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INTRODUCTION
The need to balance travel with improving the quality of life is an important objective that
underpins the whole of the Department for Transport’s activities. This is demonstrated by
their recent support for initiatives such as the three Sustainable Travel Town projects in
Darlington, Peterborough and Worcester and the joint Travel to School
Initiative with the Department for Education and Skills (DfES).
Measures to promote walking, cycling, bus use, car sharing etc.
through the provision of targeted information, marketing and
incentives are becoming an increasingly important area for the
Department for Transport (DfT), backed up by the results of the
research into ‘soft factors that was published in July 2004 in the report:
‘Smarter Choices – Changing the Way We Travel’. Such activities
have a role in their own right in raising awareness of the available
journey options and as a support measure for other more traditional
interventions in the transport arena such as mobility management
schemes and infrastructural and service-related measures.
Communications activities particularly come into their own in support of sustainable travel
initiatives such as local programmes to encourage school and workplace travel plans;
improving public transport information and marketing services; providing personalised
journey plans; setting up websites for car share schemes and supporting car clubs. Evidence
has shown us the significant impact on car use that these measures can have when promoted
vigorously and emphasises their continuing importance in maximising the benefit from any
investment made in the transport system.
To realise the potential of sustainable travel the DfT is providing strong leadership to raise
awareness in this area. This involves informing and encouraging key decision makers in local
authorities and other organisations of the benefits that result from promoting sustainable
travel and providing them with the necessary tools and in order to achieve lasting change.
Part of this programme has involved DfT becoming closely involved with the work of the
TAPESTRY1 project. Led by a team from the UK 2 , TAPESTRY brought together 24 project
partners from 12 European countries covering the local authority, public transport operator
and research sectors, all of whom are committed to increasing knowledge about travel
behaviour. Based around the need to provide ‘Campaign Solutions for Transport’,
TAPESTRY was established to research the role of campaigns in changing attitudes,
awareness and behaviour in a broad range of contexts at the local and regional levels across
Europe. In this context ‘campaigns’ need not be high profile advertising or mass media
promotions but could include almost any communications intervention that is intended to
bring about change.
TAPESTRY published best practice guidelines covering issues such as campaign initiation,
design, management and assessment. In this document we are providing a summary of the
key points from the TAPESTRY guidance in a form that we hope is of maximum benefit to
the UK transport sector. These guidelines highlight many points that are directly relevant to
the DfT’s strategy for promoting sustainable travel initiatives sourced from practical
experiences and best practice both in Britain and abroad.
1

TAPESTRY ‘Travel Awareness Publicity and Education Supporting a Sustainable Transport Strategy’
Alan Lewis, Transport & Travel Research Ltd, Tel: 0115 941 1141, alan.lewis@ttr-ltd.com and Sophie Tyler,
University of Westminster, Tel: 0207 911 5000 ext 3319 s.tyler@westminster.ac.uk
2
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THE TAPESTRY PARTNERS
Project Co -ordinator:

Transport & Travel Research Ltd, UK

Research Co-ordinator:

Transport Studies Group, University of Westminster, UK

Partners:

Hampshire County Council, UK
Hertfordshire County Council, UK
Langzaam Verkeer, Belgium
Komitee Milieu en Mobiliteit or Committee for Environment
and Mobility, Belgium
Consultores Em Transportes Inovação e Sistemas S.A., Portugal
Aristotle University of Thessaloniki, Greece
Agenzia per i Trasporti Autoferrotramviari Del Comune Di
Roma, Italy
Asstra-Associazione Trasporti, Italy
Citta di Torino, Italy
Forschungsgesellschaft Mobilität - Austrian Mobility Research,
Austria
Ayuntamiento de Vitoria-Gasteiz, Spain
CH2MHILL, Spain
Uniunea Romana De Transport Public, Romania
Gestionnaires Sans Frontieres, Romania
Regia Autonoma De Transport in Comun Constanta, Romania
Interactions Ltd, Ireland
Communauté Urbaine de Nantes, France
Société D'Économie Mixte Des Transports De L'Agglomération
Nantaise, France
Centre D'Études sur les Réseaux, Les Transports L'Urbanisme
et Les Constructions Publiques, France
T.E.Marknadskommunikation A.B., Sweden
Gävle City, The Technical Office, Sweden
Socialdata Institut für Verkehrs- und Infrastrukturforschung
GmbH, Germany

