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1 The SWITCH Project  

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

• Raising awareness on the benefits of active travel,  

• Customising information (e.g. information for specific segments of the target groups, like different 
material for seniors, children or parents and personalised ´travelling plans` and the use of 
different ICT solutions), 

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

• Imparting knowledge on opportunities of active travel and  

• Encouraging people to walk and cycle more often.  
This personalised travel planning approach was different in each of the implementation cities but 
included at least the following activities (see Fig. 1): 

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

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

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

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

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

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

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

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

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

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

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

2.1 General context of the Donostia-San Sebastián 

- 185.000 inhabitants  

- 60,94 km2  

- The most recognisable city snapshot features the beaches of Ondarreta and the Concha, with 
Santa Clara Island nestling in the centre of the bay. The city’s third beach, the Zurriola, lying 
alongside and beyond the Kursaal Congress Centre, is famous worldwide for its excellent surfing. 

 

 

- Climate is considered as mild, with generally gentle temperatures, high humidity, frequent clouds 
and heavy rainfall throughout the year. The coldest month is usually January, with an average 
temperature of 7,9ºC and the hottest August, with an average of 20ºC. 

- In San Sebastián live people from different backgrounds and cultures and this is an important 
asset for society. The aim is to promote coexistence through knowledge and mutual recognition.  

- San Sebastian is a city of very plural people. It is comprised of citizens from 142 countries, each 
with its own culture, habits and languages spoken. Therefore, the City of San Sebastian is based 
on the model of multiculturalism when it comes to managing the diverse cultures and 
backgrounds,; ie, based on the respect for all cultures, treating them all equally and without any 
have more power than others, provides the basis for intercultural relations, using means 
understanding and mutual respect. From that perspective, Migrants have every right to maintain 
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their culture and language, as well as to know and respect the local culture and language. Should 
be offered the opportunity to experience the differences in equality. a construction and 
participatory vision is promoted. Welcoming the newcomers, to know, to recognize, to respect, 
value and integrate. The approach is to build new ways of doing together from knowledge. 

- Every month more than six hundred people are registered in the city which gives an idea of city´s 
vitality, in spite of its population has remained during last years almost the same. 

Chart. Population evolution in Donostia / San Sebastian  
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Life expectancy in Basque Country, Gipuzkoa & Donostia metropolitan area 

Mortality rate for every 100.000 inhabitants from all the causes 

Incidence rate for every  100.000 inhabitants for tuberculosis 

Incidence rate for every  100.000 inhabitants for cancer 
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The city of Donostia-San Sebastián has a population of 186,126 according to Eustat 2014. The age 
distribution of the population of Donostia-San Sebastián is as follows: under age of 20 is 31,614 (16.9%) 
of the total population, age 20 to under 65 is 113,187 (60.8%) and age 65 and older is 41,325 (22.2%). 
Donostia-San Sebastián is located in the Basque Country on the north coast of Spain 20 km from the 
French border. The population of the built up area is 708,631 according to Eustat 2013. The territory of 
the municipality covers 6,000 hectares, of which 34% is urban area and 66% rural. 
 
 
In Donostia-San Sebastián there are other campaigns that are going on and are also related to SWITCH 
and these are CycleLogistics, Tide, SmartCEM, SITE. 
 

2.2 Mobility- and traffic- related context of the City of Donostia / San 
Sebastián 

Percentage of developed land: 33,21% 

Index of urban compactness: 44.47 dwellings per hectare. 

Public transport travels in 2014: 28.077.701 

Bicycle daily uses in 2014: 18.026 

Index of motorisation: 585 vehicles per 1000 inhabitants (400 cars, 140 motorbikes) 
 

Donostia-San Sebastián has 405 cars / 1000 inhabitants, 140 motorbikes / 1000 inhabitants and 589 
vehicles / 1000 inhabitants and this is according to the Annual Sustainability Report 2013. The modal 
split (In percentages of all journeys made by different modes of transport, including walking and cycling) 
is as follows Pedestrians: 49%, Private vehicle: 22%, PT: 17%, Bicycle: 4% and Others: 8%... 
 

Donostia / San Sebastián is a medium-size & user-friendly city, and it is very easy to get around using 
the public transport services that connect the different parts of the city. Its smart urban layout and short 
distances make San Sebastián perfect for getting around on foot, with sprawling pedestrian spaces, 
promenades and more than 65 km bike lanes that hug the city coastline from tip to tip. 

That strategy to prioritise active modes to the detriment of the motorised ones leads local administration 
to seek new formulas to reaffirm its commitment towards more healthy and environmentally friendly 
modes of transport. Some of the latest actions carried out in the street, like soft pedestrianisations or 
flexible uses of the street, have the aim to recover the hierarchy of streets where people retrieve back 
again the most important role in urban planification. 

