the overall patterns of mode use may have changed, as 
participants changed their mobility behaviour in response to SWITCH. The results show that, taking the 
sample of campaign participants as a whole, there is no substantive change in the overall balance of 
weekly travel. However, when those having no access to a car are removed from the analysis, there is a 
significant drop in the average number of days per week cars are used.  

 

 

Figure 4.5 Changes in the frequency with which SWITCH campaign participants with access to a 
car used each travel mode on a weekly basis (days used per week): based on the overall 

‘European’ sample of all five campaigns combined. 

 

Table 4.5 shows the overall change in the frequency of mode use among those with access to a car in 
the overall ‘European sample’; where the sample size is large. The SWITCH impact is clear to see. 
There is a steady decline in the weekly frequency of car use from 3.1 to 2.1 days per week (a 32 per 
cent decline). In contrast there is an increase in the number of days per week people walked, from 3.3 
days per week before the campaign to 4.2 days per week after the campaign (a 27 per cent increase). 
The results for cycling are less clear but indicate a drop in frequency. However, in this case there were 
strong inter-city differences that were not seen in the case of walk trips. For example, Antwerp, where 
the primary increase in active mobility was cycling, compared to Hounslow, where cycling was negligible. 
Figure 4.5 presents a good visual impression of SWITCH impacts.  
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Figure 4.6: Antwerp - Changes in the weekly frequency with which those campaign participants 
that had access to a car used different modes of transport (days per week); both in the baseline 

survey and in the two after surveys. 

 

To take a notable city example, in Antwerp, (Figure 4.6) before the campaign, participants drove cars on 
average 5.2 days per week. The same people measured after the campaign (i.e. a panel analysis), used 
cars only 2.8 days per week. The same period saw an increase in the number of days walked from 2.0 to 
2.5 days and a doubling of the frequency for cycling from 1.2 to 2.4 days. Similar reductions in the 
frequency of car use were measured in Donostia San Sebastian and Vienna. In Vienna (Figure 4.7) 
there was a strong increase in the frequency of walking. In Gdansk and Hounslow, no marked 
differences were measured at a weekly level. These results show that it is important to assess the 
campaign impacts beyond the measurement of trips gained or lost. People have complex interacting 
schedules that influence their mobility needs and cannot only be measured within daily activity patterns.   
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Figure 4.7: Vienna - Changes in the weekly frequency with which those campaign participants 
that had access to a car used different modes of transport (days per week); both in the baseline 

survey and in the two after surveys. 

 

4.2.2 Changes in the daily use of different travel modes   

Analysing only those campaign participants that said they used a mode on a daily basis, the evaluation 
was able to compare the way the campaign changed both weekly and daily mobility patterns.  

 

Figure 4.8 Changes in the frequency with which SWITCH campaign participants used each travel 
mode on a daily basis: based on the overall ‘European’ sample of all five campaigns combined. 

 

Figure 4.8 shows the changes in the daily frequency with which different travel modes were used in the 
overall European sample of 5 campaigns combined, among those participants with access to a car. As 
seen for the pattern of weekly use in Figure 4.5, the changes in daily mobility as a result of the SWITCH 
campaign are just as clear. The proportion of daily frequencies cited that were made by car declined 
from 27.7 per cent to 22 per cent – a 21 per cent drop. This drop was compensated for by an increase in 
the daily frequency of walking. The proportion of all daily frequencies cited made on foot rose from 28 
per cent to 44.6 per cent three months after the campaign closed –an increase of nearly 60 per cent. 
Both of these statistics highlight the way SWITCH is impacting on daily mobility. 

In Antwerp (Figure 4.9), there was an increase in the daily frequency of cycling, relative to a fall in the 
daily use of cars. In Donostia San Sebastian, a reduction in the frequency of daily car use was matched 
by a rise in the frequency of daily walking; and this was also the pattern observed in Hounslow (Figure 
4.10). In Vienna, a reduced frequency of daily car use was matched by moderate increases in both 
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cycling and walking. Gdansk proved the exception and no significant changes in the frequency of daily 
mode use occurred. 

 

Figure 4.9 Antwerp: Changes to the frequencies that campaign participants stated that they used 
modes on a daily basis (proportions of all stated daily frequencies by all modes) 

 

Daily and weekly use of travel modes - Comparing the two patterns we can see that the campaign in 
Antwerp reduced the frequency of car use on both a daily and weekly basis and increased the frequency 
of cycling. While the frequency of walking increased over the week, the proportion of participants walking 
on a daily basis showed no change. In Donostia San Sebastian the reduction in the frequency of car use 
on both a weekly and daily basis was matched with a higher proportion of participants walking daily. In 
Vienna, a reduction in the proportion of participants with weekly and daily car use, was matched by a 
strong weekly increase in the proportion of participants walking and moderate increases in the proportion 
walking and cycling on a daily frequency.  

 

Figure 4.10 Hounslow: Changes to the frequencies that campaign participants stated that they 
used modes on a daily basis (proportions of all stated daily frequencies by all modes). 
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4.2.3 Reductions in car use 

SWITCH campaigns changed mobility behaviour and reduced car use. Figures 4.11 and 4.12 below 
detail both the number and proportions of campaign participants that reduced their car use and 
increased walking and cycling in each city and for the overall 5-city ‘European’ campaign. Table 4.1 
shows the percentages of campaign participants that changed their mobility behaviour in each of the 
cities and for the overall ‘European’ campaign. Table 4.2 provides information on the relative sample 
sizes of campaign participants in the after surveys, from which the behaviour impacts were measured. 
This is important: in some cities the number of participants in the survey completed three months after 
the campaign closed (i.e. the ‘second after’ survey) were very small. 

Table 4.1: The proportions of SWITCH campaign participants in each city that reduced their car 
use and increased walking and cycling 

 Reduced their number of 
car trips Walked more Cycled more 

 
During the 
Campaign 

After the 
campaign 

During the 
Campaign 

After the 
campaign 

During the 
Campaign 

After the 
campaign 

Antwerp 6.2% 11.5% 2.50% 5.1% 4.20% 12.74% 

Donostia 
S.S 31.6%  1.9% 48.5% 30.9% 39.1% 26.27% 

Gdansk 35.8% 37.8% 54.0% 56.3% 25.1% 14.29% 

Hounslow 
PTP-based 12.4% 37.9% 28.10% 48.30% 1.90% 10.34% 

Vienna 5.1% 7.2% 8.60% 11.66% 8.40% 5.71% 

EU Dataset 16.8% 9.2% 25.3% 20.5% 15.9% 14.6% 

SWITCH changed the patterns of participant’s mobility across the five 
European sites; both on a daily basis and on a weekly basis. There is a 
steady decline in the weekly frequency of car use (a 32 per cent decline) 
relative to a 27 per cent increase in the number of days per week people 
walked. On a daily basis, the proportion of daily frequencies cited that were 
made by car declined from 27.7 per cent to 22 per cent – a 21 per cent drop. 
This drop was compensated for by an increase in the daily frequency of 
walking: from 28 per cent to 44.6 per cent three months after the campaign 
closed –an increase of nearly 60 per cent. 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 37 of 112 

Table 4.2: The sample sizes of campaign participants in each city and for the overall ‘European’ 
campaign, responding to the first and second after surveys conducted when the campaign 

closed and three months later. 

 

 During the Campaign After the campaign 

Antwerp 518 385 

Donostia S.S 490 471 

Gdansk 391 128 

Hounslow PTP-based 267 29 

Vienna 690 403 

EU Dataset 2356 1416 

 

 

 

 

 

 

 

 

 

 

Figure 4.11: The numbers of SWITCH campaign participants in each city that reduced their car 
use and increased walking and cycling during the campaign (i.e. between the baseline and the 

first after survey) 

 

Overall, three months after the campaign closed, SWITCH had encouraged 525 people in five cities to 
reduce their car use. One in five participants reduced the use of their cars during the campaign (391 
participants). In addition, a further 12 per cent (134 participants) reduced their car use in the three 
months after the campaign closed. This is a highly significant result. Among those participants that had 
access to a car, the proportions that said they reduced their car use during the campaigns varied 
considerably, from 5.1 per cent of participants in Vienna, 6.2 per cent in Antwerp and 12.4 per cent in 
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Hounslow, to 31.6 per cent in Donostia San Sebastian and 35.8 per cent in Gdansk. The impacts on 
mobility behaviour in these two latter cities were more marked than in the other three cities. 

The high proportions of campaign participants reducing their car use show the high latent demand in the 
population to leave the car at home – a positive message to sustainable mobility planners While the 
number of car trips per person per week may have been relatively small, shown later in this report, the 
campaign provided the ‘nudge’ to change, which further initiatives could exploit to increase. 

 

 

Figure 4.12: The numbers of SWITCH campaign participants in each city that reduced their car 
use and increased walking and cycling after the campaign (i.e. between the first and second after 

surveys) 

It is important to bear in mind that the sample sizes in some of the cities, particularly for the survey 
completed three months after the campaign closed were small. The reductions from 5.1 per cent to 12.4 
per cent in the three larger cities were in the range of impacts that have been achieved in other PTP-
based campaigns – the two smaller cities - Donostia San Sebastian and Gdansk were marked 
exceptions to the normal range of impacts one would expect (For example, see The UK Department of 
Transport, 2007). The impact of the Beat the Street game in Gdansk clearly had a major impact in 
encouraging participants to leave the car at home. Compared to the PTP-based campaign using the 
‘classroom-based’ Traffic Snake game in Hounslow, the impact was three times as great.  

Donostia San Sebastian achieved a reduction in car use, over six times that achieved in Vienna, despite 
the two cities having the same life change groups. This could be the result of the relative differences in 
city size but, for both Vienna and Antwerp, could reflect the fact that active mobility was already 
dominant in both cities and therefore the likely impact of the campaign would be less. The figures 
suggest that introducing SWITCH into medium sized cities as an innovative tool could produce the 
greatest impacts on reducing car use and increasing walking and cycling. In DSS and Gdansk, it will be 
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shown in the focus groups that people in the smaller cities see that most trips could be undertaken on 
foot or by bicycle. 

 

The proportions of participants that reduced their car use did not relate directly to the number of car trips 
saved. The samples of participants responding to the survey at the end of the campaign varied from 690 
in Vienna to 267 in Hounslow. In terms of the car trips saved per person per week (Figure 4.13), we have 
data from three cities, Donostia San Sebastian, Hounslow, and Vienna: where the proportions of 
participants reducing their car use were 34.1, 12.4 and 5.5 per cent respectively. In terms of the car trips 
saved per person per week, the highest rate was achieved in Hounslow (0.68), Donostia San Sebastian 
(0.52) and then Vienna (0.35).  

 

 

Figure 4.13: The number of car trips saved per week in three SWITCH cities 

 

The minutes and kilometres of car use saved by each SWITCH city campaign are shown in Figure 4.14. 
Statistics for car minutes saved are only available for three cities. Over all 5 campaigns, the 525 people 
that reduced their car use saved 28994 minutes per week of car use: an average of 55 minutes car use 
per participant per week. This is a significant reduction in road use and pollution. It also underlines the 
effort that some people made to reschedule their time use to incorporate other modes and change 
habits. 
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Figure 4.14: The number of minutes and kilometres saved per week by SWITCH campaign 
participants reducing their car use in each city 

 

The overall ‘European’ SWITCH campaign of five cities saved 27165 km of car use per week. The 
differences in the distribution of car trip lengths saved were measured by the average number of car 
kilometres per person for each city campaign. The car trip lengths per person in Donostia San Sebastian 
were typical of the SWITCH target group of short car trips – 2.9 km. In the larger cities, the car trip 
lengths were greater, 4.29km in Hounslow (PTP), 6.2km in Vienna and 8.26km in Gdansk. The distances 
in Vienna and Hounslow are of a length where many trips could be switched to walking or cycling. In 
Gdansk, one problem, stated by the campaign team at the outset, was the use of ‘kiss and ride’ to drop 
off schoolchildren en-route to work. The average car trip length was 8.26km. In this city, clearly many 
longer trips could be transferred to bicycle although the Beat the Street game did encourage people to 
walk to school first, and then make a separate trip to work by another mode. The exception was 
Antwerp, with a dominant car-commuting segment. The average car trip length in Antwerp was 32.98km. 
While the shorter car trips in this distribution could be made on foot or by bicycle, the primary shift would 
be to public transport, with short walk stages at the origin and destination. 

 

4.2.4 Increasing walk trips 

The SWITCH campaign produced a large increase in the number of people walking (see Figures 4.11 
and 4.12). Over all of the 5 campaigns, 624 people made additional walk trips during the campaign and a 
further 299 stated that they made additional trips in the three months after the campaign closed: this 
represents 30.2 per cent of participants during the campaigns and 23.3 per cent of participants in the 
period after the campaign closure. This result shows the impact of the campaign’s message to 
incentivise people to increase their walk trips even further after the campaign has closed. 

There were differences in the proportions of participants walking more in each city. In Antwerp, where 
the campaign focused on longer distance commuters, only 2.5 per cent of participants walked more 
during the campaign. The proportion in Vienna was also relatively low during the campaign (8.6 per 
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cent). In these cities, where the modal split for walking and cycling has been traditionally high, the 
proportionate increases due to the campaign were lower. 

By contrast there were high proportions of campaign participants in the other three cities that increased 
their walk trips – 28 per cent of participants in Hounslow, almost 1 in 2 participants in Donostia San 
Sebastian (48.5 per cent) and 54 per cent in Gdansk. In the three months after the campaign, where the 
sample sizes for the ‘second after’ survey were large enough to analyse, the numbers of participants that 
made more walk trips increased even more: by 11.66 per cent in Vienna and by 30.9 per cent in 
Donostia San Sebastian. While the reductions in car use in Donostia san Sebastian were limited to the 
campaign period only, the number that increased walking were sustained beyond the end of the 
campaign. 

In all cities, the proportion of campaign participants that increased their walk trips was greater than the 
proportion that reduced the use of their cars. The SWITCH campaign incentivised those who already 
used walking and cycling to increase their trips, and the health messages and PTP advice were 
influential in doing this. For example, in Hounslow, during the campaign, 12.4 per cent of participants 
reduced the use of their cars. In contrast, the proportion increasing their walking was more than double 
this figure (28.1 per cent). 

Figure 4.15 shows the additional minutes of active mobility achieved in the five campaigns. Over all five 
campaigns, 63389 extra minutes of walking was achieved per week: an average of 1 hour and 9 minutes 
per person. The health benefit of this increase is discussed further in Section 5.  

 

 

 

 

 

 

 

 

 

 

Figure 4.15: The number of additional minutes of walking and cycling generated per week by 
each city SWITCH campaign 
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4.2.5 Cycling trips 

 

Over all 5 campaigns, 33096 additional minutes of cycling was generated per week. Increases were 
most marked in Donostia San Sebastian (12217 minutes) and Gdansk (10107 minutes).  

The SWITCH campaigns encouraged participants to cycle more: 387 participants cycled more during the 
campaign and another 189 participants did so after the campaign finished. During the campaign, for 
every 3 participants that increased their walking, two increased their cycling: After the campaign finished, 
the comparative ratio was 2:1. The impact during the campaign to increase cycling continued in the three 
months after the campaign. The number of cycling trips increased during this period was almost half of 
that achieved during the campaign itself. 

However, the popularity of cycling did vary markedly between the cities. In Hounslow, where there were 
fears for road safety and accident risks, only 5 participants increased their cycling during the campaign 
and 3 after the campaign closed. In contrast, there were much higher proportions of campaign 
participants increasing their cycling in Donostia San Sebastian and Gdansk – 30.9 and 55.5 per cent of 
participants respectively. Furthermore, in Donostia San Sebastian, 39 per cent of the total number of 
participants that increased their cycling was in the three-month period after the campaign closed. In the 
two cities where cycling is already commonplace (Antwerp and Vienna), the increases in cycling almost 
matched that for walking (in Vienna) and exceeded it (in Antwerp). 

 

4.2.6 Switchers 

 

It may be that not all of the participants that reduced their car use, switched to walking and cycling.  The 
total ‘European sample’ combining all 5 campaigns, has 438 participants reducing car use during the 
campaign and a further 134 in the three months after the campaign closed. Selecting only the panel of 
those participants that reduced car use and increased walking and cycling, 346 reduced car use and 
increased walking and cycling, relative to 100 in the three months after the campaign closed. For the 
whole period, 78 per cent of all those who reduced their cars, switched to walking and cycling; the other 
22 per cent switching to public transport or other modes such as carpools. 
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Table 4.3: The number of SWITCH campaign participants in each city that reduced car use and 
also increased walking and cycling, relative to the proportions that only reduced car use. 

Switchers 

(i) The proportion of campaign participants that reduced car 

use and increased active mobility 

(ii) (The sample size) 

(iii) (The proportion of campaign participants that only reduced 

car use)  

City During the campaign* After the campaign** 

Antwerp 3%  (15)  (7%) 4%  (16)  (10%) 

Donostia S.S 21%  (104)  (34%) 1%  (5)  (2%) 

Gdansk 30%  (118)  (42%) 27%  (34)  (36%) 

Hounslow PTP 9%  (25)  (12%) 31%  (9) (35%) 

Hounslow BTS 28%  (68) 28%  (19) 

Vienna 2%  (16) (6%) 4%  (17) (8%) 

Total 13%  (346) (20%) 7%  (100) (12%) 

* Between the baseline and first after survey 

** Between the first and second after surveys 

 

Although samples are small, we can see differences in the proportion of switchers in each city. During 
the campaign, Antwerp and Vienna had the lowest proportion of switchers (42 per cent each), while in 
Hounslow, Gdansk and Donostia San Sebastian; it was significantly higher (76, 72 and 62 per cent 
respectively). The proportions of switchers in each city in the three months after the campaign were 
slightly higher, though sample sizes were too small. 

 

4.3 Who changed their mobility behaviour as a result of SWITCH? 

 

Each of the detailed city evaluation reports provides figures on all of the dimensions of those who 
reduced car use and increased walking and cycling. In this overall report we will not show the many 
figures that this analysis contains. Instead we provide a summary of the main results. 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 44 of 112 

 

4.3.1 Who reduced the use of their cars? 

The gender of those participants that reduced their car use was proportionate to the type of life change 
group selected. Controlling for this allows the analysis to assess whether men or women were more 
influenced by the SWITCH messages across the five cities. Based on the figures measured at the first 
after survey when the campaign closed, the results show that the differences are not so large, although 
they vary between the cities. In Donostia San Sebastian, men were more responsive to the message 
than were women (38 and 30 per cent of each group respectively), in Gdansk, the pattern was reversed, 
with 45 per cent of women responding to the message compared with 34 per cent of the men. In 
Hounslow, there was no difference. There was no really conclusive evidence to say that one gender was 
more responsive to SWITCH to reduce the use of their cars. 

In terms of the age of SWITCH participants reducing their car use, controlling for the effect of the life 
change groups, and accepting the low sample sizes, we can see that the SWITCH influence crossed all 
age groups. For example, in Donostia San Sebastian, the differences in the proportions of participants in 
each age group reducing car use were marginal – 40 per cent of those aged 16 to 29 years, 32 per cent 
of both those aged 30 to 44 years and 45 to 60 years. 