Additional research for this document was conducted by Alan Lewis and Fiona Poole of
Transport and Travel Research Ltd, Sophie Tyler of the Transport Studies Group, University
of Westminster and John Porter of Interactions Ltd.
Further individual copies of this document can be obtained by contacting Margarita Botonaki
at Transport & Travel Research Ltd, 54-56 High Pavement, Nottingham, NG1 1HW, Tel:
01159 411141, Fax: 01159 411331, email: margarita.botonaki@ttr- ltd.com
Best practice examples from both the UK and Europe and handy checklists are provided
throughout the document in text boxes. Contact details and website addresses for all of the
projects mentioned can be found in Annex G. The authors would like to thank all of the best
practice example contributors for their information and experiences.
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ABOUT THIS DOCUMENT

SECTION 1
THE ROLE OF
CAMPAIGNS

SECTION 2
STRATEGIC AND POLICY
FRAMEWORK

SECTION 3
CAMPAIGN
MANAGEMENT AND THE
CAMPAIGN MANAGERS
ROLE

SECTION 4
THE PSYCHOLOGY OF
TRAVEL BEHAVIOUR

The guidelines have been designed with a view to
providing all those who have the task of managing a
sustainable transport-related campaign with practical
advice on the steps to take. However, much of the
detail could equally be applied to other sectors, such as
environmental or health related campaigns.
SECTION 1 sets out the role of campaigns, their value
as tools to tackle transport-related problems, an
explanation of the structure of a campaign, and the links
between attitudes and behaviour;
SECTION 2 provides a brief overview of the strategic
and policy considerations that need to be made prior to
planning a campaign.
SECTION 3 presents a step-by-step approach to all
aspects of campaign management, including the
practicalities of establishing partnerships and an
effective campaign team.
SECTION 4 looks at the psychology of travel
behaviour.

SECTION 5
DESIGNING YOUR
CAMPAIGN CONTENT

SECTION 6
MONITORING AND
ASSESSMENT

SECTION 7
INTERPRETING AND
PRESENTING YOUR
RESULTS

SECTION 5 looks at the factors underpinning a
successful campaign design. The importance of
conducting pre-research with target groups is
highlighted, and details are given of how to best define
the campaign messages, message givers, tone and
delivery mechanisms.
SECTION 6 sets out an approach to monitoring and
assessing campaigns, outlining the elements of the
campaign to be monitored throughout the
implementation process, such as inputs, outputs and
externa l factors. Guidelines on how to liaise with target
audiences and PR or advertising agencies are also
given.

SECTION 7 combines guidance on how to present the
results of a campaign with some practical suggestions on how best to present results to policy
makers, other professionals, the press and the public.
Throughout the text reference is made to a number of annexes found at the end of the
document which provide various checklists and examples to assist in the campaign planning
and design process.
6

Making Campaigning for Smarter Choices Work

SECTION 1 The Role of Campaigns
1.1 Why a campaign?
1.1.1 Problems Caused by Car Use
In most UK cities over the last twenty years, traffic levels and car ownership have increased.
As car usage rises, so to do negative effects such as casualty numbers, congestion, noise, air
pollution, contributions to global warming, and the amount of
space taken up by cars. These problems in turn affect the
quality of life of those who live, visit and work in our cities. It
is clear that some of the pollution-related problems can be
tackled to some extent by reductions in fuel consumption and
‘cleaner’ vehicle technology.
However, other problems cannot be solved by improvements in
motoring technology. These include the threats to individual
health (through road traffic casualties and lack of physical
activity), the economy (through congestion and time lost), the environment (in terms of land
use, noise and effects on wildlife etc) and our communities (severance and loss of community
space). Levels of car traffic need to decrease if these problems are to be solved.
A distinction is sometimes made between so-called hard and soft
policies. Hard policies are those relating to infrastructure (such as
road building), taxation, or new services. These can have an
important role to play in combating the growth in car use. For
example, the introduction of a new bus or metro line can be an
important measure to allow more people to use public transport
instead of the car for certain trips.
However, it is clear from
those cities with good public
transport systems that new
services alone will not bring about substantial
changes in travel behaviour. At the most basic level,
if infrastructure measures or a new service are to be
used, people have to be informed of the ir existence.
Such information campaigns have become grouped
together under the heading soft policies; initiatives
that use communications, publicity or education to change attitudes and behaviour towards
travel behaviour.
1.1.2 Role of Soft Policies
Research has demonstrated that subjective factors are playing an increasingly important role
in transport policy and planning. As a result there has been a corresponding increase in the
development of various types of ‘soft policies’. This is partly a response to a belief that
transport planning alone is not enough to provoke changes in transport behaviour, and that
7
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infrastructural changes need to be complemented by strategies aimed at persuading people to
change their behaviour.
A key role of ‘soft’ policies, or in the specific context of this document ‘campaigns’, is often
simply to inform people who are using their car for the majority of trips about other modes.
Often car users have little knowledge about how to
use public transport, or have inaccurate
perceptions about cycling and walking. In
addition, there is a lack of information about the
advantages of these transport modes. It is therefore
necessary to close this gap with targeted
information and services. This is particularly the
case for public transport, where lack of awareness
about when, where and how services operate can
be a major barrier to its use. In addition to
providing information on how to use sustainable modes, campaigns can help increase the
acceptance of the need for car restraint measures. Restraint measures and initiatives in favour
of environmentally friendly modes are accepted more readily and effectively if there is an
understanding among the general public of
the reasons behind them. A combination of
measures, linking hard and soft transport
policies in a co-coordinated strategy, has
7.Habitual behaviour
the greatest chance of success.
Long-term adoption of sustainable modes?
On the ground ‘soft’ policies are usually
translated into campaigns and it is the
development, management and assessment
of these campaigns which this guidance
seeks to address.