Due to the peculiarities of city topography, most of hilly areas & neighbourhoods of the city are located in 
the surroundings and people who live in those districts need to get the city center using fast modes of 
transport. That is the reason because some time ago started a trend to make those travels by bicycle or 
even by small motorbikes. The absence of parking regulation to those modes of transport in the city 
center has resulted in an increase in their use. 
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2.3 Policy aims at the local level 

Following a steep increase in the use of private cars thirty years ago, there was a considerable impact 
on the environment and town planning. A new mobility and urban quality policy was launched in 1990 to 
promote more walking, cycling and public transport and recover public space. The objectives for 
sustainable transport are laid down in the Urban Development Master Plan (PGOU) that was passed in 
1995. Within the framework of this general plan, several action plans have been approved in the last 
decades as The Civic Mobility Pact 1999, the Bicycle Plan 2000, Donostia is walking 2001, the Public 
Transport Plan 2004 and the plan for traffic safety and security, 2007. In 2007 the different plans and 
actions for sustainable urban transport were integrated the Plan de Movilidad Sostenible. For about 
twenty years, the city has been enforcing a strong integrated policy in favour of pedestrians, bicycles and 
public transport and has significantly extended its network of cycle paths, footways and bus lanes. Public 
transport has increased in recent years with 156 trips per person per year in 2010. Cycling is becoming 
more and more important and walking is the most important mode of transport. The Mobility Councillor of 
the city of Donostia-San Sebastián was elected a member of the CIVITAS PAC and the city hosted the 
Walk21 International Conference on Walking and Liveable Cities in 2002. The SWITCH campaign can 
achieve significant increases in bicycle use by informing people about various improvements and 
encouraging their use. 
 
The objective is to recover the urban space that people lost when the invasion of motorised modes was 
deployed during the 60’s and 70’s of the twentieth century. This objective is also in line with other city 
objectives to improve its quality of life, environmental conditions, noise reduction levels and eventually, 
health conditions of inhabitants who because of some technological developments, have led to a more 
sedentary lifestyle. 
 
Nevertheless, it is clear that the implementation of new services to reach mentioned objectives alone are 
not enough to provoke any substantial change in people attitude and behaviour. If those new services 
are intended to be used, people have to be informed about their existence, and that is the reason 
because they need to be complemented by strategies aiming to persuade people to change their travel 
behaviour. 
 
Soft policies where Switch project can be located, consist in information campaigns use communication, 
advertising or education to change attitudes and behaviour towards travel behaviour. The city of 
Donostia / San Sebastián understood that such activities have a decisive role in their own raising 
awareness of the available travel options and as a support initiative for other interventions in the mobility 
management field. 
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3 The local SWITCH Campaign of Donostia /  
San Sebastián 

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

The campaign will be announced to people who recently moved homes, people who received medical 
advice and people changing their educational or professional status. This will be done by phone, leaflets 
and emails. After this a baseline survey will be conducted directly by phone or link to an on-line survey 
and this survey will be offered in Spanish and Basque. The service sheet will be distributed by mail or 
email. DSS is going to provide information material such as information from the mobility department 
(like cycle network maps or pedestrian route maps), information provided by the SWITCH project, and 
local / regional and national publications. This will be done to motivate the participants. Incentives will 
also be used to encourage participation in the form of minor gifts which will be offered in the Service 
Sheet and a gift that will be raffled at the end of each target group campaign. Personal consultancy will 
be arranged by own staff. Depending on the amount of appointments requested they will be supported 
by subcontracted staff. There will be supplementary motivational measures that will be done through 
providing calendars/templates with indicators related to participants’ active travels and smartphone 
application to track travel behaviour based on the Moves app, covered with a SWITCH frontend.  

 

3.1 Target groups of the Donostia / San Sebastián’s campaign 

The target group for DSS is people who make short car journeys that can be realistically replaced by 
walking or cycling trips. This target population should be people who use their car but are willing and 
able to change. These people will be more responsive to the SWITCH campaign than addicted car 
drivers. After consideration of all this DSS will focus on people who recently changed their educational or 
professional status, have recently moved homes and have received medical advice. This target group 
was selected because that behaviour change approaches are especially effective at moments where 
people need to rethink their mobility routines and are therefore open to changing their behaviour so this 
means that the willingness and ability to change behaviour are especially high directly when the life 
change event happens.  

Initially DSS will contact 10 school centres and focus on pupils who are new at that school (ca. 500-600 
pupils). The baseline survey will be conducted with the parents and this would increase the sample size. 
The survey will start around June/July depending on the register process of each school centre. Only 
students from San Sebastian are the target group, but they could also include people from the outside if 
they make trips in DSS. They have a lot of cheap parking places. So it is not easy to convince them to 
take part in the campaign.  

DSS to meet with the health centers of the city to discuss with them which could be the best approach to 
recruit participants who received a medical advice.  … 
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The expected largest target group considering the available information in the municipality will be people 
who recently moved home. As mentioned before Donostia / San Sebastián has a clearly tourist & 
commercial character and because of that, the city receives many new residents for short term periods. 
Although the population has not changed significantly in recent years, the amount of those new residents 
is sufficiently important that municipality decided to put special attention on them.  

DSS meet with the health delegation of Basque Government which is responsible for health centers of 
the city. Meeting objective is to set-up the strategy to choose the best approach to the target group of 
people who receive a medical advice. After several meetings it is decided to organise a training session 
program with medical staff of each health center in the city, so that, they can inform patients during their 
medical visits about Switch campaign. Two people from the health delegation and health public service 
are defined to co-ordinate the training session program and to report their progress to the Switch local 
team. 