Did the customised information make the campaign participants more likely to reduce their car use? 
Most participants opted to receive the information and advice, so the samples that refused it and 
reduced their car use were too small to test this. 

Participant’s responded to a question in the baseline survey about their likelihood of reducing their car 
use. While the samples are small, the data provided an opportunity to see if this likelihood reflected in 
what actually happened during the campaign.  

In Antwerp, 54 participants reduced the use of their cars up to 3 months after the campaign finished. Of 
these participants, 72 per cent were those that used cars but already had mobility patterns dominated by 
walking and cycling. In other words, they were already tuned to these modes and made the effort to 
reduce their car use even more. In Donostia San Sebastian, 43 per cent of those who reduced their car 
use fell into this category, as did 62 per cent in Gdansk, 35 per cent in Hounslow and 70 per cent in 
Vienna. 

Two categories could be described as ‘nudge’ categories, i.e. they were participants who “were thinking 
of reducing car use but did not know how’ or ‘had done nothing about it’. While one would have thought 
that the PTP would have had a bigger impact on these groups, the results show for three cities that the 
switches were less than expected: 15 per cent of those reducing car use in Antwerp and 13 per cent in 
Hounslow and only 9 per cent in Vienna. However, the proportions were significant in two cities: 38 per 
cent of those reducing car use in Donostia San Sebastian and 24 per cent in Gdansk. Interestingly, of 
those who stated that they would like to reduce their car use ‘but it was impossible’, in some cases 
discovered possibilities. For example in both Donostia San Sebastian and Gdansk, 15 and 14 per cent 
respectively of those who reduced their car use had thought it ‘impossible’ prior to the campaign. 

The small sub-sample sizes from the 440 SWITCH campaign participants in the five cities made an 
analysis of the characteristics of that reduced car use difficult. However, the results from some of the 
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samples (for example in Donostia San Sebastian and Gdansk) do give flavour of which people left their 
cars at home as a result of SWITCH. Interestingly, of all participants across the five city campaigns, 57 
per cent were already using walking and cycling as their main modes. However, 24 per cent of the 440 
participants that reduced their car use were in the process of working out how to do so. These were the 
two primary groups influenced by the PTP and gaming exercises. In addition, 12 per cent had discovered 
that the impossibility of reducing their car use was indeed possible. 

 

4.3.2 Who increased walk trips? 

In Antwerp, only 5.5 per cent of the participants increased their walk trips as a result of SWITCH. This 
was the lowest proportion of all 5 cities, but the primary impact of the campaign in Antwerp was on 
cycling. Those walking more in Antwerp were three times more likely to be men than women; three 
quarters of them were already ‘highly active’ (30 minutes + physical activity 5 or more days per week). In 
Antwerp, every employee received a customised information pack for their workplace: of those who 
increased their walk trips, 53 per cent opted for a PTP interview and 47 per cent declined. This 
proportion was the lowest of all 5 cities but underlines the effectiveness of the effort made to produce 
customised mobility guides, which almost half of the Antwerp participants felt were sufficient.  

Three categories of attitudes to reducing car use related to lifestyles that, for different reasons, were 
already dominated by walking and cycling: ‘I already use non-car modes’, ‘I have no reason to reduce 
car use (because the balance of mode use is perceived to be about right) and ‘I have no access to a 
car’. In Antwerp, of those increasing their walking, 62 per cent fell into these three categories. However, 
38 per cent of those increasing walking had stated that they were thinking of reducing car use prior to the 
campaign. 

Donostia San Sebastian produced 1254 additional walk trips per week: 53 per cent made by women and 
47 per cent made by men. Those walking more were mainly in the middle aged groups, where a majority 
of residential moves occurred (51 per cent), although 26 per cent were aged under 29 years and 18 per 
cent over 45 years. Participants with all levels of physical activity increased their walk trips, the 
proportionate increase in walk trips being higher among those with higher physical activity levels. Almost 
all of them had opted to receive customised information and advice (90 per cent). As in Antwerp, those 
participants that were encouraged to walk more came from the three groups (see above) that stated they 
already walked and cycled as their main modes. These groups accounted for 71 per cent of the 
participants walking more. 

In Gdansk, two additional walk trips to every one were likely to be made by a woman than a man – 
reflecting the higher number of women than men who undertake school escort trips. Almost 90 per cent 
of the participants walking more opted to receive the customised information and PTP advice. 
Interestingly, while 58 per cent of the participants that increased walking already had lifestyles where 
walking and cycling were habitually used, as many as 42 per cent were in the groups looking to reduce 
their car use. This explains the high level of switching witnessed in Gdansk. 

In Hounslow, the number of campaign participants that increased their active mobility (80) was more 
than twice the number of those who reduced their car use (34). Over 90 per cent of the reduction in daily 
car use by parents was matched by increases in walking, indeed 28 per cent of all campaign participants 
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did state that they walked more after the campaign. As discussed above, parents would accommodate 
further walk trips into their travel patterns even if they used cars as a main mode. What the figures 
showed was that, as children start a new school, the pattern of car use moves from a daily habit to a 
weekly one, and the use of walking as a daily travel habit increases. Those 75 parents that increased 
their walking as a result of the campaign added an average of 78 additional minutes each to their and 
their children’s weekly physical activity levels 

 

In Vienna, those campaign participants that increased their walk trips covered all of the life change 
groups: Medical advice (11 per cent), residential movers (39 per cent), people with other life changes (30 
per cent) and those with no life change (control group) (20 per cent). The Vienna pattern followed that in 
in most of the other campaigns – 3 in 4 participants had opted to receive customised information, only 22 
per cent of the participants were in groups not already walking and cycling regularly (5 per cent wanting 
to reduce car use but not put into practice and 17 per cent wanting to reduce but ‘impossible’). The 
participants that increased their walk trips were of all physical activity levels, like the other cities; 
although the participants with higher levels were more predominant after the campaign. 

 

4.3.3 Who made more cycle trips? 

Cycling is the primary mode of travel in Antwerp and it formed the major behavioural change in SWITCH. 
Sixty per cent of participants that increased their cycling had opted to receive PTP interviews. In contrast 
to walking, 84 per cent of the participants making additional cycle trips were men. An important finding 
was that 58 per cent of the participants that made more cycle trips were previously sedentary or had only 
low physical activity levels (i.e. 1 or 2 days per week with 30+ minutes of physical activity). This shows 
that the health messages were reaching those most in need of additional physical activity. While those 
increasing their walk trips in Antwerp were those that had anticipated reducing their car use, those 
increasing their cycle trips were those lacking access to a car (47 per cent) or already using active 
modes as a regular habit (34 per cent). 

In Donostia San Sebastian, 897 more cycle trips were made as a result of SWITCH. A dominant 88 per 
cent of these participants had opted to receive the customised information. In contrast to Antwerp there 
was a gender balance among those who increased their cycling (53 per cent women and 47 per cent 
men). A majority of those cycling more (61 per cent) were middle aged with roughly one in five aged less 
than 29 or over 45. Like in Antwerp, the majority of those cycling more either had no access to a car or 
already used active mobility (60 per cent combined). However, 14 per cent had stated that they wanted 
to reduce their car use but had not done anything about it/did not know how, and a high 23 per cent had 
thought reducing car use impossible at the start of the campaign. 

In Gdansk, the women participants that increased their cycling outnumbered the men by a ratio of 3 to 1. 
Three quarters of the participants had opted to receive the customised information and advice (77 per 
cent) and over half of them already had average to high levels of physical activity. While in other cities, a 
majority of the participants taking up walking and cycling were from groups that already used active 
modes, in Gdansk, only 1 in 3 participants fell into this category. One in four participants had been 
considering reducing the use of their cars and were clearly influenced by SWITCH to do so. However, 
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what is striking is that 41 per cent of those making additional cycle trips were those who, at the start of 
the campaign, had thought reducing their car use impossible.  

There was little switching to cycling in Hounslow; only a few participants. The focus groups underlined 
the fears people had for the safety of cycling in the Borough of a major capital city. If such fears could be 
overcome, the activity benefits of cycling were clear. While only 5 participants had increased their use of 
bicycles after the campaign, they added 48 minutes each per week to their activity level. 

 

In Vienna, those with no access to a car made two thirds of the additional cycle trips generated: 
participants that already walked and cycled regularly made a further 23 per cent. Only one per cent of 
the participants stated that they wanted to reduce car use but did not know how. This was the primary 
group that reduced car use, so we can conclude that those switching from car in Vienna did not replace 
them with cycle trips, as happened in Antwerp. A majority of the cycle trips were produced by those that 
had just moved residence or from the control group with no life change. Of interest is that the ‘other’ life 
change group that produced a majority of the reduction in car use, did not feature at all for increasing 
cycle trips. 

 

4.4 Did attitudes change? 

 

Did the SWITCH campaign produce significant changes to the participant’s attitudes to reducing their car 
use? Using the overall ‘European’ sample from all five campaigns, Figure 4.4 has shown the breakdown 
of participants’ attitudes at the start of the campaigns. Table 4.4 below shows how the pattern of their 
attitudes changed during the campaign; measured by the responses to the same question when the 
campaign closed (i.e. the ‘first after’ survey). 

The results of the analysis are clear. Just over half of all campaign participants (54 per cent) did not 
change their attitudes to reducing car use at all. Indeed the proportions of campaign participants citing 
each attitude before and after the campaign were almost equal – the maximum difference being within 3 
percentage points. However, it is to be underlined that 46 per cent did change their attitude. 

 If we take out those responses on the central diagonal of Table 4.4, where attitudes were the same, 
some larger differences do show up. The proportion of those who changed their attitude and stated that 
they ‘had no reason to reduce car use’ before the campaign, dropped by 41 per cent by the end of the 
campaign. These people changed to either reemphasising that they already used non-car modes and 
would continue to do so, or saw reducing their car use as ‘impossible’. In contrast, the proportion of 
those who changed their attitude and stated before the campaign that they ‘already used non-car modes 
and would continue to do so’, dropped by 32 per cent by the end of the campaign. Of these participants, 
just over one third reemphasised that they already had a balance of car use and active modes and saw 
no reason to change. The other two thirds were at stages of reconsidering further reductions in car use 
as a result of the campaign (would like to but ‘impossible’, have not done anything about it, do not know 
how). 
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The changes in attitudes to car use therefore underline the results of the mobility behaviour changes. 
That is, a balance between those resistant attitudes to reducing car use (54 per cent), and those looking 
for ways to reduce car use with a range of attitudes as to the possibility of doing so (46 per cent). The 
campaign therefore succeeded in moving the attitudes of almost one in two participants. The analysis 
also highlighted that many participants that reemphasised a positive attitude to reducing car use, were 
those already walking and cycling as main modes of transport. 

Table 4.4: A comparison of the attitudes to reducing car use at the start of the campaign with 
attitudes at the end of the campaign 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Baseline 

1st After Survey 

Total 
No 

reason 
to 

reduce 
car use 

Like to 
reduce car 

use but 
impossible 

Thinking 
about 

changing 
but 

unsure 
how 

Aim to 
reduce but 
have not 
put into 
practice 

Do not 
own / 
have 

access to 
a car 

Use non-
car 

modes 
and will 
maintain 

No reason to 
reduce car 

use 

113 67 10 26 25 130 371 

Like to 
reduce car 

use but 
impossible 

44 173 42 40 5 43 347 

Thinking 
about 

changing but 
unsure how 

13 33 20 13 4 33 116 

Aim to 
reduce but 

have not put 
into practice 

14 24 15 67 7 41 168 

Do not own / 
have access 

to a car 

28 14 2 7 341 100 492 

Use non-car 
modes and 
will maintain 

79 53 13 26 92 488 751 

Total 291 364 102 179 474 835 2245 
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Did the changes in attitudes reflect in the way the campaign affected participant’s mobility behaviour? 
Table 4.5 compares the attitudes measured at the start of the five campaigns, with the proportions that 
reduced their car use, increased walking and increased cycling – using the combined ‘European’ 
database. 

What is striking about the results is that, within each attitude category, the proportions reducing car use, 
increasing walking and increasing cycling are in roughly the same proportions as the proportion of 
participants having that attitude. For example, 20 per cent of all participants felt that reducing car use 
was impossible. The campaign was able to show many in this group that it was possible: this group 
contained 18 per cent of those who did reduce car use, 21 per cent of those who walked more and 21 
per cent of those who cycled more. The exceptional category were those who saw’ no reason to reduce 
the use of their cars (17 per cent of all participants). Despite this reluctance, this group contained 10 per 
cent of those who did reduce their car use, 10 per cent of those who increased walking and 5 per cent of 
those increasing cycling. 

Table 4.5 A comparison of the opinions of all SWITCH campaign participants to reducing car use at the 
start of the campaign compared with the behaviour changes that resulted (percentages) 

Opinions at the start of 
the campaign (baseline 

survey) 

Proportion of 
all campaign 
participants 
having this 

opinion 

Proportion of those 
who reduced car 

use in each 
‘opinion group’ * 

Proportion of 
those who 
increased 

walking in each 
‘opinion group’* 

Proportion of 
those who 
increased 

cycling in each 
‘opinion 
group’* 

No reason to reduce car 
use 17.0 10.7 10.2 4.9 

Like to reduce car use but 
impossible 19.6 17.8 21.2 20.5 

Thinking about changing 
but unsure how 6.1 7.3 7.1 6 

Aim to reduce but have 
not put it into practice 7.9 12.7 10 11.9 

Do not own/have access 
to a car 21.0 22.6* 22 25.7 

Use non-car modes and 
will maintain 28.5 29 29.4 30.9 

Total 100 100 100 100 
Sample size 4801 498 750 416 

* Measured at the first after survey when the campaigns closed 

What the results are showing is that the SWITCH campaigns are able to make those participants with 
seemingly more resistant attitudes to reducing their car use, take up more active mobility. Furthermore, 
the campaign, through its health messages, encouraged those car users already actively walking and 
cycling to do more of it. 
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5 Evaluating the wider impacts 

5.1 Traffic related impacts 

 

The SWITCH campaign evaluation did not collect data on the relative changes in traffic levels or of the 
pollution levels generated (either ‘in travel’ or ‘background’ pollution). Where the life change group is 
spread across the city, the impact of the behavioural changes from the campaign will not be noticeable. 
Where the reduction in car use is tied to specific locations and times, and the reduction is large enough, 
then a traffic and pollution impact may be observed. 

In the SWITCH campaigns, the proportions of campaign participants that reduced their car use ranged 
widely from 5.1 per cent in Vienna to 35.8 per cent in Gdansk. In Gdansk, where the life change group 
was all children starting a new school year (effectively all of the children at the school), and the 
campaign was limited to three schools only, the size of the reduction in the number of people reducing 
their car use would have an impact on traffic congestion at school peak hours. This would impact on 
slow moving traffic and parking congestion at the school site. Additionally, the reduction in the number of 
cars with idling engines, as parents drop off/collect children, would reduce the concentrations of air 
pollutants in the vicinity of the school entrance. Unfortunately, no data were collected for analysis. In 
most of the other sites, the impact of the behavioural change is city-wide (for example residential 
moves), with no traffic impact. In Antwerp, there was a 10 per cent reduction in car use (68 commuters). 
Were these values to reflect the behaviour changes of a larger number of commuters in the campaign, in 
a close-knit area of workplaces, then there could also be localised impacts at peak hours; particularly if 
SWITCH were part of a wider package of measures to deter car use, as was the case in Antwerp. 

 

5.2 Energy and carbon dioxide emission impacts 

 

Tables 5.1 and 5.2 show the savings in energy and carbon dioxide emissions saved per week as a result 
of the SWITCH campaigns.  The savings generated during the whole campaign period are shown in 
Figures 5.1 and 5.2. Small reductions in car use can have significant energy savings. The largest energy 
savings were produced in Antwerp, 58,9 per cent of all of the energy savings across the five campaigns: 
only 68 motorists produced these savings.   

 

The primary aim of SWITCH is to transfer short car trips to active mobility. In Antwerp, the primary target 
group was commuters to workplaces. This generated a life change group of commuters with trip lengths 
considerably longer than the other four campaigns. The behavioural changes achieved from these trips 
to public transport and cycling saved more energy and CO2 emissions than did the trips in other 
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campaigns where the life change group consisted of shorter car trips. For example in Gdansk, 278 
motorists produced 11.14 per cent of the total energy and CO2 saved, as the sample were people 
reducing short car trips to and from school. The total monetary savings per week generated by the 
reductions in car use across the five campaigns was 3247.31 Euros. Of this monetary saving, the 
proportion contributed by the carbon dioxide emission savings was only 7.7 per cent. 

Table 5.1: The campaign generated savings in litres of fuel per week as participants reduced their 
car use 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.1: The campaign generated savings in litres of fuel over the whole campaign period as 
participants reduced their car use 
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City 
Litres of fuel saved 

per week 

Monetary 
equivalent 

(Euros) 

Per cent of total 

fuel cost 

savings 

Antwerp 1366.00 1776.84 58.92 

Donostia S.S. 113.94 148.11 4.92 

Gdansk 258.48 336.02 11.14 

Hounslow PTP 91.8 119.34 3.96 

Hounslow ICT 146.33 190.22 6.31 

Vienna 342.24 444.91 14.75 

Total: all cities 2318.79 3015.44 100.00 
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Below we discuss the cost effectiveness of the campaigns. If we were to assume a degree of up-scaling 
in some campaigns such as Gdansk and Hounslow, to account for those who reduced car use but did 
not complete the after questionnaires, the cost effectiveness of these campaigns could be further 
reduced through the higher energy and CO2 savings achieved. 

Table 5.2: The campaign generated savings in kilograms of carbon dioxide emissions per week 
as participants reduced their car use 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.1 The campaign generated savings in kilograms of carbon dioxide emissions over the 
whole campaign period as participants reduced their car use 

These energy and CO2 benefits of the SWITCH campaign are evaluated, as a freestanding campaign, 
undertaken as part of the SWITCH validation. In many applications, a SWITCH campaign would be 
introduced as part of a package of measures, usually related to the introduction of a measure on the 
ground. In the project, only Antwerp was in this position and generated the largest savings. Applying the 
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Per cent of total 
CO2 cost 
savings 

Antwerp 3415.00 136.60 58.92 

Donostia S.S. 284.85 11.39 4.92 

Gdansk 646.20 25.85 11.14 

Hounslow PTP 229.50 9.18 3.96 

Hounslow ICT 365.82 14.63 6.31 

Vienna 855.60 34.22 14.75 

Total: all cities 5796.97 231.87 100.00 
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lessons of this evaluation could further increase the behavioural shift from using cars and reduce the 
payback levels for the investment in SWITCH to even shorter periods. However, the energy and carbon 
dioxide emission savings through reduced car use are only one side of the ‘switch’. Additional benefits 
accrue from those that increased their walking and cycling on the other side of the ‘switch’. 