6.Experimental behaviour
Trying out new travel choices?

5. Making a choice
Really intend to modify behaviour?

1.1.3

Links Between Attitudes and
Behaviour: a Model for Change

4. Evaluation of options
Is there actually a viable alternative?

Before starting a campaign it is important
to understand the links between attitudes
and behaviour. This understanding is
3. Per cep tion of option s
Perception of sustainable modes?
important for the success of the campaign
design process and therefore of the
campaign itself. A common mistake is to
2.Accepting responsibility
think that changing behaviour is a quick or
Accept personal / corporate responsibility or relevance?
one-step process. This has led to the
failure of many campaigns in the past. It
is unrealistic to believe that people who
1. Awareness of problem
Aware of the issue of traffic congestion or opportunities
have
never
previously
used
to change modes?
environmentally- friendly modes will use
them just because they have read some
information. Research in other sectors,
such as health promotion, tends to show
that changes in awareness and attitudes have to happen first, before beha vioural change can
occur. The figure on the right presents the ‘Seven Stages of Change’ Model which is an
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effective tool in identifying the progress of a target group towards behavioural change and can
assist you with the selection of appropriate campaign strategies.
Once you understand the opinions of your target group you can assess what are the realistic
goals for your campaign and hence how to target it. Basically the higher the ‘stage’, the
greater the targeting that is needed to achieve a successful campaign, both in terms of target
group and journey type.
Sections 4 and 5 of this document will provide you with more informatio n about travel
behaviour, psychology and how to get your message across to your target audience.

1.2 What is the Definition of a Campaign?
A campaign can be defined as:
‘Purposive attempts to inform, persuade, and motivate a population (or sub-group of a
population) using organised communication activities through specific channels, with or
without other supportive community activities.’3
By this definition there are many different types of campaigns and finding the most suitable
campaign to meet your objectives is ones of the keys to success.
Campaigns aim to reach certain objectives, send messages and in turn influence the target
group’s attitudes and behaviour. The y can cover a whole range of topics, such as education,
vandalism, tourism mobility, public transport, health etc. However, some campaigns do not
resemble a ‘traditional’ campaign, which use materials like posters, leaflets, radio or TV
adverts. Rather, they may evolve into new forms of communications management that
combine elements of:
•
•
•
•
•

Traditional campaigns
‘Dialogue marketing’ techniques
Image or brand building
Social & cultural events
Education sector programmes.

Traditional campaigns
Bike Week, is the UK’s annual ‘celebration of cycling’. Bike Week is the only nationwide
promotion of all kinds of free cycling activities for cyclists of all abilities. The Bike Week
branding, promotion and website resources are provided to support local event organisers by
the 16 organisations represented on the Bike Week Steering Group. In 2005 the Bike Week
Steering Group are aiming to support 2,000 local cycling events and rides attracting at least
300,000 participants, most of whom will be new or returning to cycling. Any organization
can register to take part in Bike Week and can use the resources provided by the national
campaign to tailor their own local event resulting in a wide diversity of campaigns promoting
the same message.
3