At this point, it is necessary to highlight that medical visits protocol proposes a very tight times for each 
visit so adding more time to inform about Switch campaign supposed a comprehensive work by health 
center responsibles to avoid exceeding times to the visits of potential participants of Switch campaign. 
That is the reason because all the campaign tools used to inform about the project were oriented to 
minimise the time exceeding factor during the medical visits. In that sense, Switch campaign posters 
were placed in main panels of health centers with the most important health benefits that Switch aimed 
to develop with its campaign. In the same way, the announcement letter that medical staff provided 
potential participants during medical visit, complemented what they could inform them in a very clear 
way using bullet points to highlight the benefits that campaign could provide them in both personal and 
social sides. 
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3.2 Timeline  

 

Figure 2: Gantt chart of local campaign  
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3.3 Preparation and Communication 

3.3.1 Partners involved 

 

Local Partners: Donostia San Sebastian Municipality 

- Mobility Department 

Iñaki Baro. Local Project Manager 

Tamara Gomez. Local Project Team. Mobility Technician 

Josu Benaito. Local Project Team. Head of Technical section. 

Fermin Echarte. Local Project Team. Mobility Technician 

Angel Querejeta. Mobility Director 

Paula Usun. Call center member. She was subcontracted to support the local team during the 
early stages of the campaign, contacting new residents provided by de DDBB of the census 
department, conducting the baseline and 1st After engagement survey, preparing Switch 
packages from Service Sheets and collaboration in PTP talks. 

Rebeca Calzada. Call center member. Same responsibilities as Paula took. 

- Health delegation of Basque Government 

María Blanco Egaña. Technician in health delegation. She was the co-ordinator in the health delegation 
related to “People who receive medical advice” target group. She conducted the training sessions in 
medical centers about Switch campaign and she reported us all the progresses within this target group. 

Mari Jose Goñi. Medical centers co-ordinator. She was the person in charge of co-ordinate all the 
medical center visits for planned info days during the 2nd campaign attempt. She was in constant 
contact with medical centers and she introduced us in each medical center. She also took part in the 
schedule of 1st and 2nd campaign of the target group of “people who receive medical advice”. 

Elena Albisua. She played a decisive role in the approval to create a collaboration way between our 
mobility department and the health delegation to carry out the Switch campaign in this target group. 
During the early stages of the campaign design she oriented us about how to select the best approach 
considering that Switch project was the first time that mobility department worked together with them. 

Apart of those three people, each medical center have its own responsible who was in charge of 
communicating Switch campaign in their respective medical centers, and they also were in contact with 
us in case they need our help, even when we visited their medical centers during the 2nd campaign. 
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University of Basque Country. 

Ana Arrieta. Vice Chancellor of Gipuzkoa Campus. Main representative of the public university of 
Basque Country in the campus of Gipuzkoa. Her institution contributed actively to set up Switch 
campaign in the University. Her attitude was decisive to convince all schools to include the Switch 
campaign in its respective annual programs. 

She provided us contact information of 10 school that take part of campus of Gipuzkoa in Donostia San 
Sebastian. Each school had its own coordinator who helped us during the planification of Switch 
approach in their respective schools. 

Census department of DSS municipality 

Arantza Lertxundi. She was the main contact and helped us to have a better understanding about how to 
treat the information they usually get from new residents. She also informed us about data protection 
laws and its restrictions. She also informed us about an already started welcome campaign to new 
residents where Switch campaign could be integrated. She gave us the contact of Culture diversity 
department which is the one in charge of the welcome campaign. 

Lourdes Berasarte. Administrative person who provided us the information about census database. 

Culture diversity department 

Although we did not worked directly with them, the meetings we had with them during our campaign 
design was very helpful for us and they played a decisive role to conduct the Switch campaign to new 
residents target group. In that sense, it is necessary to remark at least the collaboration of Ana 
Cachafeiro and Carolina Adarraga. 

 

3.3.2 Local dissemination activities 

 

Several communications have been released during Switch campaign, through municipal press 
department., National take-up seminar held in San Sebastian was also announced for the 1st of March 
of 2016. 

Mobility department website also informed regularly about local Switch activities, and Switch is present 
always in the home page of the site. 
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Image. Homepage of Mobility department of City Council with Switch project present 

Social media used from Mobility department, mainly twitter (@DSSmugikortasun) and facebook provided 
punctual actuality of the whole project not only in Donostia / San Sebastian but also all the news related 
about Switch. 

Specific dissemination activities were deployed for students in the University target group into the 
campaign announcement period.  

For people who receive medical advice target group, we launched a communication campaign taking 
advantage of the CCTV system of the Public transport service. That communication campaign was 
mainly intended to inform about the schedule of info days organized in each medical center of the city. 
This campaign last 10 days and the potential impact through the PT was estimated in about 800.000 
passengers over the 10 days.  

Apart from the dissemination activities derived from the campaign, Switch was locally disemminated in 
two international congresses: 

Smart cityes. Organized by Fomento San Sebastian. September 2015. 