 

5.3 Health benefits 

The benefits of SWITCH have two dimensions: 

• Car reduction related benefits – traffic reduction, congestion reduction, energy savings, carbon 
dioxide emission savings, cleaner air, safer, and more secure travel. 

• Active mobility related benefits – health, well-being and longevity. 
 

As with mobility benefits, there are overall public health benefits and there are the benefits to individual 
campaign participants. The first, aggregate analysis uses statistics measured on larger populations using 
average values and statistical distributions for active mobility indicators (for example, distance, minutes 
etc.) to assess the well-being of the population as a whole. Individual health benefits require the 
campaign to understand the health status of the participant at the baseline, and after the campaign; 
based on more detailed health indicators.  

 

If doctors and community nurses could provide participants with specific regimes and limits for their 
active mobility, SWITCH could customise the general health advice given in SWITCH in the same way 
that customised mobility information is provided. Unfortunately the attempts in SWITCH to liaise with 
medical centres were unsuccessful, despite considerable efforts by the campaign teams in DSS and 
Vienna. While the mobility advice could be customised, the health messages remained as messages for 
the public. The ICT devices such as the smart wristbands, smart phone apps. did assist participants to 
customise the general messages to their personal performance (for example in Vienna), but the 
customised advice to assist the interpretation was absent. 

People value their health and their lifespan and yet, outside of traffic accident analysis, health appraisal 
has not become a feature of standard transport cost benefit assessment procedures. This issue is now in 
sharper focus because health and well being are an integral part of the process to achieve sustainable 
mobility. 

The World Health Organisation (WHO) recommendation is that “adults should do at least 150 minutes of 
moderate-intensity aerobic physical activity throughout the week or do at least 75 minutes of vigorous-
intensity aerobic physical activity throughout the week, or a combination (WHO, 2010). The 
recommendation of 150 minutes per week translates into 11.25MET hours/week. Activities should occur 
in bouts of at least 10 minutes. These recommendations provided the primary guidance for SWITCH, but 
the project also assessed the wider research literature. 

5.3.1 What do we know? 
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Physical inactivity is a significant and growing contributor to the burden of disease. In this context, 
physical activity is considered as the ‘best buy’ in preventative medicine. The range of health benefits 
and the reduced risk of disease through engaging in more physical activity are shown in Table 5.3. In the 
last 10 years, there has been a growth of interest in understanding these health benefits and SWITCH 
was able to capitalise on the results of some excellent state of the art review work published in 2015, 
during the project: in addition to earlier key references. This work has enabled an assessment to be 
made of the impacts that the five campaigns had on the health status of the participants. 

Table 5.3: The health effects of physical activity in adults 
 (Source Gotschi et. al, 2015) 

Physical activity benefits: Physical activity reduces 
the risk of: 

Life expectancy 

Cardiorespiratory 

fitness, Musculoskeletal 

fitness, Healthy body 

weight 

Healthy body composition 

Bone health, Sleep quality 

Quality of Life, Independent 

mobility, Cognitive function 

Coronary heart disease, High 

blood pressure, Stroke, Type 

2 diabetes, Metabolic 

syndrome, breast and colon 

cancer, Depression, Falls 

 

To summarise the current knowledge: 

• Increasing physical activity reduces the risk of contracting a number of diseases and increases 
life expectancy. In addition, it improves cardiorespiratory fitness, reduces obesity and sedentary 
behaviour. (Gotschi et. al, 2015). 

• The reductions in health risks if people engage in active mobility are substantial: “30 per cent for 
mortality, 20 to 35 per cent for cardiovascular disease, coronary heart disease and stroke, 
between 30 and 40 per cent for type 2 diabetes, 30 per cent for colon cancer and 20 per cent 
for breast cancer” (Gotschi et. al, 2015). 

• Evidence shows that people with the lower levels of activity benefit the most from engaging in it. 
People that move from the sedentary to average or high levels of physical activity, reduce their 
mortality risk by 19 per cent (average activity) and to 24 per cent when moving from sedentary 
to high levels of active mobility (Carnethon, 2009). 

• The physical activity benefits of cycling are the dominant benefit among a wide range of benefits 
analysed from a public health perspective (Garrard et. al, 2012). Safety risks cause a smaller, 
negative impact on public health but have a greater role on individual health. Air pollution 
impacts are small compared to physical activity benefits. 

• It has been estimated using data to assess the impact of switching 500,000 short car trips to 
cycling that the impacts of exposure to air pollution would lose cyclists up to 40 days of life 
expectancy. However, they would gain between 3 to 14 months additional life expectancy from 
the extra physical activity undertaken (Hartog et.al, 2010, reported in Doorley et al 2015) 
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5.3.2  How are the health benefits of active mobility measured? 

A recent extensive review by Doorley et. al. (2015) has examined the research to quantify the health 
impacts of active mobility. Almost all of the studies reviewed were based on hypothetical data and impact 
simulation. They conclude that reliable data on active travel modes is largely unavailable. In addition, the 
more promising methods examined, for example using activity-based analysis, were too data intensive 
and costly for wider application. 

The HEAT model, developed by the WHO, is the most widely used tool; based on the value of changes 
in mortality. Mortality is measured by the Value of a Statistical Life (VSL). Some approaches argue that 
the model should be extended to include the impact of active mobility on reducing morbidity. However, it 
is argued that this would produce less precise results. At the present time, there is much professional 
debate on which measures are the most appropriate. 

Burden of Disease (BOD) is the morbidity measure that accounts for the impact of disease, combining 
years lost and years spent in poor health. In monetary terms, morbidity is measured in Disability 
Adjusted Life Years (DALYs). Those studies based on morbidity assessments produce more 
conservative results than do those using the HEAT model unless the range of diseases included is large 
(for example to include the impacts on depression).  

Physical activity is measured in terms of distance and time spent in active mobility (as analysed in the 
SWITCH campaigns, or by measuring the Metabolic Equivalent of Task (MET) hours, or energy 
expenditure. The most appropriate method depends on the data available and the period of measuring 
the impact during the campaign (i.e. the Dose Response Function or DRF). In SWITCH, the assumption 
is made that the behaviour change from the campaign duration (i.e. the DRF), lasting a few weeks, will 
be sustained over the longer term. 

A comprehensive review of METs is provided in Jette et. al, (1990). METs measure the oxygen 
consumed for different activities, based on a MET value of zero when sitting at rest. It provides a simple, 
practical tool for measuring the energy cost of activities such as walking and cycling. It can define the 
aerobic power of individuals and the active mobility intensity levels in which they can safely participate. 
Table 5.4 provides some examples of METs and their energy equivalent values for walking and cycling 
actions. 

 Active mobility fewer than 4 METs are not beneficial for cardiorespiratory fitness. However, they may 
provide a sufficient stimulus for those whose active mobility baseline is under 6 METs – for example 
sedentary persons undertaking walking and cycling activities in the 5 to 8 MET range. The SWITCH 
campaigns did see an increase in active mobility from those groups who had only sedentary and 
moderate physical activity levels at the baseline stage. METs enable the functional capacity of each 
campaign participant to be assessed at the baseline, and a sensible regime to increase active 
mobilitrecommended. Unfortunately the life change groups relating to medical advice were unsuccessful 
in recruiting many campaign participants to take this dimension forward. However, for future SWITCH 
actions, customised information linked to medical advice and an MET assessment would provide the 
level of personal health advice for active mobility to match the mobility advice provided by the PTP 
exercise. 
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Table 5.4: Metabolic Equivalent Task measurements and their energy equivalent values for 
walking and cycling actions. 

Mode METs * Watts equivalent ** 

Walking  

3km per hour 1.8 32 

5km per hour 3.2 56 

7km per hour 5.3 93 

Cycling  

10km per hour 4.8 84 

15 km per hour 5.9 103 

20km per hour 7.1 124 

* Energy expenditure as a multiple of the resting rate, ** value for an individual weighing 70 kilograms 

The literature reviewed in recent articles underlines that the method of calculating health benefits varies 
widely, depending on the approach used, but the physical activity benefits of active mobility dominate 
over other factors for all methods. The impacts related to air pollution are relatively small. Traffic collision 
risks for pedestrians and cyclists are negative and comparable to the benefits from physical activity (with 
the exception of those impacted personally by accidents). However, these estimates do not take account 
of the fact that increases in pedestrians and cyclists (‘safety in numbers’) will reduce accident risks, as 
will the recognition that accident risk does not increase in a linear fashion with traffic volumes. 

Doorley et. al. (2015) conclude from their review of some 78 pieces of research that: “Physical activity 
has been consistently shown to be the most significant determinant of the health impact of active travel 
but the magnitude of the impact is still difficult to quantify due to wide variations in the results of different 
models and tools. A consensus on the best approach would increase the credibility and policy relevance 
of these studies” 

 

5.3.3 The health messages in SWITCH 

A campaign has two key elements, a message and a method of communication. Both of these are bound 
up in the SWITCH approach. The health messages were a key element of the approach and were 
introduced at several stages of the campaign: 

• At the recruitment stage and during launch events 
• Information within the customised ‘Information packs’ sent to participants after they 

completed the service sheet (or to all participants in Antwerp) 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 57 of 112 

• During the PTP interviews 
• At the periodic review points with schools during the Beat the Street and Traffic Snake 

Games. 

Unfortunately the details of the health messages provided, the influence strategies and the nature of the 
message content have not been provided for the evaluation. In hindsight, it would have been beneficial 
to validate a set of messages to promote and educate the health benefits of active mobility in a more 
systematic way – to provide guidance to followers. This could have been based on best practice 
messaging from the public health sector for example. 

SWITCH health messages were of a general nature: for example, in Antwerp, a general mobility 
message was provided in the text of the Mobility Guides produced for workplaces and there was also a 
‘Health Factsheet’ in paper and on-line. Hounslow included an ‘Active Mobility Flyer’ in its information 
pack for people to select. Vienna had a brochure, ‘Daily physical activity works’ and so on. Material 
provided by all of the cities was combined with on-line information sources and face-to-face contact at 
various campaign stages. The combined impact was a strong general health message that greatly 
increased the awareness of the issue (see below) and generated mobility behaviour change. 

 

5.3.4 The health benefits measured in the SWITCH campaigns 

 

The evaluation in SWITCH incorporated the results of the review of health impacts. Rather than a 
customised health advice approach based on a health assessment at the baseline using METs, the 
evaluation has measured six elements: 

• The changes in minutes and kilometres travelled on foot or by bicycle as a result of the 
campaign. These variables have been analysed in each city and are reported in the 
individual city evaluation reports. 

• How many days per week they engaged in at least 30 minutes of active mobility, of an 
intensity that would raise their heart and breathing rates – following WHO guidelines. 
These statistics were grouped into 4 categories: sedentary (0 days per week), moderate 
(1 or 2 days per week), average (3 or 4 days per week) and high (5 or more days per 
week). This grouping was used as 7-day point scales can produce uneven responses (for 
example it is known that people would choose 5 or 7 days and underscore on 6 days). 

• The baseline figures provided a view on the overall levels of fitness of the campaign 
participants, based on all of the physical activity they undertake. For the after surveys, the 
analysis used only those participants who had increased their walking and cycling during 
the campaign, to assess changes in reported physical activity levels. 

• The questionnaire also asked campaign participants to what extent they agreed with the 
statement that more active mobility improved their health. This question was asked in the 
after surveys and panel analysis was used to assess if the campaign had influenced the 
participants to increase their level of agreement. 

• The Hounslow Beat the Street campaign also assessed changes in level of fitness 
through changes in walking speeds during the campaign. 
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• The HEAT assessment tool has been used to estimate the overall health benefits of the 
campaigns. 

 

5.3.5 Increased levels of active mobility 

 

SWITCH had a positive impact on increasing active mobility (Figure 5.4). Taking the overall European 
dataset across the five cities, just over 30 per cent of the campaign participants increased their walking 
during the campaign and 17 per cent increased their cycling.  

We can see that, while the primary energy savings through reduced car use was in Antwerp, the primary 
health benefits through more active mobility were in Gdansk and, to a lesser extent in DSS: 54 per cent 
of all of the additional minutes walked were in Gdansk (21 per cent in DSS). The reverse was true of 
cycling where 37 per cent of all additional minutes generated by bike were from DSS and 31 per cent in 
Gdansk. While the values for Antwerp and Vienna were much lower, these two cities had much higher 
levels of walking (Vienna) and cycling (Antwerp) at the baseline, due to a longer tradition of using these 
modes. Overall, two thirds of the additional minutes of active mobility generated were on foot and one 
third by bicycle. 

 

 

Figure 5.4: the number of additional minutes of walking and cycling generated per week by the 
campaigns in each city 

 

5.3.6 Increased levels of physical activity 

The data on the levels of physical activity for campaign participants, shown in Section 3, provide a 
baseline position for the level of fitness of the participants to engage in additional active mobility. This 
question was repeated in the after surveys to track if these levels changed during the campaign, using a 

3299	

13290	

34105	

5872	 6823	5245	

12217	 10107	

240	
5287	

0	
5000	
10000	
15000	
20000	
25000	
30000	
35000	
40000	

Antwerp	 Donos6a	S.S	 Gdansk	 L.B	Hounslow	 Vienna	

Increase	in	ac6ve	mobility	in	minutes	per	week	

Minutes	increase	walking	 Minutes	increased	cycling	



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 59 of 112 

panel analysis. The responses were limited to those who stated that they increased active mobility, to 
reduce the chance that the change was due to other types of physical activity. For the cities with lower 
proportions of the total additional minutes of active mobility achieved, the results were inconclusive with 
other activities clearly clouding the picture. In contrast, where the proportion of the overall number 
minutes of active mobility increased was higher, a clearer pattern did emerge: shown in Figure 5.5 below 
for Gdansk, where the campaign had the largest impact on increasing active mobility. 

 

 

Figure 5.5: The changes in the distribution of participant’s levels of physical activity before and 
after the campaign (2-wave panel) 

 

The figure shows that the campaign reduced the number of participants in the lower physical activity 
categories and increased those in the high physical activity category.  

Figure 5.6 below assesses, for the whole ‘European’ campaign, how the increases in walking and cycling 
in the five cities were distributed among the categories of participant’s physical activity. The figure clearly 
shows increases in physical activity among campaign participants at all levels of physical activity for both 
walking and cycling. The health impacts will be greater among those at previously lower levels of activity. 
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Figure 5.6: The increase in the additional minutes travelled on foot and by bicycle between the 
baseline and first after survey, by participants in 4 levels of physical activity – for the 5 

campaigns combined. 

5.3.7 Increased levels of fitness  

 

In the Hounslow ICT-based (Beat the Street) campaign, an analysis was undertaken of the changes in 
the walking speed of campaign participants (Figure 5.7). The average walking speed of all campaign 
participants increased from a mean value of 4.4 km per hour in week 1 to 5.4 km per hour in week 6 
(sample size 973, based on a two wave panel). This overall improvement was not measured among 
those participants aged over 50 years, those with long-term health conditions or Type 2 diabetes. 
However, there was a significant increase in the walking speeds of those with the lowest level of physical 
activity prior to the campaign – 4.3km per hour in week 1 to 5.1 km per hour in week 7 (sample size 357, 
2 wave panel). The campaign witnessed a consistent rise in the average walking speed during the 7 
weeks of the campaign. 
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Figure 5.7: Hounslow Beat the Street game: Increased walking speeds of campaign participants 
during successive weeks of the campaign (Source: The Evidence Centre, 2015) 

 

5.3.8 Awareness of the health benefits of active mobility  

Despite the lack of a messaging strategy for the project overall, the individual cities provided active 
mobility and health information through the recruitment process, within PTP information packs and at 
PTP interviews. This had a clear impact on the level of awareness of the issue, as shown in Figure 5.8. 
The figure shows the clear pattern to emerge in the comparison of many campaign attributes, namely the 
division between Antwerp and Vienna with high existing levels of active mobility, and the other three 
cities where the culture of ‘healthy mobility’ was less developed.  

The information benefits of the campaigns were most marked in those cities where the level of active 
mobility increased the most – Gdansk and DSS, although Hounslow also had a high rate of increased 
awareness. The gamification in Gdansk and Hounslow could have played an important role in 
strengthening the health message by active engagement. 

Less than 1 in 4 participants in Antwerp and just over one in two participants in Vienna felt better 
informed about the health impacts of active mobility after the campaign: despite the already high level of 
active mobility and health awareness. In contrast between 70 and 80 per cent of participants in DSS, 
Gdansk and Hounslow felt better informed and the SWITCH campaign had clearly had a positive impact 
on mind-sets in those cities. 
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Figure 5.8: The impact of the SWITCH campaigns to better inform participants of the health 
impacts of active mobility. 

 

5.3.9 Estimating the overall health benefits 

 

The health benefits of the SWITCH campaigns have been very significant, alongside the benefits 
measured for energy and carbon dioxide emission savings. The combination of verbal, on-line and 
printed media to communicate the health message of SWITCH had a significant impact on raising 
awareness of the issue, and changing mobility behaviour. The impacts measured across the five 
campaigns have increased those walking by 30 per cent and cyclists by 17 per cent. Average speeds in 
Hounslow Beat the Street increased by 18 per cent during the campaign as fitness levels improved. The 
campaigns produced 63389 additional minutes walking and 33096 minutes cycling.  

In the review undertaken above, it is clear that a lively professional debate continues as to the most 
accurate way to measure health impacts. At the present time, the most well used method is the HEAT 
tool developed by the World Health Organisation (2010). We have therefore used HEAT to calculate the 
monetary benefits of the increases in active mobility measured for the overall European sample of 
campaign participants that increased their active mobility: separately for walking and cycling. This 
analysis is included in Section 6 below. 
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6 Costs and cost effectiveness 

6.1 Costs 

The total costs of the SWITCH campaigns plus their evaluation are shown in Figure 6.1. Allowing for 
some differences in labour rates, the costs of the campaigns were broadly equal. The reason for the 
comparatively higher cost in Hounslow was due to the additional finance that the Borough decided to put 
into the project to expand the number of schools participating in the Beat the Street game from 4 to 15. 
The cost of the PTP-based campaign using the Traffic Snake Game in Hounslow was 79184.81 and the 
ICT-based campaign using Beat the Street was 90818.20, each campaign element being similar to the 
overall costs in the other cities. 