Rice R, Atkin C (Eds). 2000. Public communication campaigns, Sage Press, Thousand Oaks, California
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‘Dialogue marketing’
Personalised journey planning (also known as individualised marketing) is a process where
individuals are provided with tailored information (e.g. a personalised bus timetable) to assist
them in using a mode other than the car to undertake a particular journey. In South Yorkshire,
the PTE’s Travel Options Planning Service (TOPS), provides tailored, personalised travel
information to companies, employees and individuals. It was developed in 2001 with some
funding from the European Regional Developme nt Fund, and partly has a remit to assist with
regeneration. SYPTE also has an agreement with its district local authorities to provide advice
and assistance to companies that the planning system requires travel plans from, and TOPS
helps with this. The TOPS service has evolved to include a wide range of services and
products including personalised journey planners, which are offered to whole organisations, to
new employees within client organisations, and to individuals. The service is being extended
to job centres for people travelling to interviews, and to children moving up to secondary
school. Other initiatives on offer include discounted ticket schemes, guides and travel shows.
Image or brand building
The Big Wheel is Greater Nottingham's marketing campaign to support the delivery of the
Local Transport Plan. It involves a two way communication programme by informing local
businesses and the public about transport issues and results and also acting as a feedback
mechanism to the council and partners about how they are performing with regard transport
and travel in the area. Under the banner of the Big Wheel there are a number of individual
campaigns aimed at, for example, school children, families or local businesses. The campaign
promotes cycling, walking, car sharing and public transport using various messages and
media and works with local service providers to provide incentives for using alternatives to
single occupancy car use.
Social & cultural events
The ‘In Town Without My Car! Campaign, now part of European Mobility Week, is
sometimes as much as a social and cultural event as a traditional campaign. Two good
examples from 22 September 2004 are Beckenham (London Borough of Bromley) and
Colchester.
In Beckenham, activities included theatre, music workshops for children,
environmentally themed story telling and an al fresco food festival to promote a more
European style ‘café culture’. In Colchester, activities run by a variety of partners were
accompanied by musical entertainment; from saxopho ne solos to opera singing, linked with
the first 'Summer Sounds Better in Colchester' programme.
Education sector programmes - Safe Routes to School
The Safe Routes to Schools project is co-ordinated by Sustrans, the UK’s leading sustainable
transport charity, providing practical ways of helping people to walk, cycle, and use public
transport to improve health and well-being for all. The Safe Routes project aims to increase
the number of children and young people walking and cycling to school through the provision
of safe routes and promotion of these modes in school travel plans.
The project supports the efforts of schools parents, governors and local authorities through an
information service and training for school champions. Resources include termly newsletters,
information sheets and curriculum materials.

10
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1.3 The Structure of a Campaign
The following diagram represents the different elements of a campaign set in two overlapping
categories: strategic management and campaign operational management. Each element is
explained in more detail on the following page.

Strategic Policy
Objectives

Campaign Initiator

Campaign
Objectives
Campaign Design

Campaign Day to
Day Management

Campaign Inputs

Outputs
External
factors
Campaign Exposure
Campaign Impacts

11
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Campaign Operational Management

Strategic Management

Campaign Elements
Strategic
policy
objectives

These may include broad objectives set out in a local transport plan or strategy, or in regional
or national government policy, such as to reduce congestion and emissions, to improve
health, or to enhance road safety. These wider policy objectives will steer the campaign
objectives and any more specific measurable objectives for the campaign in question.

Campaign
initiator

The campaign initiator is the person or institution that takes the initiative to set up a
campaign. The initiator is part of the process of transforming general policy objectives into
campaign objectives and the more specific measurable objectives.

Campaign
objectives

For each campaign, specific objectives need to be defined in the light of the broad policy
objectives for the city or region in which they are to be implemented. They make clear what
you want to realise by launching your campaign, and define the population group(s) to be
targeted.

Campaign
Design

This is one of the most important parts of conceiving a campaign, as it is at this stage that
decisions are made about several issues: the target audience(s), the campaign type, the sort of
messages to be used etc. At this stage it is important to keep the campaign objectives firmly
in mind.

Noncampaign
measures

Campaigns should not be considered as independent events. A new bus service, a free car
pool database, or police action on vehicle speed may all have a marked effect on the attitudes
and behaviour of the public and therefore on the campaign results. Anyone assessing the
effectiveness of the campaign should be aware of the effects of other measures and should
take these into account when measuring the effectiveness of the campaign.

External
factors

External factors can have a marked effect on the implementation and subsequently the results
of a campaign. These effects can be either positive or negative. For instance a change in
legislation on maximum traffic speeds may alter the effect of a road safety campaign for the
better, while a public transport strike would be likely to have significant negative effects on a
pro-bus campaign.