Cyclelogistics European Conference. Organized by ECLF / DSS municipality. October 2015. 
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3.3.3 Communication channels to target persons 

Considering the three main target groups faced from DSS, each of them had their own approach 
method. 

- People who moved home. Thanks to census department collaboration, we integrate Switch 
campaign in the welcome campaign of the municipality and we proceed to contact participants 
initially by phone. Further communications were also made by phone or e-mail, as participant 
chosen. 

- People who change educational status. For university target group two initial approaches were 
thought: 

o To call all the students in each faculty in a homeroom to inform about Switch. 

o To visit each first year classroom in each faculty. 

Agreed with each faculty we decided the second option would have bigger impact that the first one. For 
university experience, they adviced us about low participation in case of a general call, and that is the 
reason because it was decided to visit students in their classrooms. 

Visits were short, about 10 minutes, and besides informing about Switch campaign we distributed 
a postcard asking students contact data for those who were interested in take part in the 
campaign. 

A mailbox was provided in each faculty to receive the postcards of interested students. 

Image. Switch communication in University. Mailbox location 

- People who receive medical advice. For this target group we were advised for health delegation 
and medical centers staff. More concretely, and in order to ensure the privacy of patients, they 
proposed to make the approach through their own staff, to help patients to gain confidence in the 
campaign. 

During the 2nd campaign attempt, a municipal team visited each medical center in order to 
support their staff work. 
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During the whole project duration, a phone number and specific Switch e-mail address 
(switch@donostia.eus) has been available for all the people who wanted to get any kind of 
information about the project. 

3.3.4 Information material and incentives 

 

Regarding information material, from DSS municipality three types of material were mainly used: 

- Concrete material of the Switch project created by dissemination project partner. 

Image: Switch project leaflet 

- City information material, related mainly to active mobility: pedestrian and cycling information. 

   

Image: City leaflets offered in the Service Sheet 

- Health material. Leaflets and documentation distributed by health delegation of basque 
government and health ministry. 
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Image: Health related leaflets offered in the Service Sheet 

Beside this material, for those who asked for PTP, a personalised sheet was provided with a 
comprehensive analysis of the travel he/she proposed to study, giving information about active 
alternative and personal & social benefits of choosing this active alternative. 

On the other hand, regarding incentives and gifts we gave during Switch campaign, we offered four main 
incentives during Service Sheet distribution, and at the end of Switch campaign in all target groups we 
organized a general raffle were 30 folding bycicles, 30 activity wristbands and 30 annual tickets for public 
bike sharing system were raffled. 

All the incentives logically were oriented to increase active mobility of their winners, and that is the 
reason because they were selected to increase winners activity cycling or walking. 

Table 3-1: List of information material on service sheet 

Name national language Name in English 

Plano peatonal de San Sebastián Pedestrian map of San Sebastian 

Recorridos saludables Healthy itineraries 

Carriles bici y transporte vertical Cycle lanes & vertical transport 

Folleto Dbizi Dbizi leaflet (Public bike sharing system) 

Cómo atar la bici How to block the bycicle 

Elige Actividad física Choose physical activity 

Prevenir el sedentarismo Prevent sedentary 

¡Vamos andando al cole! Let´s walk to School! 

PTP PTP 

 

http://www.switchtravel.eu/


 

00000 D3.2_SWITCH_IEE_13_561_SI2_674853_DSS_rev1 
www.switchtravel.eu 
 

Page 21 of 43 

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

Name national language Name in English 

Timbre & Brujula Ring & Compass 

Podómetro Stepcounter 

Bidón Walking can 

Linterna de bicicleta Bycicle torch 

 

3.3.5 ICT tool(s) 

In Donostia / San Sebastian it was proposed as an ICT tool the SWITCH App for mobile phones 
(Android and iOS versions). 

SWITCH app is based in existing MOVES app (https://www.moves-app.com/) which tracks your daily 
travels whatever the mode of transport you choose. The app provides you the travel length, time, steps 
made (in case you go walking) and calories burned. 

  
Image: Switch & Moves app screenshots 

SWITCH app was a complementary app that register information stored by Moves app. With this tool, it 
was possible to have a better knowledge about people habits in terms of active mobility and it also 
helped to asses the mobility habits change during the campaign period for participants. 

For the case of San Sebastián it was needed to make minor adjustments to the app and all of them were 
related to language translation tasks (Spanish). 

Apart from that, it was prepared a quick reference guide to participants in order to get familiar with the 
tool in a very simple way.  
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I 

mage: Switch app Quick reference quide 

 

 

For those who did not use mobile phones or were not familiar with apps we offered as alternative a 
activity diary sheet, which basically proposes the same tracking as the Switch app, but in this case you 
need to write the information in your diary sheet. 

Image: Activity diary sheet 

3.3.6 Campaign and survey infrastructure and staff 

 

Depending on the target group sample it will be important to size the staff team in the same proportion. 

In Donostia / San Sebastian we have been working seven people during Switch campaigns. First part of 
the campaign two people were subcontracted to support local municipal team, and they were mainly in 
charge of the phone calls, contacting potential participants and also conducting the baseline survey. 
Considering their main task will be to make phone calls, a specific room for them must be foreseen in 
order to avoid disturbing their work and that of others. 
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Image. Switch local staff members 

For the rest of the team, their usual workplaces were enough to develop their Switch tasks and only 
during Switch package preparation an extra space were required. In this sense, it is also necessary to 
foreseen an specific place to store all the documentation and incentives until you start to distribute them. 