 

 

Figure 6.1: The overall costs of each SWITCH campaign, including the evaluation costs 

Data on the costs of both the campaign and the evaluation were provided by each city. In this way, the 
cost effectiveness of the different elements of SWITCH can be made; comparing the costs with the 
findings of the campaign process evaluation (see Section 7). It has to be stressed that the SWITCH 
project is a validation and testing of the SWITCH approach. The final cost profile that a follower city 
should consider is the outcome of this cost appraisal in the five cities, and not these values, which partly 
represent a learning process. Nevertheless, much has been learned that can improve both the cost 
effectiveness of SWITCH and the way the approach is applied. Table 6.1 below shows the costs of the 
SWITCH campaign in each of the five cities, the costs sub-divided into the campaign and evaluation 
costs. 
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Table 6.1: Breakdown of the costs of the SWITCH campaigns and their evaluation in each city 
and over all 5 cities 

 

City 

Campaign costs in 

Euros (per cent of 

total cost) 

Evaluation costs in 

Euros (Per cent of 

total costs) 

Overall cost in 

Euros (per cent 

base =100) 

Antwerp 83,812.46 (86.2) 13401.12 (13.8) 97213.58 

Donostia San 

Sebastian 
70308.00 (73.5) 25298.89 (26.5) 95606.89 

Gdansk 48607.00 (83) 9842.76(17) 58449.76 

Hounslow 

125,573 (74) 

(PTP-based 

43,011.21 (54)) 

(ICT-based 82,562 

(90)) 

44429.80(26) 

(PTP-based 

36173.60 (46)) 

(ICT-based 8256.20 

(10)) 

170002.80 

(PTP-based 

79184.81 (47)) 

(ICT-based 

90818.20(53)) 

Vienna 68717 (66) 35398.96 (34) 104115.96 

Total European  397017.46 (76) 128371.41 (24) 525388.87 

 

6.1.1 Campaign costs 

The breakdown of the campaign costs is shown in Figure 6.2 for each city. The figures show that, in 
proportionate terms, the spending on each city campaign varied considerably, campaign preparation 
being the dominant cost in DSS (74 per cent) and Gdansk (43 per cent), Antwerp being dominated by 
the spending on the service sheet and PTP, Hounslow by the ICT tool (78 per cent) and a more 
balanced spending in Vienna on all elements. 
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Figure 6.2: The costs of each SWITCH campaign 
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Table 6.1 shows that the costs of the campaigns clustered around 75,000 Euros, Vienna and DSS being 
marginally under this cost and Antwerp and Hounslow (ICT-based campaign) marginally over. The 
Gdansk campaign cost (49,000 Euros) and the differences with the other cities could be due solely to 
variations in labour rates, given the labour intensity of the approach.  

What is striking is the low cost of the Hounslow PTP-based campaign with the Traffic Snake Game 
(43011 Euros) – a cost per campaign participant recruited of only 31 Euros. The PTP-based campaign 
was on a stricter definition of life change group of the parents of children starting their first school. This 
contrasted with the larger life change group of the ICT-based campaign of parents of children starting 
any school year (effectively all school children). The samples of schools in each case were broadly the 
same. The ICT-based campaign cost almost double that of the PTP-based campaign but generated five 
times as many campaign recruits. 

Campaign preparation - In terms of the actual money spent on each item, the spending on campaign 
preparation was remarkably equal across four cities (22,000 Euros), with the exception of DSS, where it 
consumed 52,000 Euros, more than double the other two cities. This could be due to the effort made to 
produce customised information and brochures in both DSS and Gdansk.  

Campaign recruitment – Table 6.2 below shows the costs of SWITCH campaign recruitment relative to 
the number initially contacted and the number recruited. Recruitment costs for the two gamification 
campaigns through schools had significantly lower recruitment costs between 2 and 3.5 Euros per recruit 
compared with the two campaigns based on recruiting residential movers, where the costs per 
participant recruited were four times higher (9.5 to 12.7 Euros per participant). 

Table 6.2: Campaign recruitment costs 

 Antwerp DSS Gdansk Hounslow Vienna Total EU 

Recruitment cost 

(Euros) 
3659 6765 12372 10122 14652 47570 

A: People 
contacted 

3245 3135 8300 7125 4160 25965 

B: People 

registered 
752 534 5946 3052 1541 11825 

Recruitment rate 
% 

23 17 72 43 37 46 

Cost per 

participant  
€4.87  €12.7  €2.1  €3.3  €9.5  €4.0 
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Costs varied depending on the life change group. In the two cities with gamification campaigns 
(Hounslow and Gdansk), recruitment costs through school inception events were between 10,122 and 
12,372 Euros each. In Antwerp, the liaison with a few large employers reduced their recruitment costs to 
3,659 Euros, only 4 per cent of overall campaign costs. It is interesting to compare recruitment costs 
between the two sites with the life change moment of people moving residence. In DSS, where a 
database was made available, recruitment costs were kept low at 10 per cent (6765 Euros). However, in 
Vienna where such a database was found to be inaccessible for reasons of data protection, recruitment 
costs more than doubled to 14,652 Euros (21 per cent of costs). In both of these cities, considerable 
effort was spent to recruit people in the life change moment of receiving medical advice, with frustrating 
results, only 4 recruits in DSS and a more creditable 64 recruits in Vienna. 

 

The service sheet costs and PTP - interviews also varied between the cities. While recruitment costs 
were relatively low in Antwerp, the logistics of scheduling PTP interviews across the employers was very 
labour intensive – 58,000 Euros (69 per cent of costs). In the gamification sites, Gdansk and Hounslow, 
the spending on the PTP interviews and service sheet were broadly similar: 14,113 and 10,121 Euros 
respectively. However in the two campaigns for residential movers the amounts spent varied widely from 
DSS (11,330 Euros) to Vienna (20,140 Euros), reflecting the differences in the number of campaign 
recruits (1541 in Vienna and 534 in DSS). In terms of PTP costs per participant, Vienna was the more 
cost effective campaign with 13 euros per participant relative to 21 Euros per participant in DSS. 

 

The involvement of ICT - in each campaign varied and this reflected in the expenditure on this item. 
Hounslow had a dominant ICT cost related to the Beat the Street game of 82,562 Euros. The Beat the 
Street game is clearly a major cost item relative to the non-ICT Traffic Snake game, which was half of 
the cost. The Traffic snake part of the campaign cost 43,011 Euros relative to 82,562 Euros for the Beat 
the Street game. In Hounslow, the Beat the Street game involves fixed costs in terms of the density of 
the location of the ‘Beat Boxes’ employed on the streets within each school catchment. The real time 
monitoring and reporting was included as part of the game, not an evaluation cost. Recruitment and 
preparation costs for the game are included within the ICT category in Figure 6.2, the rest of the figures 
in the pie chart relating only to the parallel PTP-based Traffic Snake game. Further breakdown of the ICT 
element was not possible due to commercial confidentiality. In the other cities, ICT tools were used as 
incentives, or, in Vienna, as part of the PTP advice. In Vienna, the ICT tool advice and training 
consumed 18 per cent of the overall campaign budget (12,216 Euros).  

 

Expected costs - When a follower city wishes to adopt a SWITCH campaign, what costs can it expect to 
consume? First it does depend on the life change group that the city wishes to address, but there are 
many spending elements that cut across all campaigns: 

• Preparation costs depend on how much effort is required to engage the stakeholders and to prepare 
the customised campaign material and health messaging. In this project, campaign preparation 
costs in 4 cities were roughly 21,000 Euros. 
 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 68 of 112 

• Recruitment is very dependent on the life change group. In employment sites with good employer 
liaison, recruitment costs can be kept low (in Antwerp, 3659 Euros), for gamification campaigns with 
schools; recruitment was broadly equal between 10,000 and 12,000 Euros. The recruitment costs 
for the residential mover life change groups varied, as a result of the availability of data on recent 
moves in the city. Where a database was available, recruitment was kept to 6765 Euros relative to 
14652 Euros where such a database was not available. This is one area where cost savings can be 
made if the follower city prepares its ground by conducting a preliminary appraisal of data 
availability. 

 
• The costs of PTP customised information and interviewing in three campaigns were between 10,000 

and 14,000 Euros and larger in Vienna (20,140 Euros). Despite this being a labour intensive activity, 
the cost per participant is relatively low. For example in Hounslow, 400 of 431 participants received 
a PTP interview and customised information, a cost of only 23 Euros per participant. In Antwerp, 
while the recruitment costs were low, the decision to send the customised information and service 
sheets to all 3245 employees initially contacted increased the costs of this element to almost 58,000 
Euros, although the cost per employee was 18 Euros. In terms of PTP costs per participant, Vienna 
was the more cost effective campaign with 13 euros per participant relative to 21 Euros per 
participant in DSS. 
 

• A guide value of 20 Euros per PTP participant would be an approximate value to plan for in a follow-
up SWITCH campaign. While the costs of this phase of the campaign was dependent on the size of 
the life change group recruited, there were also some cost savings to be made from more efficient 
scheduling through closer stakeholder liaison (see the section on process evaluation). 
 

• The ICT costs were dependent on the function they were asked to perform in the campaign and the 
nature of the ICT. Where used for smart card recording of active mobility games in Beat the Street, 
the ICT costs are an integral part of the campaign. 
 

• Where used for additional personalised information (for example step counters and active mobility 
apps.), they clearly have an important role in future SWITCH-related campaigns although the 
evidence in the evaluation was not sufficient to advise on the ICT investment strategy for SWITCH 
campaigns. 

 

6.1.2 Evaluation costs 

Unlike the costs of the campaigns, which were broadly similar, allowing for differences in labour rates, 
the costs devoted to the evaluation of the campaigns varied (shown in Table 6.3). Values ranged from 
the Hounslow and Gdansk ICT-based campaigns  (8,256 and 9843 Euros respectively) to Antwerp 
(13,401 Euros) to the Hounslow PTP-based campaign (36,174 Euros). DSS, Vienna and Hounslow PTP 
were in the upper range 25,000 to 36,000 Euros. Averaging across all 5 campaigns, the mean cost of the 
SWITCH evaluation was 25,674 Euros per site. 
 
Table 6.3 also shows the cost effectiveness of the evaluation in terms of the cost measured against the 
dropout rate experienced between recruiting participants to the campaign (the baseline survey) and 
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retaining their interest to complete the survey at the end of the campaign (the first after survey). In DSS, 
the higher cost of the campaign evaluation combined with the lowest dropout rate, produced a cost per 
respondent of 51.53 Euros, almost identical to that of Vienna (51.30 Euros) where the life change groups 
were the same. However, the dropout rate in Vienna was 55 per cent, 7 times that of DSS, although the 
baseline sample of recruits was almost three times higher in Vienna than in DSS.  
 
The two beat the street based campaigns in Gdansk and Hounslow were between 25 and 31 Euros per 
after survey respondent although the dropout rates were unacceptably high (77 and 91 per cent 
respectively). The baseline samples of campaign participants were the highest of all of the campaigns in 
the two Beat the Street-based campaigns: 1677 and 2621 participants respectively. Working with a few 
employment sites, the evaluation was probably the most effective in Antwerp. The cost of the evaluation 
was low (13,401 Euros) and the dropout rate acceptable at 19 per cent, yielding an evaluation cost per 
participant completing the before and after surveys of 25.87 Euros: the lowest value along with Gdansk. 

The comparative breakdowns of the evaluation costs in each city campaign are shown in Table 6.3. The 
figure shows that the evaluation costs are spread across the different elements. In Antwerp, a 
disproportionate amount of the budget  (50 per cent) was spent on completing the process evaluation 
templates; a cost not reflected in the data that resulted. In other campaigns, the proportion of the costs 
devoted to the process evaluation was only 1 per cent in Hounslow and DSS. Where the costs of the 
process evaluation were higher, good quality material resulted as in Vienna (10 per cent of evaluation 
costs) and Gdansk (23 per cent of costs).  
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Figure 6.3: The costs of evaluation for each SWITCH campaign 
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€	6,700.56	
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Focus	Group	Discussions	 2nd	AGer	Survey	
Process	Evalua6on	Diaries		

€	5,211.54	

€	8,566.44	

€	1,939.50	

€	9,193.82	

€	387.47	

Donos6a	San	Sebas6an	

Baseline	Survey	 1st	aGer	Survey	
Focus	Group	Discussions	 2nd	AGer	Survey	
Process	Evalua6on	Diaries		

€	3,187.00	

€	1,886.00	

€	585.00	

€	1,886.00	

€	585.00	

Gdansk	

Baseline	Survey	 1st	aGer	Survey	
Focus	Group	Discussions	 2nd	AGer	Survey	
Process	Evalua6on	Diaries		

€	
10,121.61	

€	
10,124.45	€	3,986.50	

€	
10,610.24	

€	413.00	

L.B	Hounslow	

Baseline	Survey	 1st	aGer	Survey	
Focus	Group	Discussions	 2nd	AGer	Survey	
Process	Evalua6on	Diaries		

€	13,397.40	

€	7,640.93	
€	4,266.16	

€	6,458.37	

€	3,546.10	
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Baseline	Survey	 1st	aGer	Survey	
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Process	Evalua6on	Diaries		



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 71 of 112 

Table 6.3: The costs of evaluating each SWITCH campaign and the dropout rates between the 
baseline and first after surveys in each city and over all five cities 

City Evaluation 

costs in Euros 

(Per cent of 

total costs) 

Percentage drop out rate of 

participants: baseline to 

first after survey (baseline 

and first after sample sizes) 

Evaluation cost per 

campaign participant who 

completed the first after 

survey (Euros) 

Antwerp 13401.12 

(13.8) 

19 per cent (636, 518) 
25.87 

Donostia 

S.S. 

25298.89 

(26.5) 

8 per cent  (532, 491) 
51.53 

Gdansk 9842.76(17) 77 per cent (1677, 391) 25.17 

Hounslow  PTP-based 

36173.60 (46) 

ICT-based 

8256.20 (10) 

PTP-based 38 per cent (431, 

267) 

ICT-based 91 per cent 

(2621,247) 

PTP-based 135.48 

ICT-based 33.43 

Vienna 35398.96 (34) 55 per cent (1541, 690) 51.30 

All 

campaigns 

128371.53 (24) 65 per cent (7438, 2604) 
49.29 

 

With the exception of Antwerp, a majority of the evaluation costs related to the three surveys undertaken 
before the campaign (Baseline), after the campaign closed (first after) and three months later (second 
after). In some campaigns, the proportions of evaluation costs consumed were broadly the same 
(Antwerp, Hounslow). In Gdansk and Vienna, a larger proportion of the costs were spent on the baseline 
survey than the two after surveys, in contrast to DSS, where 21 per cent of the costs were spent on the 
baseline survey compared to 36 per cent on the second after survey.  

In DSS and Antwerp, the costs incurred for the second after survey reduced the dropout rate. In other 
campaigns (e.g. Hounslow), the proportion of costs spent on this survey had low success. Much of the 
reason for these differences were due to the use of incentives for those responding to the after surveys, 
rather than using incentives solely for those participating in the PTP or competitive gaming. For example 
in Antwerp, high quality incentives were available for those responding to the after surveys (bicycles, e-
bikes). Also in DSS, incentives such as folding bikes and smart wristbands were prizes in lotteries for 
those completing after surveys. This reflected in the lower dropout rates achieved.   

In concluding the results on the evaluation costs, the key barriers to the evaluation were: 
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Dropout bias: the difficulties of ensuring that campaign participants were engaged and enthusiastic 
enough to complete the after surveys. The validation suffered problems as a result. Where the campaign 
participants were from the same life change group, the non-response bias between the baseline and 
after surveys was not as great as might have been expected due to the relative uniformity of the groups. 
However, in some aspects, the dropout had some bias, for example the disproportionate dropout of men 
relative to women participants in the Gdansk after surveys. 

Dropout rates: The campaigns had differing levels of success in retaining campaign participants for the 
after surveys. This led to small sub-sample sizes in the analysis. This was overcome through the use of 
panel analysis for much of the work. Tracking the same people before and after avoids the use of 
statistical inference. For the cross-section comparisons of before and after data, small sample statistics 
were employed on samples above 25 participants. The annexes to the city campaign reports provide full 
detail of the statistical significance of the analysis – table by table. 

On-line surveys: The campaigns relied mainly on the use of on-line surveys for the baseline and after 
surveys. Some face-to-face interviewing took place for the baseline surveys in Vienna and Hounslow 
and phone assisted surveys were also used in DSS. On-line surveys are popular due to their lower cost 
and ease of data collection and manipulation. However, their popularity varies considerably between 
population groups and people require incentives to go on-line and complete them. Dropout rates are high 
relative to face-to-face interviewing and response bias checks are important. In the campaigns, some 
cities saved the best incentives for those completing the after surveys with better results (e.g. Antwerp, 
DSS). 

The survey questionnaire: A common European questionnaire was designed and piloted to use in all 
five campaigns. While, by market research standards, the questionnaire was not lengthy, the campaign 
teams remarked that the questionnaire could have been shorter and the questions less complex. In 
some campaigns, additional questions were added (for example in the Hounslow campaign) to the 
common ‘SWITCH questions’. In some cases, elements of the SWITCH questionnaire were omitted. 
This led to some important data elements not being recorded in one city or another. For example one 
city failed to record the number of car trips reduced although recorded the minutes; another recorded the 
trips but not the minutes. Fortunately in each city, at least one variable for car trips reduced was 
recorded, enabling the analysis to proceed. 

Evaluation for future SWITCH initiatives 

It has to be remembered that the SWITCH project is a validation of the campaign approach. It is not the 
recommended evaluation procedure for all future SWITCH applications. The evaluation described in this 
report and in the SWITCH evaluation plan (SWITCH Deliverable 4.1) are procedures for those 
campaigns that wish to undertake a full evaluation. However it is recognised that many cities will not 
have the funding or the appetite to undertake a full evaluation. The important thing is to learn from the 
evaluation in this report to tailor an evaluation to local circumstances, capacity and resources. 

Full evaluations of behavioural change campaigns are not common. Past evaluations have focused on 
simply reporting the campaign outputs – people involved, leaflets circulated, events held and so on. In 
addition, behavioural change approaches have themselves been criticised for exaggerating the results 
achieved.  
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This report has provided an independent evaluation of all aspects of the SWITCH campaign approach 
and its impacts. What lessons might be learned for the follower cities? 

• Control of the sample of participants needs to be retained after recruitment in order to avoid 
unregistered participants that do not complete any survey. 

• That good incentives are offered to participants who complete all surveys, and they are made aware 
of the incentives from the outset of the campaign 

• Participants are contacted and kept informed through the media of their choosing – face-to-face, 
phone, post or on-line. 

• On-line surveys are supported through phone and email contact and non-response bias carefully 
monitored to ensure the sample achieved mirrors the population of the life change group 

• That the coding allows for each participant to be tracked through the before and after surveys as a 
panel. 

• That the questionnaire is fully piloted on all of the media where it will be accessed. 
• That the questions can be tailored to local circumstances. For example, a campaign team may only 

want to know the behavioural change, the number trips by mode, their distances and durations. In 
this case a very basic questionnaire would suffice. Other campaigns may have specific policy goals 
that require more detailed questions; for example on participant’s health status. 

• That all efforts are made to ensure the dropout between surveys is kept to a minimum: having a 
member of the campaign team specifically assigned to the evaluation would assist this. 