Inputs

The nature of the campaign will be determined to an important extent by the available inputs.
These will probably be fixed from the start (the main working budget), but a part of it is
variable, such as supplementary sponsorship. These can be additions to the budget, in-kind
contributions, such as gifts and free use of material, infrastructure and services, or
contributions made by staff and volunteers working on the campaign.

Campaign
Management

To explain fully why a technique has been successful or not, factors relating to the
management process must be examined. Examples to consider include: how key actors
involved in the campaign related to one another; the way information was distributed; and the
way in which the public was involved in the campaign’s development.

Outputs

The inputs, combined with what happens during the management process, lead to certain
‘material’ outputs. These can be publicity outputs, such as posters, leaflets, or radio adverts;
or events or ‘happenings’. The outputs can be compared with the inputs, a comparison which
tells us something about the efficiency of the campaign.

Campaign
Exposure

Campaign exposure is the term used to describe the extent to which the target audience have
actually seen (or heard) the campaign messages. Traditionally this is measured through
campaign recall, which tests whether someone can remember or recognise the elements of the
campaign.
However, people may be exposed to campaign messages and take in the
information in their subconscious memory, but not consciously remember it. They then may
go on to modify their awareness, attitudes or behaviour, without being able to recall the
campaign messages thus making measuring exposure to a campaign difficult.

Campaign
impacts

Campaign impacts fall into two broad categories:
1.
2.

Impacts at the INDIVIDUAL level - concerning changes in levels of awareness, attitudes
or in the travel behaviour of individual travellers that make up the target group
Impacts at the SOCIA L / SYSTEM level - Including more aggregate impacts on the
transport system, such as on congestion, air quality, noise and accidents

12
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SECTION 2 Strategic and Policy Framework

2.1 The Role of the Strategic Framework
Campaigns are rarely implemented in isolation. Usually, they are combined with other soft
and/or hard measures, in coherent policies or strategic plans. These plans, developed at local,
regional or even national level, set general strategic objectives and aim at the effective and
efficient co-ordination of all efforts for the fulfilment of these objectives. In almost every
case, this process requires explicit or implicit changes in travel attitudes or behaviour. In
addition, the integration of a number of complementary measures strengthens their overall
impact; enhances the chances of success; and supports lasting impacts. For example, a
campaign that promotes the image of public transport is bound to have higher chances of
success when combined with significant improvements in the quality, frequency and
reliability of services.
The broader policy/ strategic objectives should be taken into consideration in the process of
campaign design and implementation for the following reasons:
•

Strategic objectives determine the general framework within which a campaign needs to
be developed and implemented.

•

Campaigns are expected to contribute towards the
achievement of specific policy objectives.
Campaigns whose objectives are not in line with
or, even worse, are at odds with policy objectives
are bound to fail.

•

By ensuring the alignment of policy and campaign
objectives, a long-term and integrated view can be
achieved. A campaign run in isolation from
policy objectives is more likely to have a limited lifespan and reduced effectiveness.
However, when linked with a broader policy plan, campaigns become a part of a longterm, balanced and structured programme.

•

There is an opportunity for synergies with other related policy fields, such as public
health. The integration of a campaign within a broader policy plan and the exchange of
experiences with respective actors from other fields may result in synergies. These can
refer not only to impacts on behaviour, but also to managerial or technical issues.

•

Often policy-makers stipulate a requirement for campaign measurement and assessment to
help future planning.

13
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2.2 What are the Most Common Categories of Objectives at the Strategic Level?
Travel awareness, environment and health campaigns are usually undertaken to support the
fulfilment of policy objectives. The most common types of objectives that can be assisted by
a campaign include the following:
•

Traffic Levels: The reduction in the number of trips made by private car and the
avoidance of unnecessary traffic are the prime objectives of almost every transport plan,
especially in urban areas.

•

Road Safety: These address issues such as the
enhancement of road safety through reducing
crashes and casualties involving road users. The
promotion of cycling and walking as safe means
of transport, and the support of the concept of
safer routes to schools, are examples of road
safety related issues.

•

Modal Shift: This involves encouraging people to shift from the private car to other
modes of transport. This can encompass reducing traffic growth and the proportion of
single occupancy trips; generating acceptance of the need for a major change in public
attitudes to methods of travel; promoting car pooling and ‘park and share’ arrangements.
•

Environmental issues: These address air pollution
(particularly NOx CO2 emissions) and high noise levels,
as well as climate change and the greenhouse effect. They
include motivating people to travel by environmentally
sustainable and friendly modes, and to replacing
motorised with non- motorised modes.