Local project co-ordinator was in charge of training our own as well as external team members. Material 
provided by other SWITCH consortium partners and project co-ordinator were systematically used for 
this purpose. For the target group of people who receive medical advice, Medical staff was trained by 
members of the Basque health delegation, who were in constant contact with the local campaign 
coordinator. 

3.3.7 Resources 

 

In terms of our own (municipal) resources, the campaign began with an initial provision of 7 people. 2 
people were subcontracted to support the participants contacting process, and besides that they also 
support municipal staff carrying out the baseline surveys made by phone. 

Some campaign activities required unexpected amounts of time efforts, like the delivery of SWITCH 
information packages. The reason was that many people could only be reached at home after specific 
time slots have been arranged. This required intensive co-ordination by telephone. Based on our 
experience, it could be advisable to hire external services for such tasks. 

To have a general idea about the resources needed it is necessary to consider the following 
responsibilities: 

- Campaign co-ordinator. It is needed a person who follow the schedule of tasks, to ensure they are 
conducted in the right order and in the expected time. For additional unexpected deviations he/she 
needs to readapt the schedule so that it can be predicted in advance and rearrange the dependent 
tasks. 

- Announcement, contact and survey conduction call center. A team only dedicated to call phones will be 
required, firstly to contact participants and later to conduct surveys by phone or email. The same team 
will be in charge of updating & encoding de database created. Another tasks linked to this team can be 
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reminding processes for those participants who chosen to fill the surveys on their own, and the phone 
calls conduction 

3.3.8 Challenges  

The most important and challenging task that will conditionate the development of the campaign will be 
how to get contact data from people. There is not a direct channel where you can go and get the quantity 
of contact data to start calling them, so that, in most of the cases you will need to announce the project 
or campaign and give all the facilities possible to have an answer from potential participants. 

For new residents target group, we took advantage of the welcome campaign that municipality has 
previously started to get contacts from them. In that case, the contacting process started immediately, 
contacting them by phone or email, as the information source was provided. 

Other two target groups, people who receive medical advice and people who change their educational 
status (University), we needed to visit them trying to get their contact data, in medical centers or 
university. In that case it is necessary to consider extra tasks to visits all the places that you agree with 
the responsible or the stakeholder you contact to approach that specific target group. 

 

3.3.9 Success Factors  

 

For the campaign and survey infrastructure, firstly is very important to assign people exclusively to make 
phone calls. It is a very repetitive task and it takes big amount of time, so it is preferable to assign people 
to do only this work and not to combine with other tasks, at least, till they finish contacting and surveying 
phase. 

Regarding the surveying process more concretely it is very important to expedite exchange information 
processes. Any process you will ask information to participant you will need to add a reminding subtask, 
which will add more dedication time to campaign period. That is the reason because it is preferable 
trying to automate as much as tools you can, like using on-line filling survey, in which with a simple 
sending button you can receive immediately information requested, once participant have filled it. 

3.4 Recruitment and Contacting People 

3.4.1 Contact data 

Considering three main target groups we worked with in Donostia / San Sebastian, it is necessary to 
consider them separately in terms of available contact data, because of their concrete natures. 

- People who moved home. This target group was already a working group for the municipality because 
they have been part of the welcome campaign set up from the registration and culture diversity 
departments. In that sense we tried to integrate Switch campaign as a part of the welcome one so that 
new residents did not feel as if they were asking from different campaigns of municipality. This target 
group became the most important for municipality interest as main contact data options were already 
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available, like phone numbers or e-mail addresses. Thanks to that we could start the contacting phase 
as soon as call center was deployed. 

- People who received medical advice. In some way, Switch project was the first time that mobility 
department faced this target group from the health point of view. That is the reason because we 
considered to contact with health experts to rely Switch campaign on them. We trained the staff they 
disposed to introduce Switch in medical centers as we agreed with them that was a very sensible target 
group that should be treated internally with staff members that this people was used to treat during their 
medical visits. At this point, it is necessary to remark that no contacting data was provided initially from 
medical centers as they were not allowed to provide this kind of information as it was considered 
confidential. Thus, the contact data was asked to people who went to medical visits to their respective 
medical centers, after provide them a small introduction about Switch, so that the personal data provision 
was a totally voluntary decision. An announcement sheet (See the Annex.) was distributed to all people 
who doctor consider as a potential participant, and the patient decided whether to take part or not, filling 
the contact data box provided in mentioned announcement sheet.  

- People who changed their educational status (University). As happened in previous mentioned target 
group (People who receive medical advice), we were advised in advance from University direction that 
no direct contact data would be provided because of data protection law. Thus, also for this target group 
we set up a similar process, introducing firstly Switch project to potential participants (first year students 
and teachers). In this case as no health privacy issues were present, it was decided to carry out the 
introduction process with Switch local team without the need to involve university staff in the 
communication stages. The implementation of this target group took more time than expected, as initially 
it was expected to start the campaign with the start of the school year but University related internal 
issues and the selection of participating schools and faculties delayed all the process more than 
desirable and we found forced to start working there after Christmas 2015. After all, it was not either a 
bad period, because students returned to classrooms after a long holiday period, so that they could be at 
good disposal to approach them to introduce mobility related proposals.  