 

6.2 Cost effectiveness 

 

6.2.1 Cost effectiveness: energy and carbon dioxide emission savings 

 

Table 6.4 shows the cost efficiency of the campaign in relation to the number of campaign participants 
that the campaign was able to attract, the number that were retained to respond to the after survey and 
the number that reduced their car use in each city and over all 5 cities. The results show that the overall 
cost per participant in Gdansk, Hounslow and Vienna were reasonable; ranging from Gdansk at 29 
Euros to Vienna at 45 Euros (some of the differences here reflect the different labour rates across the 
SWITCH cities). The costs in Antwerp and Donostia were excessive – marginally over 130 Euros per 
participant in both cities. 
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Table 6.4: SWITCH Campaign costs (Euros) 

City	

Campaign	
costs	 (per	
cent	 of	
overall	
costs	
without	
evaluation)	

Number	 of	
participants	
achieved	

Cost	 per	
participant	
recruited	

Cost	 per	
participant	
responding	
to	 the	 first	
after	survey	

Cost	 per	
participant	
reducing	
car	use	

Cost	 per	 all	
participants	
changing	
mobility	
behaviour*	

Antwerp	
83,812.46	
(86.2)	

636	 131.76	
161.80	
(518)	

2328.12 
(36) 

527.12 (159) 

Donostia	
S.S.	

70308.00	
(73.5)	

532	 132.15	
143.19	
(491)	

421.00 
(167) 

81.38 (864) 

Gdansk	
48607.00	
(83)	

1677	 28.98	
124.31	
(391)	

296.00 
(164) 84.0 (578) 

Hounslow	
125,573	
(74)	

3052	 41.14	
244.30	
(514)	

705.46 
(178) 234.28 (536) 

PTP-based	 43011	(54)	 431	 99.79	
161.09	
(267)	

1000.25	
(43)	

305.0	(141)	

ICT-based	 82562	(90)	 2621	 31.5	
336.99	
(245)	

611.57	
(135)	

209.02	(395)	

Vienna	 68717	(66)	 1541	 44.59	 99.59	(690)	 1808.00 
(38) 

273.77 (251) 

Total	
European	

397017.46	
(76)	

7438	 53.37	
152.46	
(2604)	

846.52 
(469) 166.26 (2388) 

 

*It is accepted here that there will be double counting as one participant may reduce car use and increase an active mode. The 
importance of the value is to measure cost against full behaviour change 

    

However, when the large dropout rates were accounted for, the costs per participant in the two cities with 
gamification (where the dropout rates were much higher) increased closer to those of Antwerp and DSS 
(where dropout rates were lower). In Vienna, the cost per participant responding to the first after survey 
stage was roughly 100 Euros. These figures indicate the need to ensure the participants remain 
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attracted to the campaign to complete the survey at the end of the campaign. The cost-benefits of greatly 
reducing the dropout rate are significant. If the objective is to simply maximise the number that 
participate in the campaign, and that a significant number of the life change group can be recruited, then 
the campaign costs per participant are acceptable. If the life change groups recruit fewer participants, as 
in DSS and Antwerp, the cost per participant is excessive. Of course it may be that the loss of interest 
during the campaign may be exaggerated by the lower number motivated to complete the after surveys; 
in which case the values in column 4 of Table 6.4 can be considered maximum values. Nevertheless, the 
margin between the cost per participant at the start and end of the SWITCH campaigns is considerable – 
the five-city ‘European’ difference being 2.86 times higher. 

Looking at the cost effectiveness of the campaigns to reduce car use, the values per participant that was 
persuaded to reduce car use were again excessive. The final column of Table 6.4 shows the total 
number of people that stated they made either a reduction in car use or an increase in active mobility. If 
the benefits of increasing active mobility are added in, then the cost per mobility behaviour change is 
substantially reduced from that solely for reducing car use – particularly in DSS and Gdansk where the 
costs per mobility behaviour change are in the range 80 to 85 Euros. The overall ‘European value’ for 
cost per participant reducing only car use (846.52 Euros) is reduced for all mobility changes to 199.21 
Euros.  

What conclusions can we draw from this analysis?  

• PTP costs per participant are acceptable if the number of campaign participants recruited in the life 
change groups are large (e.g. Hounslow, Gdansk, Vienna) 

• Retention of interest in the campaign is critical to maintain the cost effectiveness at acceptable 
levels (e.g. DSS, Antwerp). One guideline for this is the number of participants that are retained to 
respond to the after surveys. While this could be considered the least cost effective value in the 
range, at this level, the costs of PTP cannot be justified.  

• PTP is less justifiable if only the level of reduced car use is accounted for. While this could be 
argued that the low value for reduced car use is still significant in mobility terms, and that the value 
from the after survey understates the extent of reduced car use among those not completing the 
after survey; the return on costs spent to achieve this benefit remain high. The cost effectiveness 
improves markedly if all increases in active mobility are also included. In two cities these costs were 
at an acceptable level, but not in the other three. 

• How can the costs be reduced and cost effectiveness improved? 
o In many municipalities, the labour intensive costs of the PTP would be ‘internalised’ within 

staffing strategies; for example offsetting the labour costs of SWITCH against the fact that 
staff would be working for the municipality over the campaign period anyway – and 
therefore a significant cost could be discounted, or at least placed as a marginal extra cost 
item. 

o The process evaluation (see below) has identified areas where some of the cities could 
make significant cost savings in recruitment and organisational costs by learning the 
lessons of the project  - for example on ensuring good accessible data on life change 
groups from the outset and on avoiding the lost effort in validating the life change groups 
receiving medical advice (e.g. DSS, Vienna); for rationalising the logistics of the PTP 
exercise (all cities) and so on. 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 76 of 112 

o The costs can be reduced by removing the face-to-face element of the PTP (often cited as 
a significant advantage). The city would have to weigh-up the advantages of much reduced 
cost against losing the ‘personalised’ element of giving advice.  

o The final area for increasing cost effectiveness is to increase the impact of the campaign on 
behaviour change. We now discuss this in more detail. 

SWITCH has demonstrated that a combination of behavioural nudge methods, combined within the 
SWITCH approach can generate changes in mobility behaviour. If the behaviour can be sustained into 
new mobility habits, then the payback on the SWITCH investment will be achieved in less than one year 
in Antwerp (where longer trips were switched from car) to 8 years in DSS (where the life change group 
was smaller than most other cities and the car trips saved fewer and shorter).  

The key factor to underline is that relatively few car trips can produce significant savings in energy and 
CO2 costs, if the ‘switch’ from car use becomes habitual. Furthermore, where the dropout rate from the 
baseline to the first after survey was very high, some up-scaling of the results to estimate the number of 
participants that did not complete the after survey but changed behaviour, produces additional energy 
and CO2 cost savings that reduce the investment payback period. The other cost savings listed above 
would also reduce this period. 

Figure 6.4 below shows the cost savings in energy and carbon dioxide (monetary equivalent) achieved 
during the campaign period against the overall cost of the campaign. 

 

 

Figure 6.4: The campaign costs compared with the monetary benefits of energy and carbon 
dioxide emissions saved over the campaign period 

 

The figures highlight the impact of trip length on the savings made. Antwerp and Vienna had almost the 
same number of participants reducing their car use. However, the life change group in Antwerp were 
commuters on longer journeys with the result that the monetary benefit of energy and CO2 reductions in 
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Antwerp was 4.6 times higher. The savings gained in the Antwerp campaign almost paid off the 
investment during the campaign period (77 per cent of campaign costs invested). In contrast, the 
payback in Vienna over the campaign period was only 6.3 per cent. 

Figure 6.5 below shows the payback periods for the investment in SWITCH, measured by energy and 
carbon dioxide emission savings only. Payback periods importantly have the assumption that the 
behaviour changes are sustained throughout the payback period. Continuing the assumption that 
behaviour patterns are sustained, we can consider these payback periods as the maximum period, if it is 
assumed that some people changed their mobility behaviour and did not reply to the after surveys. 
However, such under-reporting could be counter-balanced if the full behaviour change is not sustained. 

Hounslow provided an example of the impact on the payback period of making an up-scaling assumption 
for the level of mobility behaviour change. The payback period from the after survey results is 7.2 years 
for the PTP-based part of the campaign. The up-scaling exercise increased the estimated number of 
kilometres of car use saved by the campaign by a factor of 3.7. The cost for the PTP-based part of the 
campaign without the evaluation was €43 011. Using the up scaling assumptions, the cost saved through 
energy savings and CO2 increases to €186.91 per week or €9 719.32 per year. Based on these 
assumptions, the payback period for the investment in the PTP-based part of the campaign in LBH 
would shorten from that measured in the surveys (7 years 2 months) to 4 years 5 months provided the 
behaviour stays the same.  

 

 

Figure 6.5: Payback periods for SWITCH campaign investment based on energy and carbon 
dioxide emission savings 

 

6.2.2   Cost effectiveness: Including the Health Benefits 

 

Calculating the health benefits of SWITCH campaigns can be either at the aggregate level of overall 
public health, or at the level of the impacts of the campaign on the health of individual campaign 
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participants. Currently the SWITCH approach is not developed to provide individual customised health 
information and advice, in the same way it provides customised mobility advice: and therefore data to 
evaluate it. However the data we have has enabled a calculation of the cost effectiveness of the 
campaigns on overall public health. Taking account of the review of research documented in Section 5, 
an estimation of health benefits has been made using the World Health Organisation’s HEAT model. 

The calculations 

The model provides a separate estimate of the public health benefit of increased walking and cycling. To 
describe the approach taken: 

• The calculations are based on the same data from campaign participants from four campaigns 
(the average commuting distance data (work and school) were not available for Donostia san 
Sebastian) 

• The model requires values for changes in the average distances or minutes walked or cycled 
before and after the campaign. This data are shown in Table 6.5 below. 

• The panel of those participants across the campaigns that increased walking and cycling was 
small: 227 participants for walking and 187 participants for cycling. The small samples could 
be the result of the high dropout rates between the baseline and the first after survey in some 
of the cities. As a result, we have used the baseline survey samples at the start of the 
campaign, combined with the measured changes in average walking and cycling distances as 
a result of the 4 campaigns. 

• Using the baseline populations, the sample of participants increases to 1109 for walking and 
779 for cycling. The average distances are as follows: 

 

Table 6.5: The average distances walking and cycling per day before and after the SWITCH 
campaigns for the ‘European’ sample of all five cities combined 

Variable Sample Baseline survey 1st after survey 

Average walking 
distance per day 

1109* 1.48 km 1.68 km 

Average cycling 
distance per day 

779* 4.87 km 7.33 km 

* These values do not include Donostia San Sebastian, for which a similar distance figure was available (although 
there was a distance indicator from another survey question, it was decided to only use those cities with identical 
data 

 

 

The results 

The results of the model show a decrease in the average mortality risk of those participating in SWITCH 
campaigns of two per cent. The result is the same for both those walking more and those cycling more. 
In terms of the monetary values for the health benefits, the model results are summarised in Tables 6.6 
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and 6.7. We assume 75 per cent of the behaviour changes measured was due to the campaign. Taking 
the estimated value of a statistical life at (VOSL) 2.587 million Euros, and the period to realise the 
benefits of 5 years, the average annual benefit from the increased walking activity is calculated at 78000 
Euros per year, accumulating to 390000 Euros by the fifth year. For those participants who increased 
their cycling, the average annual benefit was 77000 Euros per year, accumulating to 385000 Euros by 
the fifth year. 

 

Walking 

Table 6.6 HEAT values for the health impacts of increased walking in the SWITCH campaigns 

Benefit period 5 years 10 years 

Estimated change 50 per cent 
75 per 

cent 

100 per 

cent 

50 per 

cent 

75 per 

cent 

100 per 

cent 

Value of a life 2,587,000 2,587,000 2,587,000 2,587,000 2,587,000 2,587,000 

Average annual 

benefit 
52,000 78,000 104,000 79,000 118,000 158,000 

Accumulated 

benefits 
260,000 390,000 520,000 790,000 1,185,000 1,580,000 

Maximum annual 

benefit 
106,000 159,000 212,000 106,000 159,000 212,000 

Benefit realised in 

year 
43,000 65,000 86,000 58,000 86,000 115,000 
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Cycling 

Table 6.7 HEAT values for the health impacts of increased cycling in the SWITCH campaigns 

Benefit 
period 

5 years 10 years 

Estimated 

change 

50 per 

cent 

75 per 

cent 

100 per 

cent 

50 per 

cent 

75 per 

cent 

100 per 

cent 

Value of a life 2,587,000 2,587,000 2,587,000 2,587,000 2,587,000 2,587,000 

Average 

annual benefit 
51,000 77,000 103,000 78,000 117,000 156,000 

Accumulated 

benefits 
257,000 385,000 514,000 781,000 1,172,000 1,563,000 

Maximum 

annual benefit 
105,000 157,000 210,000 105,000 157,000 210,000 

Benefit 

realised in 

year 

43,000 64,000 85,000 57,000 85,000 114,000 

 

The combined annual monetary health benefit of walking and cycling is therefore €155000. Table 6.8 
below makes an estimate of the health benefits for each of the 4 cities included in the HEAT analysis. 
This is achieved by dividing the overall health benefit calculated from the HEAT model by the proportion 
of the total additional minutes walking and cycling made by each city.  

Overall, the results show that half of the overall benefits of the four campaigns were health benefits and 
half from energy and carbon dioxide emission savings. Health benefits, of all benefits, were 
proportionately less in Antwerp, where the distribution of car trip lengths saved was longer and the active 
mobility generated less (16 per cent). However, in Gdansk where the majority of the impact was in 
additional active mobility, the health benefits comprised 83 per cent of all benefits. Vienna and Hounslow 
were the SWITCH campaigns that achieved a balanced benefit between health and energy/CO2 
savings. In Hounslow, this result is encouraging as both the transport and public health departments 
funded the campaign. 
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Table 6.8: Calculation of the total SWITCH campaign benefits in 4 cities 

 Campaign 
cost 

Total energy, 
CO2 and 
benefits/year 

(Per cent of 
overall savings 
in 4 cities) 

Total health 
benefits/year 
** 

(Per cent of 
overall 
savings in 4 
cities) 

Health 
benefits 
as a per 
cent of 
total 
benefits 

Total 
estimated 
benefits 
per 

year 

Antwerp 83812.46 99499 (61) 18600 (12) 16 118099 

Gdansk 48607.00 18817 (12) 94550 (61) 83 113367 

Hounslow* 125573.00 17335 (11) 13950 (9) 45 31285 

Vienna 68717.00 24915 (16) 27900 (18) 53 52815 

Total 326709.46 160566 155000 51 315566 

*Includes both the PTP and ICT based parts of the campaign 

** Calculated as the city’s proportion of the overall additional minutes walked and cycled divided 
into the overall annual health benefit from the HEAT model. 

Table 6.9 shows the impact of adding the estimated health benefits from the HEAT model to the 
investment payback period. The results show that, including the health benefits, the investment payback 
periods reduce radically, by 50 per cent in Vienna, 43 per cent in Hounslow, 81 per cent in Gdansk and a 
lesser 20 per cent in Antwerp. Overall, the payback period averages at marginally over 1 year. This is a 
period where the risk of not sustaining the behaviour changes measured in the campaign would be 
lower. It underlines that, by learning from the lessons of the SWITCH project to fine-tune the approach, 
the benefits of the campaign will be immediate and the investment payback will be short term. 

Table 6.9: SWITCH investment payback periods in 4 cities 

 Campaign cost 
Total energy, 
CO2 and health 
benefits 

Campaign investment payback 
period** (payback period without 
health benefits) 

Antwerp 83812.46 118099 8 months (10 months) 

Gdansk 48607.00 113367 5 months (2 years 6 months) 

Hounslow* 125573.00 31285 4years 1 month (7 years 2 months) 

Vienna 68717.00 52815 1 year 4 months (2 years 8 
months) 

Total 326709.46 315566 1 year 1 month 
*Includes both the PTP and ICT based parts of the campaign 

** Assumes the behaviour changes are maintained for the whole period 
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These calculations do not include any benefits from the potential reduction in traffic levels, the 
associated benefits from reducing general air pollution levels, or the costs and benefits of 
reduced/increased accident risks, which were not measured in this evaluation. Apart from time 
reductions through reduced traffic levels, the literature review has suggested these other monetary 
benefits would be marginal. 

As Section 5 has shown, the science of estimating health benefits is a developing one. We have used 
the HEAT model, as the most accepted method at this point in time. Using the model results, we have 
been able to provide some guidance as to the additional benefits of SWITCH campaigns on public health 
and show that, if these benefits are added to the equation, SWITCH campaigns are cost effective 
investments that produce mobility behaviour change. 
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7 Evaluating the SWITCH campaign process 

Both the SWITCH campaign teams in the five cities and the main stakeholder organisations were asked 
what had been the main barriers they faced implementing the campaign, and what had been the main 
factors driving them. Both groups were asked to complete a ‘process evaluation diary’ at stages through 
the campaign, and when the campaign closed. The detailed responses are discussed in the lessons 
learned below. Figures 7.1 and 7.2 provide a comparison of the relative proportions of different types of 
drivers and barriers experienced in each city. 

7.1 What barriers were encountered? 

It is an important SWITCH project objective to validate this innovative campaigning approach, revealing 
the problems that need to be addressed. There were many areas of the campaign experience where, 
with the experience of hindsight, things should have been done in a different way, leading to increased 
benefits and cost effectiveness, which future applications can avoid. 

Preparation: stakeholder liaison - In preparing the campaign, important strategic barriers emerged 
which required more resources than initially expected. SWITCH campaigns rely on a person within the 
receiving stakeholder organisation – be it a school, workplace or medical centre – to embrace the 
campaign, to take part-ownership of it and to invest time working with the campaign team. Finding this 
person(s) within stakeholder organisations proved difficult in some cases and time consuming. The 
problems making the right strategic contacts and the unexpected amount of time spent in stakeholder 
liaison emerged as an important barrier. 

 In all five SWITCH campaigns, teams were required to work in parallel with many stakeholders and 
while these stakeholders may have all been in the same category (for example workplaces or schools), 
and equally committed, each one had slightly different practices and schedules into which the campaign 
had to merge its activities. Additionally, stakeholders also acted as important ‘gatekeepers’ to vital data 
sets listing those people in ‘life change’ groups, which was a critical barrier that emerged for recruiting 
campaign participants. In some cases, data were unavailable due to data protection legislation, in other 
cases, data availability and access to lower order stakeholders required positive collaboration with 
strategic stakeholder organisations to be established: for example to provide access to medical centres, 
as in DSS and Vienna. 

Organisation and logistics - The figures show that the organisation and operation of the SWITCH 
campaigns provided the greatest problems. Many of these problems were due to the fact that SWITCH 
was being launched for the first time. The project has enabled these organisational issues to emerge, for 
which solutions were found during the campaign. Most of these issues related to the complex logistics of 
running the campaign on a daily basis in close liaison with a variety of stakeholder organisations, each 
with its own rhythm. While fully committed, SWITCH was a new experience for the stakeholders to 
schedule into their normal routines and, for some, there was the danger of the campaign becoming too 
intrusive: others, in contrast, fully embraced the campaign and derived considerable benefit from it. 

Technical expertise - A further important category of barrier encountered for the campaign teams 
related to capacity in staffing and technical/professional expertise. For some campaign teams, the PTP 
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process required greater expertise than was available; particularly for the interviews. In some 
campaigns, such as in Antwerp, experienced staff were used, with additional cost and time pressure on 
those involved. In other campaigns, (Hounslow) experienced PTP consultants were used. For the two 
campaigns with Traffic Snake and Beat the Street gamification (Gdansk, Hounslow), the game 
promoters were employed to implement that part of the campaign. 

