
 

 

 

 

 

 

 

 

 

The SWITCH campaign  
Target group & approach to reach SWITCHers 

The City of Gdansk addressed the SWITCH campaign 

to the communities of three local primary schools: 

pupils, parents and schools staff. Low level of physical 

activity and unhealthy lifestyles continue to be major 

problems concerning nowadays citizens, and 

especially primary schoolchildren, as many parents 

accompany their children to school by car. The 

campaign started at beginning of the school year 

which is a crucial moment to influence the travel 

behaviour for the whole school community. 

Several communication channels were used to reach 

the participants. The personalised contacting 

approach was adapted to children or adults:  

a. school mailing lists of parents were used for distributing 
the announcement letters, to remind people and to send 
them thank you messages,  

b. the Gdansk citizens of targeted districts that were 
involved in the Bitwa na kilemtry campaign were invited 
to a public meeting with the Mayor of Gdansk,  

c. the campaign was further announced and explained 
during meetings with parents,  

d. regular one-to-one meetings with headmasters of 
various schools were organised,  

e. websites were used to inform about the campaign,  

f. each potential SWITCH campaign participant received - 

as part of a starter kit - a brochure explaining the aims 
of the campaign,  

g. a Facebook page of the campaign was updated daily 
with news and announcements related to the Bitwa na 
kilometry campaign. 

Distribution of information and incentives 

The City of Gdansk provided information material 

differentiated by age groups and SWITCH factsheets 

on active travel. In addition, a cycling map of Gdansk 

with attractive cycle routes was offered on the  

service sheet. The proposed incentives were 
 

distributed as walking and cycling sets. One was 

composed of a pedometer and silicon shoe laces; the 

second one of bicycle lights and saddle covers. They 

were chosen as the most adequate incentives for a 

walking and cycling campaign and for their 

attractiveness for both age groups. Participants also 

received information and links to online calculators to 

build their own travel plans to evaluate the cost- and 

time-effectiveness of active travel. The personalised 

packages were delivered to school coordinators. The 

packages where distributed to all classes by school-

masters and delivered to adults/parents by children. 

 

Personalised Travel Planning (PTP) 

The City of Gdansk offered PTP talks as  

part of their service sheet, in the form  

of mail, phone or face-to-face con- 

sultations. In addition, school  

teachers were invited to  

organise activities like  

“walking days”, “evening  

walks” or “jogging  

classes”.  

 

 

 

Campaign factsheet #3 

Gdansk  
About Gdansk 
Name: City of Gdansk 

Country: Poland 

Population: 456,000 inhabitants 

Size: 262 km2    

 
 

Modal split:  Walking: 20%  Cycling: 4%    

Car: 39%   Public Transport: 37%                    

Topography: large topography variations 



 

 

Local contacts: 

City of Gdansk    Monika Evini:  Monika.evini@gdansk.gda.pl 

Urząd Miejski w Gdańsku,       +48 58 5268089 

Nowe Ogrody 8/12, 80-803 Gdańsk   Grzegorz Krajewski: Grzegorz.krajewski@gdansk.gda.pl  

         +48 58 526 8089 

For further information please visit www.switchtravel.eu  
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Health 

The SWITCH campaign in Gdansk offered a fun, functional, 

instructive, active and healthy lifestyle programme. 

Informative brochures dedicated to schoolchildren with 

suggestions of tasks related to healthy lifestyle, as well as 

the factsheets created by SWITCH health, walking and 

cycling experts were distributed. Schools and teachers 

were encouraged to organize different activities and school 

lessons dedicated to health and activity issues. 

ICT applications 

The City of Gdansk decided to use the ICT system of 

Intelligent Health, which is based on electronic sensors and 

individualised magnetic cards. Walking and cycling 

activities were recorded by touching personalised smart 

 

Results 

     Participants 

     Start of the campaign: 1,677 

     Shortly after the campaign: 391  
     3 months after the campaign: 128 

 

     Travel behavior of SWITCHers 

     Car use (at least once a day) 
     Before the campaign: 33.9% 
     Shortly after the campaign: 30.8% 
     3 months after the campaign: 35.7% 
   

     Cycling (at least once a day) 

     Before the campaign: 7% 
     Shortly after the campaign: 4.7% 
     3 months after the campaign: 2% 
 

     Impact of SWITCH on health  

     Awareness of health benefits of active travel 

     Before the campaign: 87.5% 
     Shortly after the campaign: 88% 
     3 months after the campaign: 84.4% 
 

 

 

 

 

 

 

 

 

 

 

 

 

cards (RFID cards = Radio Frequency Identification) onto 

electronic sensors, called Walk Tracking Units (WTUs) or 

‘Beat Boxes’ that were mounted at lamp posts in the 

vicinity of the 3 schools. The WTUs send real-time data to 

a central database and participants could follow their 

progress on a website. This system proved very suitable 

for the multigenerational target group. It offers game-like 

aspects for the children and is easily accepted by adults. 

The gamification of the SWITCH campaign is a very 

important motivational issue. At the same time, the Beat 

the Street system allows participants and organisers to 

check the records of walked and cycled kilometres. 

Despite some minor technical problems all participants 

were generally happy with the system. The local SWITCH 

team received many comments suggesting that this was 

the most motivational part of the campaign. 

 
 
 

 

SWITCHers (participants having access to a car 

and who reduced car trips): 

Shortly after the campaign: 139 
3 months after the campaign: 42 

 
Walking (at least once a day) 
Before the campaign: 48.4% 

Shortly after the campaign: 55.4% 
3 months after the campaign: 57.4% 
 

3 months after, participants who... 

Reduced their number of car trips: 36.2% 
Walked more: 55.5% 
Cycled more: 14.8% 
 

SWITCH’s impact on environment 

Car kilometers saved: 3,231 km per week 

Fuel saved: 258.48 liters per week 

CO2 saved: 646.2 kg per week 

Total cost saved: 18,817.24 euros per year* 
* The total cost saved through energy savings and CO2 per year 
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