3.4.2 Contacting people 

- People who moved home: As we had their contact data, the contacting phase was immediate. 
First contact was always by phone, unless we did not have phone number, so in that case we 
contacted them by e-mail. 

- People who received medical advice. The objective for this target group was to get previously 
mentioned announcement sheet filled by patient. Once, they returned it to medical center 
assistant, medical centers coordinator sent to us, and we started the same process as we was 
making with target group of people who moved home. In this case the introduction was slightly 
easier because they already heard about Switch campaign through medical center staff. 

-  People who changed their educational status (University). The procedure for this target group 
was totally different comparing with previous ones, because as we agreed with University 
direction, we visited each first year classroom in all the schools. We agreed with each teacher to 
provide us about 10 minutes of their lessons, some of them at the start of the lesson and others 
at the end. During those 10 minutes we introduce them Switch campaign, the objectives, 
students participation stages and motivation aspects of the campaign (incentives and final raffle). 
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At the end of the explanation we give to all students a postcard (See Annex), with a small Switch 
introduction and a contact data box, which we tried to encourage students to fill it and to send it 
through a mailbox, located in each school reception (See Annex. For mailbox picture). 

After provide a reasonable period we gather all mailboxes and started the contacting phase, by 
phone or mail, as we give students the option to contact them. 

 

3.5 Integration of the baseline survey 

Except from the data database of people who moved home received in which we were provided with 
most of the personal data of potential participants, in the other two target groups, we only had 
information about participants name, phone and email. In these cases, we needed to rely on baseline 
survey to gather additional data about them. 

Baseline survey was agreed with all the Switch partners so excepting some local customized questions, 
most of the survey was the same for five implementation cities, and the same can be said for 1st and 2nd 
after engagement surveys which completed the surveys list of Switch campaign. 

 

Table 3-3: Recruitment activities 

 Number and description 

Number of announcement postcards 
distributed 

Specify where and how they were distributed! 

Expected about 2.000 postcards. They are 

destined to University target group. They were 

distributed by own staff, visiting all classrooms of 

first year faculties. 

Numbers of announcement letters sent out 

Specify where the addresses were from! 

600 announcement letters. 550 where distributed 

to medical target group and were distributed 

between medical and own staff taking advantage 

of organised info – days. The other 50 were 

distributed in one of city’s primary school. 

Number of people contacted by phone 286 

Number of people contacted by email 245 

Number of people registered online 245 
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Number of people contacted by personal 
contact 

534 

 

 

 

3.5.1 Challenges  

The most critical challenge was to overcome data protection law. As it has been previously mentioned, 
target groups of people who received medical advice and people who changed their educational status, 
we needed to design a specifically tailored approach process to get contact data from people, medical 
patients or students in each case. 

3.5.2 Success Factors  

As highlighted in other previous phases or processes, it is very important to adapt the campaign to each 
target group features, so in this case again, the approach process need to be easy to them, trying to 
disturb their environment as little as possible if you want to have any success. 

 

3.6 Motivation phase 

3.6.1 Motivating people to participate in the campaign 

 

Our previous experience in PTP initiatives showed us an important lack of information from city 
inhabitants. They were missing information about transport options to move around Donostia / San 
Sebastian and that is the reason because we decided to work hard in the Service Sheet to offer 
participants a high quality information leaflets, which most of them where already published but it was 
probably that citizen were not aware about them. 

Considering that leaflets were published from different municipal departments we decided to use the 
service sheet as a tool to merge all those leaflets in a one sheet, showing the front-page of each of them 
to have an initial image to relate each leaflet. 

Service sheet was created in a pdf form format, so that people could choose directly their information 
material and send back to us the filled sheet. For participants who were not familiarised with digital 
formats we also created a printed version of the service sheet. 

In those cases we prepared a stamped envelope to each shipment, so that participants did not need to 
pay to send back the service sheet. Together with the service sheet and stamped envelope, we added a 
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small explanation of the service sheet and the way to fill it. We also informed about the following stages 
of the campaign. 

Three main topics were covered and proposed in the offered leaflets: Walking & cycling options in the 
city, in terms of infrastructure and information provided in the street, and health recommendations to 
avoid sedentary. Apart from those leaflets, we also offered Switch app and PTP analysis. For those 
people who did not want to use their mobiles, we offered them an active diary showed in a previous 
section of this (1.4.4.5) report. 

3.6.2 Provide the service sheet 

 

Service sheet was created in a pdf form format, so that people could choose directly their information 
material and send back to us the filled sheet. For participants who were not familiarised with digital 
formats we also created a printed version of the service sheet. 

  
Image: Front and Rear side of Service Sheet in DSS 

In those cases we prepared a stamped envelope to each shipment, so that participants did not neet to 
pay to send back the service sheet. Together with the service sheet and stamped envelope, we added a 
small explanation of the service sheet and the way to fill it. We also informed about the following stages 
of the campaign.  