 Capacity - There was disruption to the campaigns caused by changes in staffing during the campaign, 
the need to train and re-train new or inexperienced staff and the need to utilise more experienced staff 
as a contingency: for example for the many school inception events or the PTP interviewing. In all of the 
cities, the need to staff a campaign that communicated with all sections of a multi-lingual, multi-cultural 
population raised considerable problems. 

  

  

 
Figure 7.1: Overall balance of barriers 
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Figure 7.1 does show that the overall balance of barriers encountered in each city did vary in pattern, for 
example between the workplace-based campaign in Antwerp with a more diverse range of types of 
barriers, to Hounslow and Gdansk with an emphasis on gamification, to DSS and Vienna, where the 
primary barriers focused on organising the PTP exercise and campaign recruitment issues. 

Are these barriers encountered in the five campaigns unavoidable? In advising European cities wishing 
to implement SWITCH, the answer is clearly no, and the project has done its job in validating the 
SWITCH approach; revealing the problems, solving them ‘on the spot’ or providing clear lessons for 
future applications. The next generation of SWITCH campaigns will be more streamlined in organisation 
and management and this will greatly save costs and improve performance and impact.  

7.2 What factors acted as drivers?  

In terms of success stories, Figure 7.2 shows that the main categories of drivers advancing the 
campaigns closely mirrored the barriers: This means that the problems were encountered and 
addressed.  

      Strategic level commitment and ‘green’ cultures - Important strategic drivers were the high level of 
political commitment and the commitment of key stakeholders to engage. Political and strategic level 
support was critical in launching the campaign and also supporting it as it progressed (seen for example 
in Antwerp and Gdansk). These strategic level drivers were supported by traditional ‘green cultures’ in 
some the cities (particularly in Antwerp and Vienna) and a strong policy commitment to sustainable 
mobility in all five cities. In Hounslow, the ‘model collaboration’ between the transport and health 
departments of the Borough to undertake the joint financing and management of the campaign proved 
an example to other cities as to how this type of cooperation can produce ‘win-win’ benefits for both 
departments. 

Finance and EC stimulus - An important driver, particularly mentioned by the stakeholders, was the 
financing and policy emphasis provided by the European Commission to fund SWITCH in their city: to 
encourage active mobility and reduce car use. The EC finance not only provided the important stimulus 
for action between stakeholders across the transport, employment, education and health sectors, but it 
also raised the profile and public awareness of the issue across the city as a whole. In Hounslow, the EC 
was used as a strong argument to obtain additional funding from within the local authority to expand the 
SWITCH validation using the ICT-based, Beat the Street game from 4 to 14 schools within the Borough 

       Technical capacity and commitment - In terms of the main capacity and technical expertise drivers, 
the good level of skills of the campaign team managers and the past experience running mobility 
campaigns was a positive benefit, as was the involvement of some team managers in previous EC 
projects in this area. The ability to exploit the experience gained by the team from previous campaigns 
on sustainability was also a positive aspect. This was strengthened in some campaigns by employing 
experienced consultants to advise the campaign teams and conduct PTP interviews. Having 
experienced trained staff for the PTP exercises was very beneficial and those cities that did not do this, 
suggested that contracting in specialist PTP agencies would be cost beneficial. 

                       Parallel and past initiatives - There were also advantages to SWITCH from the ability of the campaigns 
to build on other recently completed or on-going sustainability campaigns and with parallel EC projects 
(for example the PASTA project in Vienna, PTP Cycle in Antwerp, Traffic Snake Game Network in 
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Hounslow). The high level of awareness of ‘green issues’ in some of the cities was an excellent baseline 
from which to launch the SWITCH campaigns (for example in DSS). In some of the cities, there were 
recent legacies from recently completed EC projects (for example the IEE SEGMENT project in 
Hounslow, part of which had targeted the same life change group) 

      Collaborative working - In terms of important organisational drivers, the strong commitment and 
adaptability of the campaign teams and the excellent collaborative atmosphere throughout the campaign 
were strong elements driving the success of the campaigns. There was a very good level of collaboration 
in all of the cities between members of the campaign teams and local stakeholders across both city 
departments (for example in transport, public health, Census departments, Office of the Mayor etc.), and 
with local businesses that were related to active mobility for promotional support. 

 
 

 

 

 
Figure 7.2: Main categories of drivers advancing the campaigns 
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High quality campaign material and incentives - Another important driver was the quality of the 
material produced for the PTP. Considerable efforts were made in the campaign preparation phase to 
produce material and to disseminate through a variety of media. For example material customised to 
different workplaces (Antwerp), to parents and to their children (Gdansk), or to multi-ethnic communities 
(Hounslow). The role of the incentives provided to campaign participants was very important in the 
success of the campaign; particularly in retaining interest from the initial recruitment to the PTP 
interview, through the game, or to complete the surveys after the campaigns closed. The strategy to 
combine a stream of cheaper incentives for all participants with high quality incentives at the end of the 
campaign worked well. 

Multi-channel communication – Many of the campaigns used a variety of media to recruit and retain 
the interest of the campaign participants. Campaign teams were skilled to develop multi-media strategies 
that appealed to different segments of the campaign participants. In DSS for example, participants could 
express a preference as to which media they preferred to be contacted on. For wider campaign 
exposure, Gdansk provided a good example as to how the message of the campaign could be spread 
beyond the immediate life change group to the community in general; using both social media and 
conventional mass media channels.  

Generating wider interest – The SWITCH messages were not confined to the campaign participants 
but expanded to other peer groups not only with other household members, friends and work colleagues 
as the results show, but also encouraging other employers to want to join (Antwerp), other schools and 
members of the public (Hounslow, Gdansk). The strategic political support through the campaigns 
greatly assisted this process. 

Embedding – A key driver for the success of the campaigns was the ability to work with the 
stakeholders to embed the campaign process into the stakeholder’s routine to achieve a ‘win-win’ 
solution: for example lessons within the school curriculum (Hounslow, Gdansk), employer recruitment 
(Antwerp), ‘city welcome’ procedures (DSS, Vienna) 
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8 SWITCH campaigns: the citizen’s viewpoint  

“I know my life could be better, but I have no time” (Discussant, Antwerp focus group) 

As part of the evaluation strategy, the quantitative impact evaluation and the evaluation of the campaign 
process was complemented with a series of qualitative focus groups. Focus groups are an essential part 
of the overall evaluation – providing guidance on the ‘range’, ‘diversity’ and ‘types’ of issues that 
SWITCH campaign participants experienced during the campaign; and the way those issues were 
expressed. This type of analysis provides understanding for the ‘numbers’ that are provided by the 
statistical analysis from the before and after surveys. 

 

 

 

 

 

 

 

 

 

 

Figure 8.1: Focus Group Meeting - Vienna 

One focus group was undertaken in each city after the campaign closed. Focus group participants 
involved 8 to 10 discussants that represented a mix of age, gender, and life change groups. While a 
single focus group in each city could only provide some examples to support the survey evidence, the 
five focus groups at the European level provide the opportunity for an in-depth analysis of SWITCH 
across countries; examining the potential variation in response to the SWITCH approach across cultures 
and mobility mind-sets. This will be important for further take-up. 

The guidelines for conducting a SWITCH focus group are contained within the SWITCH Evaluation Plan 
(SWITCH Deliverable 4.1). This guidance has full instructions and a topic guide that can be tailored to 
local circumstances for future SWITCH applications, including a topic guide with full instructions. In the 
project, EIP also organised an expert training workshop for the cities on focus group organisation, 
conduct and analysis. The details of the organisation, recruitment and conduct of the focus groups are 
very well reported by each of the five cities in local focus group reports. These are annexed to their local 
evaluation reports and provide detailed intelligence and examples for future cities wishing to implement 
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SWITCH. Below we focus on the results of the five groups and draw conclusions, matched to the survey 
evidence reported above. 

In the description of results that follows, we use, in parentheses, abbreviations to reference particular 
viewpoints as follows – ANT (Antwerp), DSS (Donostia San Sebastian), GD (Gdansk), LBH (London 
Borough of Hounslow) and V (Vienna). 

 

8.1 How do SWITCH campaign participants make decisions? 

 

As decision-makers, the SWITCH campaign participants had, in most cases, diverse words to define 
themselves (i.e. their projected personality) and words that they thought others would use to define them 
(i.e. their identity). This was exemplified well in Hounslow where discussants had to cite three words that 
described themselves and three words that they felt others would use to describe them. In general, two 
of the three words in each case would be different. Messages would have to appeal to the personality 
and not to the identity (Pickup et. al., 2015). In Antwerp for example, people had positive self-image – 
“sociable, careful, active” (ANT); this pattern was similar in the other cities.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 8.2: Focus Group Meeting - Vienna 

How are mobility decisions made? As to be expected, the conversations on this issue had both 
similarities and diversity across the cities. The most common influence on people’s decisions is family 
and friends – “within the personal environment” (V). What makes you change? – “Your family” (LBH). 
The important second influence is marketing and the mass communication opportunities for new 

 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 90 of 112 

products and services; combined with advertising and the strong messages they convey to convince 
people to change their (consumer) behaviour. There was a strong attachment to this view in DSS. 
“Advertising strategies shape the decisions we make during our daily lives” (DSS). In Antwerp, it was 
concluded that advertising had strong sub-conscious influences on decision-making even though the 
early discussion dismissed the importance of advertising. 

The Gdansk group emphasised that although we are all susceptible to strong messages from 
advertising, the subject of the message has to appeal to underlying personal values and tastes – “it has 
to be compatible with lifestyle” (GD). If it is, then spontaneous changes in behaviour can occur from 
positive first impressions of the message; or at least to experiment - “testing and trying” (GD). 

 

In Hounslow, the conversation focused on new-wave communication through Internet and social media 
channels. Gdansk also emphasised the influence of “outside peer groups, including Internet forums” for 
influencing behaviour choices (GD). In Hounslow, there was a general suspicion of messaging through 
this media, and the strong likelihood that any messages received could be “scams” (LBH), relative to 
social media messages from “friends” that might recommend something. It was felt that social media and 
the addictive use of the Internet was becoming more dominant and the group felt that more face to face 
contact was needed in modern life.  

In contrast to the influence of the media and, there was little discussion of this influence on decision-
making in Vienna. In this discussion, the emerging factors were the more underlying ones – “your living 
conditions and surroundings” or your age or generation (V). An important issue that did emerge was not 
related to messages received from advertising or peers, but to time management. In Vienna, working 
time and health were seen to be two key influences on the daily choices people make. In Hounslow, one 
discussant summarised this point clearly – “Time makes you change. If you plan your time well, you can 
walk to places such as to shops without driving” (LBH). 

 

8.2 What would make SWITCH campaign participants healthier? 

 

Health emerged as a key issue from the outset in all of the groups. In Antwerp the commuter life change 
group underlined three main concerns – “Safety, work pressures and health status” (ANT). In Vienna, the 
younger discussants stressed health and diet and the older discussants emphasised the impacts of 
ageing (V). 

The discussions on what makes for a healthier person were lively. The Antwerp report noted that people 
liked to discuss this issue by deflecting attention from their own personal health situation to make points 
in terms of “a person that they know…” (ANT), this emphasises the insecurity and privacy most people 
express when discussing health.  

What makes a healthy person? In Vienna: “red cheeks” (V). In Hounslow, five items: “no junk food, no 
fatty foods, plenty of sleep, working-out and leaving the car at home. You need to be in ’good shape’, fit 
and healthy, move a lot and have a good diet” (LBH). In Vienna, “ a person in good shape is thin, lot of 
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exercise, no beer belly and a good healthy diet” (V). Although this was qualified by “this is only an image 
that the media have planted in our heads, there are other associations if you think about it” (V). In 
Antwerp, “to be healthy, it is crucial to be active, have a balanced diet and good relations with other 
people” (ANT). In Gdansk, “regular training and proper diet – sporty” 

People had an image of what a healthy person looks like but they had not put this image into practice: an 
almost unattainable goal. In some cases, the idea of a healthy person was exemplified in people they 
knew – “Our security man outside the front door is our first daily image of fitness” (ANT) – “my dad is 70 
years old and cycles to Austria” (ANT). In Hounslow, the responses to the question, “Are you in control of 
your health” drew defensive responses or the issue was again deflected – I can control my health and 
my children’s but not my partner’s” (LBH). 

What is clear is that the image of health is related to diet as much as exercise. “Being fit is not the only 
way to be healthy” (ANT). People had some degree of reticence to discuss their personal health against 
a strong, seemingly unattainable, image of the healthy person’. The switch team in Gdansk summarised 
this position with clarity: “ People are aware of what makes them healthy. They try to keep fit at different 
levels but implicitly some of them do not identify themselves with being fit and healthy – the concept is 
not internalised. A fit and healthy person is a stranger whose words are not to be trusted (certainly not 
Polish)”. 

Nevertheless, some did recount their attempts to be healthier and many with successful outcomes. How 
did they do this? In Antwerp, three discussants had tried to do walk 10,000 steps per day. One of these 
commuters remarked – “they should stimulate more movement at work, less sitting down –what about 
those bicycles that fit under the desks?” (ANT). “People do jog during lunch hours and Alcatel does offer 
healthier food now (in the firm’s restaurant) (ANT)”. One discussant used to have a sedentary lifestyle, “I 
was always tired but now I am a regular cyclist – work-life balance” (GD). In other cases, healthy activity 
events and competitions were seen not to encourage everyday activity but more erratic active behaviour. 
“Some people do sport and then spend the rest of the day on a couch” (ANT). “The Behobia event, and 
running in general, has raised the awareness of fitness (in DSS), but people prepare for these races for 
other motivations other than to stay healthy” (DSS). 

 

Some discussants across the five cities were older and the impact of age on their attempts to stay 
healthy was clearly expressed. “I have the spirit of a young person but the body gets older and older” 
(ANT). Another Antwerp discussant had an illness that prevented them engaging in active mobility and 
“the frustration makes me feel worse – I used to jog but I cannot physically do it now” (ANT). In Gdansk, 
the older discussants remarked that they had less motivation to exercise, as they got older – “I cannot 
put it into practice” (GD). 

There was a general perception across participants in all five cities that they knew what would make 
them healthier. What emerged was that people divorced the physical activities they undertook in daily life 
from those activities specifically designed to improve fitness; and regular, healthier eating from ‘special 
diets’. “ It is difficult to apply this knowledge in everyday life” (GD). “The public know what makes them 
healthy but are too busy to think about changing travel habits” (LBH). In this context, “time management 
is a major barrier to healthier lifestyle change…everyone needs to plan and make time” (LBH). “The 
initial engagement is the most difficult” (GD). 
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8.3 What emotions are raised by mobility? 

 

The messaging used, for example in the car industry, over many years has been to influence mobility 
decisions through appealing to deeper beliefs and images than to the more objective elements such as 
time and cost – and with considerable success. In the focus groups, the discussions tried to explore this 
influence on mobility decision-making by exploring the emotions that the campaign participants had 
toward different travel modes. This was achieved by word and photo association exercises. 

In Vienna, walking was positive – “thumbs-up”. It was associated with pleasant walking experiences, not 
daily walking actions or sport related actions, but “walks around the lake, walking and having a picnic in 
the countryside, on the beach and at sunset. Thus the image of walking is divorced from the objective 
daily walking and the image to provide messages for would be linked to relaxation, memorable moments 
and moments in control. This is in similar fashion to ‘divorced’ commercials for cars that show cars 
navigating deserts and glaciers, so that people can purchase the ‘dream of the image’, albeit for daily 
use on the roads. In similar fashion, SWITCH messaging could try to make the same types of links in 
promoting active mobility.  

In the focus groups, the primary emotions for cars were freedom and speed. “In your car, you are in 
control of your own destiny” (LBH). “The car isolates you from the outside world and the constant 
challenges of the road” (V). Bicycles are seen as having positive emotions both in a recreational setting 
and for some, in everyday use – “the most relaxing” – “I come home relaxed on my bike” (ANT). 
However, the positive emotions of the bicycle are counterbalanced by the more immediate concerns of 
using them. In Vienna, using a bike in the city was seen as stressful due to the conflicts and anticipated 
conflicts with traffic and car drivers – “being screamed at” (V). Similar emptions were expressed in 
London – “cycling in London is dangerous”. “I would not want to risk my life as it only takes a second for 
someone to take you out”. “As I get older, I get more risk averse” (LBH). 

Conflicts between pro-car and pro-bike were apparent in both Vienna and Antwerp, both cities having 
strong green cultures. 

 

8.4 What would influence SWITCH campaign participants to change from 
car use to active mobility? 

 

The current patterns of mobility behaviour have tight schedules that, for many discussants, make an 
initial consideration of switching from making a short car trip to walking or cycling impossible. For others, 
active mobility is a way of life. “I choose modes to be active every day and to do something for my 
health. The doctor advised this to stay healthy and prevent heart disease; so I cycle” (V). Other 
discussants in Vienna had integrated active mobility into their daily activity pattern, but not for reasons of 
health. 
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In Gdansk, daily routines were seen to have a strong influence. Changing the home to work journey from 
car to another mode was seen as difficult due to the morning time pressures in and out of the house. 
Coming home from work, the problem of switching is the need to use this trip for multiple purposes. In 
DSS, car was the primary mode for commuting due also to the “time organisation during the day”. “The 
need to think of the whole daily rhythm makes it more complicated than a simple trip-by-trip decision”. 
(DSS). For some, car was the only choice – “For commuting as far as possible as quick as possible” 
(ANT). 

In contrast, other discussants had a mobility lifestyle based on walking and cycling. “Even with the 
pollution, I keep living in the city because I cannot imagine not being able to bike to work. I do not want 
to have to take the car” (ANT). In Gdansk, apart from the important exception of commuting to and from 
work, it was felt that all other trips could be made on foot – trips to school, friends, leisure, medical 
facilities etc. “There are no reasons not to walk to these places” (GD).  

 

The same view was held by discussants in DSS and in Hounslow. In DSS, “Living in a medium-sized city 
has the advantage that most places are accessible on foot, so for local trips the car is not considered” 
(DSS). In Hounslow, decisions to walk also depended on the time of day and the perceived level of 
security “People would drive a route at night that they would walk during the day” (LBH). In Hounslow 
and Vienna, discussants felt that trips to local shops could be made on foot, although longer trips to large 
supermarkets would be made by car. Local journeys by car were described as ‘silly’ (ANT). In Hounslow, 
discussants gave examples of “parents that spend more time putting their children into the car, driving, 
looking for somewhere to park and then taking their children out of the car, than walking instead” (LBH). 

Cycling had a mixed reaction across the cities. In Hounslow, cycling safety was a major deterrent and 
there was less discussion of cycling relative to the advantages of walking in the local area. In Antwerp, 
there was a dominant cycling culture for daily mobility. People were aware that the cycling environment 
was improving. “I used to bike but it was a misery; these days it is not the case and I can commute fast 
on my bike”. “I started cycling because the car took too long and the travel time in traffic was unreliable. 
The perceived problem to ‘arrive smart’ at the destination was mentioned in Gdansk – “too scruffy to 
arrive at the doctors” (GD), When you need to look good it is just not right” (GD). While cycling safety 
was an issue in Hounslow, cycle security was mentioned as an issue in Vienna. Bicycle theft was 
common and many facilities had no bicycle stands to secure bikes against it. 