•

Health: Common health-related objectives are the
reduction of heart disease, obesity and respiratory
disorders, and the promotion of cycling and walking as
healthier means of transport.

•

Accessibility: Includes the improvement of facilities for
mobility- impaired and disabled people; the provision of
equal access to mobility for everyone; and the
elimination of social exclusion for those groups
who have difficulties in accessing transport
services.
•

Other types of objectives: Those related to
issues such as sustainable development, regional
development, reclaiming public space from the
car, or the creation of equal transport systems.

14
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The TAPESTRY campaign developed in Hampshire aimed to contribute to ‘supporting
the local economy/local businesses providing local employment and reducing the need to
travel’ laid out in several Hampshire County Council policy documents.
Edge Hill Higher Education College, recent joint runners up with Lancashire County
Council, of the Association for Commuter Transport Marketing Award 2005 for their
travel plan formulated the following strategic objectives:

SWELTRAC (South West London Transport Conference) is a pro-active partnership
of 12 local authorities, bus and train operators, transport authorities and passenger and
business interests. SWELTRAC’s strategic objective is ‘to improve all transport networks
and change people’s behaviour with regard to travel, so that we may encourage economic
prosperity, enhance the lives of those who live and work in the region and build a
sustainable future for our communities.’
For the Big Wheel campaign in Nottingham, the overall aim is ‘to increase awareness of
the Big Wheel and generate modal shift’, with the objectives of communicating a clear,
integrated Local Transport Plan and encouraging alternatives to single occupancy car use

2.3 Who Could be the Initiator at the Strategic Level?
As previously described in Section 1.3 the campaign initiator is the person or institution that
takes the initiative to set up a campaign. The initiator is part of the process of transforming
general policy objectives into campaign objectives and the more specific measurable
objectives. Depending on the institutional framework and cultural aspects (familiarity,
expertise, competencies etc), strategic level initiators could be any of the following people or
organisations :
•

•

Policy makers (national, regional and local authorities, etc) - institutional bodies that
have responsibility for formulating long, medium and short-term policy plans; for setting
broad objectives; and for initiating or encouraging the undertaking of particular initiatives.
Public transport operators. Public transport operators can be initiators at both the
strategic and campaign levels. You have to remember that in some areas public transport
operators are owned by local authorities and therefore have to share their objectives.
15
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•

•

•

Non-Governmental Organisations (NGOs), International/ National Organisations apart from their role in launching national level initiatives and acting as pressure groups,
NGOs cultivate cross-sector partnerships, co-ordinate and support local initiatives, and
often act as an ‘umbrella’ for a programme of local initiatives. A good example is
Sustrans, which is well known for its work on building and promoting the National Cycle
Network and the Safe Routes to School programme.
EU organisations. The European Commission is actively interested in mobility
management in general and in campaign initiatives in particular. It also promotes
networks and platforms. In addition, the European Commission backs innovative and
successful initiatives such as the ‘In town without my car!’ day and European Mobility
Week.
Networks and Platforms - those who act as a forum for representatives from EU member
governments, local and regional authorities, researchers, employers, transport operators
and other user groups. Their main purpose is to promote sustainable transport policies and
practices. Polis, Eurocities and EPOMM 4 are examples of this category.

2.4 Strategic Partnerships
A strategic partnership involves the co-operation of multiple stakeholders interested directly
or indirectly in sustainable transport.
Building up a strategic partnership is a demanding but worthwhile task, as it leads to win- win
situations where all parties involved get some benefits. It is likely that a campaign backed up
by a strategic partnership will gain higher levels
of acceptance and commitment and therefore
have a better starting point than one that is
supported only by its initiator.
Benefits of developing strategic partnerships
include:
•
•
•
•
•
•

Reduction in overlapping activities
Transfer of knowledge and expertise
Efficient allocation of resources
Social support and public involvement
overcoming
potential
barriers
from
opponents
synergetic effects and added value

A strategic partnership can either be formal (written agreement) or informal and can be based
on a broad transport policy plan (national, regional, local) or on a specific mobility strategy/
programme. In partnerships based on a broad transport policy, partners commit to act
according to the policy plan, whereas in the case of partnerships based on mobility
programmes, partners have a more concrete action plan and relevant objectives. Generally
speaking, a strong partnership sets the general framework and the role of each partner, and
secures the commitment and the on-going interest of the involved parties. Table 2.1 shows
the advantages and disadvantages of both formal, informal and operational partnerships.