Table 3-4:  Response on local SWITCH campaign 

 Number and description 

Total number of people completed the 
baseline survey 

Specify by which survey method! 

532 people, so far. (University target group is 
not included as campaign is still running). 
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Number of people denied the baseline 
survey 

Specify by which survey method! 
2646 

Number of people interested in information 

Specify by which survey method! 
487 

Number of sent out service sheets 504 

Numbers returned service sheets 

Specify by which method (e.g. post, phone, 

email, personal)! 

487 

Types of information material ordered and 
the respective numbers (list all information 

material and the numbers) 

Pedestrian map of San Sebastian: 294 

Healthy itineraries: 1902 (there are 6 different 

leaflets) 

Cycle lanes & vertical transport: 330 

Dbizi leaflet (Public bike sharing system): 114 

How to block the bicycle: 85 

Choose physical activity: 108 

Prevent sedentary: 58 

Let’s walk to School! 29 

Active Diary sheet: 16 

ICT tool quick guide: 78 

Numbers of ordered PTP talks 49 

Number of booked side events - 

Numbers of ordered PT-Plans 49 
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3.6.3 Challenges  

Service sheet distribution was not as fast as survey one, because in survey case participants only need 
to fill and send the survey with one only button. In the service sheet case, they need to open the pdf file, 
fill the options they choose, save the file and send back by email. The process was a bit longer and that 
supposed to need to remind people to complete that process. It took more time than expected mainly 
because we thought it would be similar to survey process, and after all we discovered that more time 
was needed to complete that phase. 

Apart from that, leaflets gathering took also some more time, considering that some of them were out of 
stock in some departments and we needed to reprint them. 

3.6.4 Success Factors  

At this stage again, it was important to create a digital format of the service sheet to have a fast 
response from participants. Also, during this stage, it was the first time we provided participants some 
incentives so they could see that some reward were received after being asked in previous stages. 

3.7 Consultancy and Service Phase 

3.7.1 Delivery of service packages 

 

Personalized packages were prepared to all service sheets respondents. We rely on the call center staff 
to prepare those packages. We grouped them by city districts to deliver them during each district travel. 
All the information material was packed in a Switch branded bag (See Annex. For picture) personalizing 
with what each participant demanded in their service sheets. 

Delivery process was carried out by own staff, starting the distribution both in mornings and afternoons, 
but we realized that it was not always easy to find participants at home, so that we needed to plan a 
phone call round to agree an appointment with them. This appointment was very useful to those people 
who asked for PTP analysis.  

The need to agree an appointment to deliver the personalized package lengthened the delivery process 
but as it was the only solution to reach participants, it was decided to proceed in that way. 

3.7.2 Personalised travel planning talks 

 

49 personalised travel plans were offered during Switch campaign (university target group is still 
missing). For those participants who asked for a PTP during Service Sheet filling moment, once we 
received their demand we called them to find a travel proposal that they want to analyse. The only 
condition we asked was to be a travel which they usually make by car. 

After receiving their travel proposal we analyse it in terms of active mobility options, and travel time and 
length factors. 
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Small deviations were also took into account, considering the time of the travel during the day, the 
attractiveness of the travel alternative proposed or the commercial options during the alternative travel. 

To describe the PTP to participant, we initially proposed him/her to visit their household taking 
advantage of the Switch package delivery or we also proposed to visit our office. 

3.7.3 Personal travel plans 

 

Personal travel plans included not only information about the alternative itinerary sorted out by active 
means of transport but also we provided information about economic and environmental benefits for not 
using their private cars. 

In some cases with detailed information about vehicle model, we also informed about money savings of 
municipal taxes, insurances, or maintenance rates related to their specific model car. 

See image in the annex to know the general PTP layout. 

3.7.4 Other events 

No additional events apart from what was already planned in Switch campaign were conducted.  

Challenges  

Participants who asked about PTP were usually very committed to find best ways to travel, above all in 
terms of time and secondly economically beneficial. Some of proposals were too long to consider only 
active options so we needed to find combinations between active means and public transport. 

3.7.5 Success Factors  

 

Participants thanked very much to treat them in a personalised way visiting them individually and 
discussing different alternatives that they were not aware about. In general, it is advisable that time 
saving travel options were the ones that were mostly appreciated more than economic ones. 
Environmental benefits do not provide many interest as participants do not consider them something that 
can benefit individuals in short term period. 

Table 3-5: Participants  

 Number 

Numbers of participants in PTP talks 49 

Numbers of delivered  PT-Plans 49 
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3.8 Integration of ICT in the campaign 

Despite the mobile technology is world-wide extended not many participants asked for information about 
the ICT tool, Switch app we offered in the Service Sheet. Few people were already aware about this kind 
of mobile apps and the users who already use them, they used mostly for tracking their sport activities, 
mainly running. 

Despite being informed about anonymous tracking of the app, it seems that most of the people were not 
confident about that app feature. 

Table 3-6: ICT-Users 

 Number 

Number of people registered for or booked ICT 78 (14,6%) 

3.8.1 Challenges  

People were not confident about the anonymous information generated from Moves & Switch app, and 
that seems to be the most important factor to not being asked about this ICT tool. 