For the older discussants, getting around was more difficult. One older discussant in Antwerp remarked, 
“my health obliges me to take the car even for small distances” (ANT). In Vienna, a generation gap 
emerged in the discussions. The older discussants had awareness that the younger generation had a 
different mind-set. Their attachment to the status of the car was seen as less than their generation. They 
felt the younger people seemed more ‘aware’ on how to get around the city. However, the younger 
discussants replied that it was not an ideological issue, simply that there was a better choice of transport 
options now, so the car was not necessary. Both groups did agree in the end that there was a change in 
attitude. One younger discussant remarked, “mobility change has to come from the people themselves” 
(V). 
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8.5 How much were SWITCH participants influenced by the campaigns? 

 

In contrast to the surveys undertaken to assess the degree of behaviour change, the focus groups 
enabled the cities to use the discussions to assess the benefits derived from individual pieces of 
information provided to the campaign participants. This detail is included in the individual city reports 
(focus group report annex) and can provide useful intelligence for those follower cities planning material 
for their SWITCH campaign. See the Vienna focus group report as a good example. 

As with other elements of the focus groups, a degree of diversity was revealed in the extent to which 
people had been influenced by the campaign. 

The PTP-based campaigns had very positive feedback on some elements of the information provided. In 
DSS, the ability of people to choose the information elements to receive was very useful, but also to 
make people aware of some information that they were not aware existed (DSS). As one discussant in 
Hounslow remarked - the resource pack “opened my eyes as to where you can go and see new 
things…Its very useful – we have stuck (the map) on our fridge” (LBH). In Vienna, the materials were 
seen as very informative and the cycle maintenance workshop was particularly liked as it provided 
knowledge on how to cycle more safely and reduce risks (V)  

For those in the focus group that were already using active mobility as their main mode of travel, “the 
campaign reminded me of the benefits and reinforced my actions” (LBH). In addition, this group in the 
five cities were encouraged to walk or cycle more through the information provided in information packs 
on new locations and routes. However, in Vienna, while the information was appreciated, some 
discussants questioned the value of it for planning daily mobility (V). 

In terms of the recruitment events, some discussants in DSS felt that they provided a good opportunity 
for people in the same life change moment to exchange experience and learn lessons from each other 
(in their case on adapting mobility to residential moves). The same was the case among life change 
groups recruited in Vienna where the discussion revealed a split of people who were encouraged to 
change and those for whom the campaign had no effect. 

The ITC tool provided at the focus group gave some useful feedback. While it was agreed that these 
tools were “the new era” (DSS), printed information was preferred. Using the tools was particularly 
problematic for mentoring the many new residents from non-Spanish speaking countries to use the tool. 
In Vienna, the step-counter was seen as an excellent tool that did motivate people to move around more 
during the day, if their level of walking and cycling was less than the recommended level. As stated 
above, it was questioned whether printed material was useful for planning daily trips. These discussants 
emphasised that smart phones were the primary media to influence daily journeys (V). In Hounslow, one 
recommendation of their consultant was to utilise ‘health related bracelets’ and step counters in future 
applications. 

One important point arose in the discussion in DSS – that they had not realised how relatively easy it 
was to meet the WHO physical activity guideline. 

There were many comments in Gdansk and Hounslow about the Traffic Snake Game (only in Hounslow) 
and the Beat the Street game (in both cities). In Hounslow, it was felt that the game started very well. 
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However, where no local champion appeared, such as a teacher, active parent or school manager, the 
competition became “stale”. It was felt that, to retain people’s interest for the duration of the campaign, 
this consistent source of energy was vital. “If people have ownership of the game, they will be retained. If 
they are just told to do it, they lose interest” (LBH). Of importance here was the time gap between the 
recruitment at the inception event and the start of the campaign in the early autumn. In this period an 
important link established with considerable effort by the campaign team during the inception events was 
diminished to some extent. Full engagement of the schools would enable them to be used to 
communicate continuously to the parents. This was felt to be the best way to keep contact although they 
did not comment on the impact of the six week school break over the summer for all schools in the 
Borough. 

The experience in Gdansk was similar. People appreciated the idea of Beat the Street a lot. “Seeing all 
of the children walking out…the system was super…even today when I walk, I look for the sensors on 
the lampposts” (GD). At the beginning, “people were very family orientated; parents and grandparents 
walking and cycling. The whole family had a common goal” (GD). There was general consensus that 
overall, the campaign was a great success. This was echoed in many comments – “I am certain this was 
a great thing. So many people were activated and you could see them integrating”. “It was very 
motivating to see other people engaged too; it is a psychological factor”. “It was a bit of a craze. I caught 
myself thinking, we have ten minutes to spare, let’s go for a walk”… “people started to plan longer routes 
home to build-up kilometres (GD). 

The impact of the game was seen to benefit several levels. In Gdansk “there was a chance for everyone 
to achieve something – also to face a personal challenge”. Another discussant reacted “ I felt proud of 
myself when I walked my first few kilometres. But then I had my work to attend and this hindered my 
progress – but I supported the campaign throughout” (GD). This reflects earlier comments on the 
importance of time constraints as a barrier for some to engage in more daily active mobility. Others 
made significant improvements to their health – “ a neighbour lost ten kilos during the campaign” …” the 
campaign time was long enough to see the effect, like a proper diet” (GD). 

The impact of the Beat the Street game, as an ITC-based SWITCH campaign, was very positive. “There 
was a belief that it was a good idea – something that makes sense” (GD). The hope was among some 
discussants that some form of the game could be kept going on a regular basis. 

Despite the positive impression and inspiration of the two games used in SWITCH, the initial positive 
reaction did not last and the discussants provided good insights for future applications. At the start of the 
campaign, the competition and school collaboration was seen to motivate behaviour change and 
increase walking. “The rivalry was good as it activated people” (GD). However, as the campaign 
proceeded and some cheating was witnessed, the competitive advantage was quickly lost. “People were 
driving to the Beat Box locations” (GD), a comment also made by one Hounslow discussant. “The 
excessive rivalry became a big deterrent… this was often triggered by teachers and parents as a bad 
example to the children” (GD). As a result, the enthusiasm faded and the children “later became fed-up” 
(LBH). The rivalry became the centre of attention, fuelled by social media. One discussant remarked: 
“the change has to start with the parents” (GD). 

The discussants had many suggestions to improve the games in this respect…the results should not 
become the centre of attention” (GD). “The game should reduce the rivalry and focus on changing habits 
and attitudes”. “Bracelets should be used instead of cards” (GD). In Hounslow, the Traffic Snake Game 
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was seen to be les motivating than was the beat the Street game – “not very exciting, just stickers on a 
banner” (LBH) and a proportion of teachers lost interest. 

 

8.6 The main lessons from the focus groups 

 

The focus groups have provided a very rich dimension to the evaluation of SWITCH across the five 
campaigns. Excepting detailed points of local applications, the results are consistent across the five 
cities and therefore provide a good base to extend SWITCH, building on the positive and avoiding the 
mistakes. In DSS, the reflections of the campaign team after the focus group summarised a view held 
across the cities. “The results added flavour to the quantitative (surveys). The way people express their 
feelings. Mobility is an important issue in people’s lives and people are conditioned by the way they 
organise their mobility needs - and the group reflected this” (DSS). 

The key conclusions for the messaging strategy for SWITCH campaigns are: 

• Messages have to appeal to a person’s personality and positive self-image and deeper beliefs; 
and not to their identity, as others perceive it. It was felt that, whatever the strength of the 
advertising, the message has to fundamentally appeal to a person’s values and tastes. If 
SWITCH messages are compatible with lifestyle, then spontaneous behavioural changes 
could emerge. 

• Communication strategies should use the fact that family members and friends primarily 
influence people. 

• The emotions that relate to active modes should be actively used to design messaging 
strategies for the two modes in SWITCH campaigns – in the same way they are used for 
marketing new cars. 

 

Personal and family time management emerged as a strong deterrent to reducing car use – working time 
and health (health being seen as exercise and diet). Careful time planning provides the opportunities for 
change. By focusing on life change moments, SWITCH is addressing the points in life where activity 
management (in time and location) is reconsidered. 

Despite the issue of excess competition, the overall strong feeling in Hounslow and Gdansk was that 
SWITCH gamification had been a big success in motivating people to try walking and cycling. In some 
form, the campaign should be extended, either through regular annual events, or by incorporating them 
into the school curriculum (mentioned in Gdansk). It was felt by discussants in Gdansk that the use of 
incentives may only have a short-term impact for the game, before parents returned to using their cars; 
but the game did provide a chance to experience the alternative. 

Issues of campaign exclusion emerged from the focus on life change groups. In Antwerp, there was 
some resentment among employees in other firms that they had not been included in the campaign also. 
This factor led to the campaign team circulating the information pack in the four selected firms to all 
employees to avoid excluding some employees. The same was true from the comments in Gdansk, 
where those that already walked or cycled to school felt they went unrewarded, as the prizes only related 
to the gaming period. Clearly, future SWITCH campaigns could introduce measures to engage these 
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wider groups and turn exclusion into inclusion; as the survey results underline the level of this ‘external 
interest’. 

The Vienna focus group highlighted the important generation gap regarding active mobility. The 
campaign team noticed that this gap became more marked the closer the discussion came to talking 
about walking and cycling. The impact was in both directions: the elderly felt that young people do not 
understand their needs. The young, in contrast, felt they had no need to justify the ‘prejudices’ against 
their generation. The consensus was that all should have the right to choose the mode that they prefer to 
use. This result highlights the need for the health dimension to be further customised beyond the general 
messages and discussion content to, in some way, customise the health component of SWITCH in the 
same way that the PTP element addresses the mobility component. Had the teams in DSS and Vienna 
had greater success in working with medical centres, this issue could have been addressed, but 
‘solidarity between the generations’ (an EC primary social policy goal) remains an issue for further 
SWITCH campaigns to address. 

The safety issues cannot be underestimated. Parents were seen to bring their children to school by car 
out of a general fear for personal security. It was felt that the walking environment in this respect could 
be more risky, although this neglects the ‘safety in numbers’ aspect, for example in school commuting. 
However, it was remarked for mobility in general that at certain times and places, normal walk journeys 
would be made by car for greater security. In Vienna, theft was an important issue for cyclists making trip 
choices if the destination did not provide for suitable secure places to leave bicycles. Additional to this 
was the real fear, particularly in the larger cities, for fear of accidents; particularly using bicycles. In this 
respect, lessons might be learned from the bicycle maintenance workshops in Vienna that also included 
wider cycling safety advice. 

One important aspect to emerge from the focus groups was the realisation that the WHO 
recommendations were not an unachievable goal, like the images most discussants had of ‘fit and 
healthy people’, ‘not people like us’. The SWITCH actions built on this and people did improve their 
health status during the campaign. The feeling was that this needed to be capitalised on by some form of 
more permanent campaign. 

Another important point to emerge from the discussions was that people had a strong perception as to 
what would make them healthier – including active exercise and diet, but also mental and social status – 
for example, being more relaxed and in control. One mother remarked, “ You get to know your child 
more in ten minutes walking to school than you do with ten minutes at home”.  

 

Despite this, when health issues were mentioned alongside walking and cycling, discussants related the 
two active modes to recreation and sports activities and not to daily life and general mobility. The 
importance of SWITCH has been to show how health targets can be achieved without additional time for 
exercise; but through normal daily activities. As the discussants remarked: “changing habits is hard – the 
initial engagement is the most difficult stage”. SWITCH has provided the nudge in this respect, with a 
positive outcome. 

The qualitative analysis in SWITCH has been a successful evaluation initiative. While some cities 
employed experienced consultants to undertake their group (e.g. Hounslow), the others benefitted 
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greatly from the bespoke training provided; which they tailored to the local conditions. The detailed 
reports of the groups and the way they were planned and executed provide excellent best practice, and 
are included in the annexes to the local evaluation reports prepared by EIP (SWITCH Deliverables 4.2). 
Put alongside the other aspects of the evaluation – the quantitative impact assessment, the process 
evaluation and the evaluation of wider benefits – we can draw together the various pieces of intelligence 
into a single SWITCH narrative. 
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9 The Conclusions 

This final section brings together the different strands of the evaluation across the five cities, and draws 
conclusions to assist SWITCH followers, thinking of embarking on their own campaigns. What can we 
say in conclusion? 

SWITCH works: The analysis has shown that all 4 elements of SWITCH work to reduce car use and 
increase active mobility: 

• Life change groups 
• Customised mobility information 
•  General health messages and information 
• ICT assistance 

 
Two summary tables to demonstrate the scale of the impacts per week and for the whole campaign 
period are provided in Tables 9.1 and 9.2. These tables bring together the different impacts discussed in 
earlier sections. 

 SWITCH works for everybody: Our work has underlined that people across the generations easily 
accept the combination of a health and mobility message. It is also a theme well accepted by local 
politicians and all stakeholders. 

 SWITCH reduced short car trips: The campaigns showed that three quarters of those reducing their 
car use as a result of SWITCH increased their walking and cycling. The objective to address the short 
car trips is therefore successfully achieved. 

Targeting life change groups changed habits: The strategy to target life change was a successful 
one. If people in life change groups can be easily recruited, then there is a higher probability that any 
mobility behaviour changes that occur will be sustained into the longer term as new habits. 

Table 9.1: The summary impacts of the SWITCH campaigns per week 

 Vienna Hounslow 
PTP 

Hounslow 
BTS 

Donostia 
San 

Sebastian 
Antwerp Gdansk 

Number of participants 
in the campaigns per city 

1541 431 2621 532 636 1677 

Number of participants 
1st after survey 

690 267 247 490 518 391 

Total number of car trips 
saved per city 

242 No data 169  257 No data No data 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 100 of 112 

 Vienna Hounslow 
PTP 

Hounslow 
BTS 

Donostia 
San 

Sebastian 
Antwerp Gdansk 

Mean number of car 
trips saved per person 
per city 

0.35 - 0.68 0.52 - - 

Total number of car km 
saved per city 

4278 km 1147 km 1829 km 1424 km 
17085 
km 

3231 km 

Mean number of car km 
saved per person per 
city 

6.2 km 4.29 km 7.40 2.9 km 32.98 km 8.26 km 

Total number of GHG 
emissions saved per city 

855.6 kg 229.5 kg 365.8 kg 284.83 kg 3415 kg 646.2 kg 

Mean number of GHG 
emissions saved per 
person per city 

1.24 kg 0.85 kg 1.48 0.58 kg 6.59 kg 1.65 kg 

Total number of primary 
energy consumption 
saved per city 

342.24 ltr 91.8 ltr 146.32 ltr 113.93 ltr 1366 ltr 258.48 ltr 

Mean number of primary 
energy consumption 
saved per person per 
city 

0.5 ltr 0.34 ltr 0.59 ltr 0.23 ltr 2.64 ltr 0.66 ltr 

Increase in number of 
days with more than 30 
minutes of physical 
activity per city 

977 days 262 days 334 days 54 days 969 days 420 days 

Increase in number of 
days with more than 30 
minutes of physical 
activity per person per 
city 

1.42 
days 

0.98 days 1.35 days 0.11 days 
1.87 
days 

1.07 
days 
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Table 9.2: The summary impacts of the SWITCH campaigns over the duration of the whole 
campaign 

 Vienna Hounslow PTP Hounslow 
BTS 

Donostia 
San 

Sebastian 
Antwerp Gdansk 

Number of participants in 
the campaigns per city 

1541 431 2621 532 636 1677 

Number of participants 
1st after survey 

690 267 247 490 518 391 

Duration of the campaign 
in weeks 

34 30 30 39 39 30 

Total number of car trips 
saved per city 

8228 No data 5070 10023 No data No data 

Mean number of car trips 
saved per person per city 

11.9 - 20.52 20.46 - - 

Total number of car km 
saved per city 

145452 
km 

34410 km 54870 km 55536 km 
666315 
km 

96930 
km 

Mean number of car km 
saved per person per city 

210.8 
km 

128.7 km 222.14 km 113.1 km 1286 km 247.8 km 

Total number of GHG 
emissions saved per city 

29090 
kg 

6885 kg 10974 kg 11108 kg 
133185 
kg 

19386 kg 

Mean number of GHG 
emissions saved per 
person per city 

42.16 
kg 

25.5 kg 44.43 22.62 kg 
257.01 
kg 

49.5 kg 

Total number of primary 
energy consumption 
saved per city 

11636 
ltr 

2754 ltr 4389.6 4443 ltr 53274 ltr 7754 ltr 

Mean number of primary 
energy consumption 
saved per person per city 

17 ltr 10.2 ltr 17.77 8.97 ltr 102.96 ltr 19.8 ltr 

Increase in number of 33218 7860 days 10020 days 2106 days 37791 12600 
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 Vienna Hounslow PTP Hounslow 
BTS 

Donostia 
San 

Sebastian 
Antwerp Gdansk 

days with more than 30 
minutes of physical 
activity per city 

days days days 

Increase in number of 
days with more than 30 
minutes of physical 
activity per person per 
city 

48.28 
days 

29.4 days 40.5 days 4.29 days 
72.9 
days 

32.1 
days 

 

Customised information was attractive: A large majority of your SWITCH recruits will opt for 
customised information (i.e. Information packs), and many of these will also opt for a personal interview. 
You should restrict your campaign only to those who opt for the customised information, during the 
segmentation stage. 

Health messages got to the heart of the matter: The results show that the health messages and 
information incentivised many to take-up more walking and cycling. In future SWITCH campaigns, 
customising health advice, to parallel the PTP customised mobility advice, would be likely to generate 
further behaviour change to that measured in the five campaigns. Overall, half of the measured benefits 
were health benefits. 

Active mobility is the ‘best buy’ for preventative medicine. This is underlined by the results of the 
campaign – the ‘dose-response’ impact is significant with a continued response in the weeks after the 
campaign closes. The benefits of SWITCH to public health strategies cannot be underestimated. 

ICT proved to be a key enabler: ICT in SWITCH was used both to help ‘socialise’ and to ‘personalise’ 
the messages of the campaign. The use of ICT for gamification in the campaigns bought the SWITCH 
objectives to life on the streets, using RFID and smart card technology – a positive social dimension. In 
addition to their use for incentives, there is scope in future SWITCH campaigns to develop the use of 
smart phone applications, step counters and smart bracelets to personalise the overall health messages 
and information provided by the campaigns. 

SWITCH in combination with: Many applications of SWITCH would be –  

• Linking to the take-up of a new mobility service, facility or product 
• Linking to a wider public health initiative 

In these cases, the benefits (and their monetary values) would need to be evaluated within the overall 
initiative. In our case we have assessed them in isolation as an independent assessment of the 
approach. 