4
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Table 2.1 Partnerships
Formal Partnerships
Informal Partnerships
Advantages
Disadvantages
Advantages
Disadvantages
Stakeholders have
Requires
Is more flexible Not all partners
already proved the ir
substantial set up
may be active
willingness to
time
within the
participate; secures
partnership, i.e.
commitment
failure to deliver
Common concerns
Can require more Can involve
Is less likely to
have been discussed
meetings,
more partners
meet objectives
paperwork and
procedures
Partners communicate
Partners are less
directly with each
likely to interact
other
Objectives, plans and
Less likely to
desired outcomes are
secure commitment
established
and therefore
funding/resources
In addition to being purely strategic, partnerships can also be operational with
associated advantages and disadvantages.
Advantages
Disadvantages
Financial support
Partner organisations may have
different objectives
Covering skill gaps in the Campaign
Campaign objectives and message
Team
become diluted or deflected
Contribution of other resources and
Confusing and irrelevant messages
facilities
delivered to the target audience
As has already been underlined, building up an effective partnership requires a lot of effort on
behalf of the parties involved. The most common traits that a strong partnership should share
are as follows:
•
•
•
•
•
•
•

Understanding of mutual concerns, motives, goals and objectives
Strong commitment
Clear roles and responsibilities
Effective communication among partners
Credibility of resource allocation and management
Willingness to overcome barriers and a spirit of cooperation
Well-structured organisation

Once established the partnership can take the role as the campaign board. The campaign
manager usually reports directly to the campaign board that are responsible for setting
objectives and budgets and approving campaign management decisions. The campaign board
usually comprises one person from each partner organisation and meets on a regular basis
throughout the lifetime of the campaign to receive progress reports from the campaign
manager.
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The Big Wheel campaign in Nottingham is supported by the Greater Nottingham Transport
Partnership, representing councils and companies across the conurbation. Members include
the county and city councils, the local Chamber of Commerce, Nottingham Trent University,
Nottingham City Centre Retail Association and large employers such as Experian, Boots plc,
Capital One, The Royal Back of Scotland and Raleigh Industries.
For SWELTRAC the strengths of the various partners are combined so that the key
transportation issues are successfully addressed. SWELTRAC is working with Transport for
London to obtain and implement practicable measures to enhance public transport
interchanges and improve public transport accessibility to town centres and business and
residential areas. The London Borough of Richmond Upon Thames acts as the lead authority
for SWELTRAC. Its work is overseen by a Steering Group and three Working Groups, the
Chairmen and Vice-Chairmen of which form the SWELTRAC Executive Group. Amongst
the national campaigns that are regularly supported by the boroughs within SWELTRAC are
Walk to School Week and National Bike Week