3.8.2 Success Factors  

Some of participants were not aware about their active mobility in their daily activities and thanks to the 
information provided in a daily way by Moves app, they were encouraged trying to improve their previous 
figures (steps, calories burned or active mobility time). 

 

3.9 Implementation of Focus Group 

Between 1st After engagement and 2nd after engagement surveys a Focus Group session was 
organised among Switch campaign participants. The nature of the session is to have a direct contact 
with participants to have a better knowledge about their mobility view in the city and also their opinion 
about the campaign carried out.  

This kind of sessions do not need a big group participation, so initially we planned to work with ten 
people approximately. Logically the working group need to be balanced in terms of age and gender, and 
we also tried to choose people from different districts of the city, to have a variety opinions also in 
districts were transport offer can be also different. 

Session was planned with a topic guide and some preparation was needed to provide all participants to 
conduct focus group session with all the necessary equipment to carry out all the activities planned in the 
topic guide. In the Annex, you will see the material we prepared to run the focus group session. 

The session lasted about 2 hours, and it was agreed with participants to meet in the afternoon, as most 
of them were working in the morning. During the focus group session we offered a catering service to 
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participants and we also gifted them an activity wristband as a thank you for participating (see image 
below). 

 

 

  

 

 

3.9.1 Challenges 

 

Fortunately the focus group preparation was very well guided by project evaluation team and the main 
challenge we faced was to find a well balanced working group. We invited more people than the ideal 
amount to avoid late absences. 

Participants were grateful about being contacted to take part in such work sessions, because they felt 
they were contributing to improve mobility aspects of the city. They also thanked not to be only a 
promotional session but also a work group where real mobility issues of the city were treated. 

3.9.2 Success Factors 

None of the participants were familiarised with this kind of working sessions so it was very helpful for 
them to have all the needed material already prepared when they arrived. Also, it was very helpful to 
have a visual support (power point or similar) to follow the focus group. Summarising, we would say that 
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giving confidence to participants in all the focus group aspects considering their lack of knowledge about 
this kind of collaborative sessions was very appreciated for them. 

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

The most remarkable aspect during the second and third round of survey process was that most of the 
people preferred to fill the survey on their own. They were already familiarised with campaign 
methodology and they also knew how to fill surveys, so they mostly choose to conduct the survey 
without our assistance. 

That situation demanded a bigger monitoring of participants, to ensure they filled the surveys and we 
also increased the reminding frequency to avoid that participants forget to make the surveys. 

Some drop out seems to be unavoidable in these processes, and we suffered some drop out between 
the baseline and the 1st after engagement surveys, about 8%, and another one between the 1st and the 
2nd after engagement surveys, about 4%.  

 Number and description 

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

Specify by which survey method! 

492 (487)* 

(403 on-line survey: 81,9% 

89 telephone interview: 18%) 

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

Specify by which survey method! 

473 (468)* 

(411 on-line survey: 86,8% 

62 telephone interview: 13,1%) 

Number of people denied the 1st after-engagement 
survey 

Specify by which survey method! 
42 (7,8% less from baseline survey) 

Number of people denied the 2nd after-
engagement survey 

Specify by which survey method! 

19 (3,8% less from 1st After engagement 
survey) 

*for evaluation purposes (see evaluation report for Donostia – San Sebastián and final evaluation report) 
only complete data sets were appropriated. This refers to 487 people who filled in the 1st after survey 
and 473 people who filled in the 2nd after survey in DSS 
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3.11 Conclusion / Comment of local SWITCH campaign of Donostia-San 
Sebastián 

The SWITCH campaign confirmed our experience from previous PTP activities that a communication-
based campaign can have larger impacts on modal shift than infrastructure construction which is 
typically seen as a bigger factor in influencing people’s travel choices. What emerged as a particularly 

important success factor is the personal contact with participants and the fact that the “product” we 

offered were truly personalised to people’s individual needs. 

Overall, the general sense of campaign participants was that SWITCH helps to promote active travels 

and raises people’s awareness for the various infrastructures that the city provide. In the vast majority of 

conversations with participants, we got the strong sense that the SWITCH campaign successfully 
triggered attention to the many health benefits of active travel, both in terms of physical but also 
psychological health.  
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4 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 85614 
E-mail: wiebke.unbehaun@boku.ac.at  

For further information please visit www.switchtravel.eu  
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5 ANNEX. I 

SWITCH CAMPAIGN IN DONOSTIA / SAN SEBASTIAN 

INFORMATION MATERIAL 

Image 1: Announcement sheet distributed in “People who receive medical advice” target group 
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Image 2: Postcard distributed among University students.  
“People who change their educational status” target group. Front side 

 

 
Image 3: Rear side of the Postcard distributed among Univerity students. 

“People who change their educational status” target group. Front side 
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Image 4: Mailbox used for store postcards destined to University target group. 
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Image 5: Switch branded bag used for Personalized package delivery.  
The image also shows the incentives offered in the service sheet. 
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Focus Group Session.  Information material provided to participants. 
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Image used to create a Wall Panel 
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