SWITCH alone: Freestanding behaviour change campaigns are perfectly legitimate, witnessed by the 
growth of PTP initiatives over the last 15 years. The results show that investment in a SWITCH 
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campaign, building on the best practice in the project and lessons learned, can achieve the desired 
impacts over an acceptable payback period, if the behaviour change can be sustained. Including health 
benefits, the payback periods in four cities were around one year or less. 

SWITCH appealed to both the fit and the sedentary: The analysis has shown that the increases in 
active mobility as a result of SWITCH cross people of all levels of physical fitness. The opportunity is 
there to target those with lower levels of physical activity where the personal health benefits are higher. 

A local tradition of walking and cycling helps, but it is not essential: The results have shown that 
people already walking and cycling, and cities where these modes are commonly used in preference to 
cars, find switching easier. In this context, the reduction in car use is not as great compared to those 
cities where the SWITCH idea is more novel and attractive. The direction and strength of the switching 
will depend on the local context in your city. 

Finding champions will be essential for you: The results have shown that, while the stakeholder 
organisation may support SWITCH, it will not work unless the campaign team can work with a committed 
‘champion’ in the organisation, who takes’ ownership of the campaign from inside and works closely with 
the campaign team (for example a head teacher, a workplace mobility officer or the head of a medical 
centre). 

Social dynamics can increase your rate of behaviour change: The results have shown the power of 
gamification to generate collective attachment to the SWITCH idea, either through paper-based games 
such as Traffic Snake or ICT-based games such as Beat the Street. The games use a combination of 
social elements, combining collaboration and shared achievement, competition with peer groups and 
individual achievement with a ‘fun’ element. These games generate a higher up-take of walking and 
cycling. However, the social dynamics and length of the game need careful management to avoid 
cheating and negative reaction. Focus group participants also endorsed the idea for a venue for the life 
change groups to meet and discuss the issues. 

Sustain the interest of the participants: Once participants are recruited, it is important that you ‘fill the 
time gaps’ until they receive the service sheet, information pack or PTP interview. If you wish to 
undertake surveys after the campaign closes (particularly surveys some months after), it is essential that 
you retain the participant’s interest. In all of these cases, events and appropriate incentives are essential. 

Sustaining the impact: Did people revert to the ‘old behaviour’ once the campaign finished. In the cities 
that had lower dropout rates between the before and after surveys, it was possible to see if the message 
of the campaign resonated beyond the campaign period itself. The results, using panel analysis, clearly 
show that the ‘nudge’ provided by SWITCH continued to influence behaviour in the period immediately 
after the campaign. What is not proven in SWITCH and most other mobility behaviour approaches is 
whether the changes are sustained in the longer term in the form of new mobility habits. While the choice 
of life change groups increases this probability of this, it remains and open question. 

 

Use panels to evaluate wherever possible: When the before and after surveys are undertaken, 
allocate unique codes to each individual for the period of the analysis. This will enable you to track how 
the attitudes and mobility behaviour of individuals change. This avoids the need to use statistics to infer 
what changes have taken place as you are tracking the same people. 
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Can you change attitudes to car use? The analysis shows that two thirds of people did not change 
their attitudes to car use as a result of the campaign. Many of the remaining one third only changed their 
attitude marginally – for example from ‘I see no reason to reduce my car use’ (I already have the balance 
about right) to ‘I always use active modes and will continue to do so’. What this underlines is that the 
major incentive for mobility change in SWITCH was the health messages, and not strong messages 
relating to car use. 

What types of switching can you expect? We identified three groups of switchers from car use to 
active mobility: 

• A relative minority of car users that were already considering changing mode but ‘did not know 
how’ or ‘had not done anything about it’. In Vienna, despite being a relatively small proportion of 
participants generated a majority of those who reduced car use. This group should be a priority 
target for the PTP process. 

• A group of variable size between the cities of people who wanted to reduce car use but felt it 
‘impossible’. What was striking was the number of people in this group that reduced car use; 
converting the ‘impossible’ to the ‘possible’ and this is an achievement for the PTP process and 
the gamification. 

• A dominant group in most cities of car owners who already walked and cycled as main modes, 
and those who felt they already had a good balance of mode use between their car and active 
modes. This group produced the highest proportion of the increase in walking. 

 

SWITCH encourages more of the same: In addition to those reducing car use and taking up (more) 
active mobility, the analysis has shown that many people in the groups not having access to a car, or 
regular walkers and cyclists, were encouraged by the campaign to do more of the same; encouraged by 
the SWITCH health messages. The additional health information is very popular among those already 
active, who were stimulated by it to try additional trips on foot or by bicycle. 

SWITCH will have important multiplier benefits: The attraction and motivation provided by SWITCH 
was not confined to the participants. High proportions of participants had gained the interest and 
motivated family, friends and colleagues to follow their example. In some cases, those outside of the life 
change group observing the campaign felt excluded they could not join it. It is a challenge to any city 
starting out on a SWITCH campaign to have a strategy as to how they exploit this multiplier impact to 
achieve added benefits. 

Dropout: Loss of enthusiasm for the campaign is your major challenge. The cities demonstrated how 
offering good quality incentives overcome this prospect. Gaps in communication with recruited 
participants did lead to a loss of interest before the campaign started in one city. In addition, children 
(and therefore their parents) get easily bored with games if not continuously stimulated. The role of the 
local champions is critical in this respect. Relying on participants to go on-line to complete after surveys 
without prompting will lead to higher dropout rates for the evaluation. The questionnaire might also be 
difficult for many to complete unassisted and they could lose patience if the questionnaire appears 
complex: particularly in multi-ethnic communities. 

SWITCH could have impacts on traffic and pollution levels: Our evaluation did not include traffic or 
air pollution analysis beyond carbon dioxide emissions. Impacts on levels of particulates (PM10), 
Nitrogen Oxide, Sulphur dioxide etc. was not addressed in the evaluation measurements. However, it is 
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clear that if the campaign is targeted on particular sites such as schools or workplaces, a significant 
behavioural shift would have traffic consequences at peak hours, when the congestion, pollution and 
safety risks are highest. For example, the gamification deployed in the catchment of a few schools in 
Gdansk reduced car use among a high proportion of participants. This evaluation would be a useful 
extension to SWITCH. 

SWITCH saves energy and carbon dioxide emissions: The level of energy and CO2 emission 
savings depend on the distribution of car trip lengths saved. Where you anticipate the trip lengths being 
longer, such as for workplace commuting, higher savings are generated, as trips transfer to public 
transport or cycling. In contrast, the SWITCH objective of reducing short car trips will produce less 
energy and CO2 savings as the results have demonstrated.  

SWITCH has public health and personal health benefits: Overall, the results show that half of the 
overall benefits of the four campaigns were health benefits and half from energy and carbon dioxide 
emission savings. Health benefits, of all benefits, were proportionately less in Antwerp, where the 
distribution of car trip lengths saved was longer and the active mobility generated less (16 per cent). 
However, in Gdansk where the majority of the impact was in additional active mobility, the health 
benefits comprised 83 per cent of all benefits. Vienna and Hounslow were the SWITCH campaigns that 
achieved a balanced benefit between health and energy/CO2 savings. 

Shorter payback periods - Including the health benefits, the investment payback periods reduce 
radically, by 50 per cent in Vienna, 43 per cent in Hounslow, 81 per cent in Gdansk and a lesser 20 per 
cent in Antwerp. Overall, the payback period averages at marginally over 1 year. This is a period where 
the risk of not sustaining the behaviour changes measured in the campaign would be lower. It underlines 
that, learning from the lessons of the SWITCH project to fine-tune the approach, the benefits of the 
campaign will be immediate and the investment payback will be short term. 

Using the HEAT model - We have used the HEAT model, as the most accepted method at this point in 
time. Using the model results, we have been able to provide some guidance as to the additional benefits 
of SWITCH campaigns on public health and show that, if these benefits are added to the equation, 
SWITCH campaigns are cost effective investments that produce mobility behaviour change. 

Making SWITCH permanent: it will be important to leave the participants with a ‘feel-good’ factor and an 
expectation that more is on the horizon. Many participants in the games wanted them ‘to be made 
permanent’, perhaps a way to repeat them every year. It became clear during the campaigns that one 
way forward to really expand the use of SWITCH would be to embed the SWITCH approach within 
existing stakeholder processes – convincing them that this is beneficial to their organisations on a 
permanent basis. For example, within the school inception process, when new employees join 
companies, when new arrivals in cities have inception events and when new patients register at medical 
centres. Local mobility managers could monitor progress across stakeholders. In this way the SWITCH 
approach becomes fully embedded in existing practice and is less of a ‘one-off’ exercise. 

 

Getting the process right: The campaigns have identified the critical aspects that make for a 
successful SWITCH campaign: 
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• Prepare your ground – ensure that there is accessible data to provide you with lists of those in 
life change moments. Position all stakeholders and start a liaison process to identify the key 
‘gatekeeper’ decision-makers (for example that provide permissions to approach schools, 
medical centres etc.). Identify and work constantly with local champions at the ‘front-end’ of the 
campaign (for example teachers). 

• Manage the scheduling efficiently and keep in touch with the participants – managing the 
PTP process between differing schedules of workplaces, schools etc. was a complex issue and 
requires careful planning and contingency assessment in advance. Leave no long periods of 
time without personal contact with participants. 

• Use experienced staff if possible – for the PTP process, experience counts; particularly at the 
interviewing stage. 

• Build on local advantages – for example if there is a climate in favour of sustainable mobility, 
improving health, previous campaigns, local political commitment. 

• Ensure a committed and collaborative campaign team – this was a major benefit in all five 
campaigns. 

• Good material is essential – It is important to produce customised material for the life change 
group to get the maximum impact – such as the Mobility Guides for each workplace in Antwerp 
or the separate guides for parents and children produce in Gdansk. 

• Dedicating one team member for evaluation – this could ensure that this does not drop out of 
sight in all of the campaign activity and ensures a lower dropout of participants completing the 
after surveys. 

 

Understanding the campaign participants:  The focus groups have provided essential intelligence that 
will allow you to tailor your local SWITCH campaign messages and your campaign strategy. In addition 
to points already made and confirmed by the focus group discussions, two other points stand out: 

• When people are confronted with walking, cycling and health, they associate the words with 
organised sport, exercise and diet. They are surprised when they are made aware that it will 
not take much to integrate health achievement into daily routines, and that meeting the WHO 
target is for them and not only for ‘the fit ones’. This has to be a strong future message for 
SWITCH. 
 

• Car advertising over many years, is rarely associated with the logical actions of getting from A 
to B, but with deeper values, desires and beliefs, social fashions and peer pressure. In similar 
vein, the words associated with walking and cycling evoked pleasure moments, moments in 
control (e.g. walking in the sunset, along empty beaches, cycling in remote areas). These 
values should be developed in future campaigns into strong messages in favour of active 
mobility for daily life. 

 

Sustaining change, up-scaling and under-reporting: There are five issues to consider: 

i. Where the dropout rate between your before and after surveys is significant, the claim can be 
made that many people responded to the campaign messages, changed behaviour but were 
not interested in completing surveys: therefore the impacts need to be up-scaled.  

ii. How much of the behaviour change you have measured in the campaign was due to the 
influence of the campaign. This was discussed in earlier sections of the report. It would be 
optimistic to say all of it and pessimistic to use only the net change. The answer is in the 
middle. In the HEAT model, you can select a percentage value that you attribute to the 
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change. Our calculations provide 3 values for 50, 75 and 100 per cent. Our best estimate is 
that 75 per cent would be a low value and the real estimate is probably closer to 85 per cent. 

iii. Conversely, it could be argued that the attractive incentives to keep people engaged in the 
campaign exaggerate the behaviour change that is likely to be sustained into the future. 

iv. The assessment of cost effectiveness is wholly dependent on the assumption that the 
behaviour change is sustained for the length of the payback period 

v. The longer-term impact ignores the potential, measured in the campaigns, that there will be 
multiplier impacts on the mobility behaviour of family, friends, and colleagues and so on over 
time. In this case, one might apply a multiplier factor to the level of measured impacts. 

 

The assumptions for all of these five points have to be made based on the local situation in your city. A 
sensible way forward would be to assume: 

 

• A proportion of those not responding to the after surveys did change their behaviour. In this 
sense the measured impact may be the minimum change. Equally, it would be wrong to 
upscale the impacts to all participants: the truth is probably closer to the minimum value but 
the judgement as to what level of up-scaling to assume would be for each city. Conversely, we 
would also assume the proportion of the behaviour change due to the campaign is high; 
around 85 per cent. 

• Incentives provide a necessary nudge to change behaviour. The hope is that this stimulus will 
become permanent and not dependent on continuous incentives. Clearly estimating the 
proportion of participants that reverse the behaviour change at the end of the campaign is an 
important issue and is linked to the final point 

• A maximum value would be to assume the behaviour change becomes habitual for all those 
who have changed behaviour during the campaign. Partly due to the incentives issue and the 
enthusiasm to participate in gamification, some participants may not sustain the behaviour 
change into the long term. In addition, personal circumstances and new life changes may 
emerge over time to produce new travel patterns. Against this point, it can be argued that 
there will be a multiplier impact, changing the behaviour of others that have been informed 
about the campaign. This would, to some extent compensate for some of the behaviour not 
sustained by the campaign participants. However, what is clear is that, from a cost 
effectiveness point of view, the payback on investment is over a period where a high level of 
behaviour change will be sustained. 
 

Balancing these issues to estimate the impacts of the SWITCH campaigns is clearly not straightforward. 
Each city has to make judgements as to whether the impacts should be up-scaled. In some SWITCH 
cities, up-scaling was unnecessary as the dropout was small: in others with very large dropout rates, up-
scaling exercises were undertaken. Cities can also make a number of estimates on the multiplier impacts 
and for the ‘behaviour decay rate’ over time.  

 

What SWITCH will cost you: The data provided allowed us to break down the campaign costs. These 
varied between the cities, depending on the way the campaign was tailored to local circumstances. 
However, we can provide the following guidance from their experience: 
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• Preparation – This part of the campaign cost roughly €20,000 in 4 cities, despite different 
campaign sizes 

• Recruitment - The average cost per person recruited was €4. If the life change group is easier to 
access (for example in the gamification with all school children), the cost reduces to around €2.5 
per participant. If the life change group is more difficult to access, then the cost can rise closer to 
€10 per participant. 

• The PTP process - is labour intensive. Costs vary depending on the ease with which information 
packs can be provided, the efficiency for scheduling interviews and the grade of staff involved. 
The evidence from the 5 campaigns puts this cost between €13 and €23 per participant. A guide 
price would be €20. 

• The evaluation – this very much depends on what results you need. The full evaluations 
undertaken in the five cities varied but we could estimate €25000. However, a strategy to collect 
only key data, for example on trips saved and generated, distances etc. would be much cheaper. 
Evaluation is cheaper if based on a limited number of sites (for example in Antwerp the full 
evaluation cost only €13000). 

 

The analysis has shown areas where costs can be reduced for both the campaign and the evaluation 
and these are detailed in the body of the report. 

What can I get for my investment? The figures from the 5 campaigns do provide some ‘ballpark’ 
figures for what a city might expect for a given level of investment. Taking the above costs per participant 
for each element of the campaign, we can estimate: 

• An investment of €32000 – a sample of 500 life change participants (a cost per participant of €64) 
• An investment of €44000 – a sample of 1000 life change participants (a cost per participant of 

€44) 
• An investment of €68000 – a sample of 2000 life change participants (a cost per participant of 

€34) 
 

To all of these budgets, an evaluation cost equating to 10 per cent of the campaign costs should be 
added for an evaluation of the primary variables. 

The payback period for your SWITCH investment: This will be dependent on a number of factors and 
the objectives of your specific SWITCH campaign: 

 

• The SWITCH campaigns had a wide range of payback periods, the average being 2 years and 
4 months, based only on the energy and CO2 related benefits. 

• On the transport side of the benefits, the savings in energy and CO2 will depend on the number 
and distribution of car trip lengths saved 

• On the health side of the benefits, the benefits on overall public health and personal health will 
depend on the level of walking and cycling generated and the fitness profiles of those walking 
and cycling more. In SWITCH, taken together, the health benefits were half of the overall 
benefits of the campaigns and significantly more in cities where short car trips were reduced 
and active mobility significantly increased.  

• Our analysis has included the full labour costs of the campaign. Many elements of the 
campaign, such as the PTP process, are labour intensive. It may be that you would choose to 



 

 SWITCH_Evaluation Report.docx 
www.switchtravel.eu 
 

Page 109 of 112 

offset (some of) these costs if you are using internal staff. This would have an impact on the 
investment payback period. 

• We have included the full costs for the campaign preparation. Some of this cost is for the 
preparation of materials such as mobility guides and leaflets etc. These can be used for general 
use and the costs of these could be spread over several budgets or a longer time period. 

• One important point is to spread the investment in SWITCH between the mobility and health 
departments. This was successfully achieved in one SWITCH city and did generate top-up 
funding to the EC Grant allocation. This would reduce the payback for any individual department 
investing in SWITCH. In Hounslow, the roughly equal benefits derived for both the transport and 
health components of the campaign well justified the combined investment. 
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10 Endnote 

This report has combined the results of five detailed independent city evaluation reports undertaken by 
the authors. Links to these reports and their annexes are provided here. The five SWITCH campaigns 
have demonstrated that the approach works. Significant proportions of campaign participants reduced 
their car use and took up more active mobility. The strengths of customising information, of promoting 
the health benefits, and of utilising ICT have come together to influence people at stages of their lives 
when travel habits have to change, changes that are likely to be sustained into the future. The benefits 
from energy and carbon dioxide emission reductions are matched by health benefits from more active 
mobility and the payback time for the SWITCH campaign investment is short - marginally over one year. 

The evaluation undertaken has been to validate the SWITCH approach. Much has been learned from 
which future applications of the SWITCH approach can profit. How to conduct the campaign in a more 
cost effective way, how to design and tailor the messages, the best ways to retain the interest of 
participants long enough to get the message across and, of most importance, how to maximise the 
impact that the campaigns can generate in reducing car use and increasing active mobility. SWITCH has 
developed a ‘win-win’ solution for achieving a more sustainable mobility and for improving public health 
at the same time. In so doing, SWITCH addresses two major problems that European society is facing in 
the 21st century. Its further take-up, building on the lessons of this report, can ensure that cities can apply 
solutions embedded in both sustainable urban mobility plans and public health planning, with a common 
fully validated tool and a guaranteed impact. 
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12 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 

 

 

 

 

 

 

 

 

 

 

 

Contact: 
Wiebke Unbehaun  
University of Natural Resources and Life Sciences Vienna 
Institute for Transport Studies 
Peter-Jordan-Straße 82, 1190 Wien 
Tel. +43 1 47654 5304 
E-mail: wiebke.unbehaun@boku.ac.at  

For further information please visit www.switchtravel.eu  
 

 

 

 

 

The sole responsibility for the content of this document lies with the authors. It does not necessarily reflect the opinion of the 
European Union. Neither the EASME nor the European Commission are responsible for any use that may be made of the 
information contained therein. 