2.5 Different Ways of Working
Sometimes it is possible to integrate or link campaigns with other initiatives to increase any
potential impacts and synergies, as well as gain a higher level of acceptance among the
population. This section considers scope for ‘horizontal’ and ‘vertical’ integration.
2.5.1 Possible Alliances (‘Horizontal Integration’)
To increase the success of a campaign, it is sometimes an advantage to link it with other
related activities initiated by local or regional authorities, public transport operators, NGO’s
etc. Such co-operation can lead to greater impacts. For example, a good campaign can
convince commuters not to use their car to travel to a neighbouring city, but to use public
transport instead. In this case, the introduction of a special season ticket valid in both cities,
plus an associated promotional campaign, would be beneficial for both cities. Potential
partners for such a campaign could be the local authorities in both cities (which are either the
destination or origin of the commuting trips) and the respective public transport operators.
There is tremendous scope for alliances in the transport field. For example, health promotion
organisations could support campaigns that promote cycling or walking, which both bring
health benefits. A successful campaign to promote sustainable modes of travelling to and
from school means less congestion for the school in question. A campaign targeted at local
businesses promoting more efficient ways to get staff and goods to the workplace not only
benefits the businesses themselves, but also helps cut down traffic.
2.5.2 From the Local to National Level (‘Vertical Integration’)
Sometimes there are national or regional government-led programmes that provide a good
basis for campaigns. Each tier of government has the potential to influence the levels above or
below. Vertical integration has the advantage that there is a common spatially- nested
approach. This means that national governments, regional and local authorities are working
together and are therefore more credible.
18
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European Mobility Week is a good example of ‘vertical integration’. The event brings
together partners from all levels of government in Europe. At the European level, the
campaign is supported and led by the European Commission, DG Environment. A core
consortium of three European organisations is responsible for coordinating the various
activities across Europe (Eurocities – Access for a New Mobility Culture; Climate Alliance
and Energie-Cités). In the participating countries, national ministries, such as the Department
for Transport here in the UK publicise, support and coordinate activities. Finally local
authorities, often working with other local partners are responsible for organising activities in
towns and cities in their areas.
The Dales Bus Discount Scheme (TARGET II European funded project) was launched
across the Yorkshire Dales National Park in Summer 2004. Promoted by the Yorkshire Dales
National Park Authority with the support of local businesses, the scheme aims to boost both
tourism and local businesses by providing discounts to
tourists and attracting more tourists to the area by public
transport. By showing a valid bus or train ticket at any of the
90+ participating businesses, visitors and residents can
enjoy a variety of discounts at cafes, shops, museums, stately
homes or for accommodation. The businesses are easily
identified by the green stickers displayed in their window,
saying... 'Dales Bus - Discount available here'. Because each
business chooses the discount they wish to offer and there is
no voucher system to administer, the scheme is easy to run
and this has made it attractive to the many small businesses in the Dales. The scheme benefits
everyone: customers have a variety of discounts on offer; businesses are provided with free
advertising listings on the Travel Dales web site; and public transport operators can
attract increased patronage. For example one pub is offering a free half pint of local beer for
those who can present their bus or train ticket and one guesthouse is offering a free ‘afternoon
tea’ on arrival. The scheme is managed by the Yorkshire Dales National Park Authority with
assistance on promotion from Metro, the West Yorkshire PTE and North Yorkshire County
Council.
LEAP (Local Exercise Action Pilots) is a programme jointly funded by the Department of
Health, the Countryside Agency and Sport England. It is designed to test the best ways of
encouraging people to be more active, especially those who do little exercise and those at risk
from health problems. Ten primary care trusts in neighbourhood renewal areas across England
have been selected to run pilot schemes to encourage people to take up more physical activity.
The pilot activities will aim to link with a range of existing initiatives, so as to maximise their
impact and reach, for example, Sure Start, exercise referral schemes, Healthy Schools,
prevention of falls and injuries, Sport Action Zones, Walking the Way to Health, School
Sports Co-ordinator Partnerships and School and Workplace Travel Plans.
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2.6 Funding
Funding is considered to be among the most important prerequisites for the timely and sound
implementation of a strategic plan. The usual process is to produce an estimated budget,
depending on the scale and type of campaign to be carried out, which is then used to secure
contributions from one or more financial supporters.
In many cases if you are working within a local authority, resource allocation takes place
during the development phase of the Local Transport Plan, with funding being secured for a
package of complementary measures including campaigns. In this situation, campaigns may
have to ‘compete’ for funding with other initiatives, including ‘hard’ measures. This can
create problems as campaigns are generally perceived to be more difficult to assess, and hard
measures may be seen to be more cost-effective in the short-term.
You should never underestimate the value of non-monetary contributions. Campaign partners
may often make ‘in kind’ contributions, including providing ‘free’ staff time, or access to
print or publishing facilities. It is quite common for one or more strategic partner (e.g. the
local authority) to be the joint fund providers, which can be useful when the required financial
resources are substantial or cannot be provided by one party. Joint funding does, however,
demand a great deal of effort to co-ordinate and monitor. In addition, private sector
companies can be persuaded to contribute financially if you can demonstrate what’s in it for
them, for example improved brand recognition or association with the campaign’s image or
objectives.

Big Wheel funding is shared between Nottingham City Council and the Greater Nottingham
Partnership – (strategic sub regional partnership). Other funding comes in on a project by
project basis from Nottinghamshire County Council and the Arts Council. Help in kind in the
form of promotions, incentives and volunteers comes from a wide variety of local businesses.
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SECTION 3 Campaign Management and the Campaign Managers Role
3.1 The Campaign Manager’s Key Tasks
The campaign manager’s role is a complex one and can require experience in many
disciplines from communications and marketing to project management and fundraising. The
main tasks a campaign manager may be required to undertake are as follows:
•
•
•
•
•
•
•
•
•
•

Transform policy or strategic objectives into campaign objectives
Putting together the campaign team
Developing campaign partnerships
Developing the campaign action plan
Managing the campaign budget
Allocating tasks
Monitoring inputs and outputs
Communicating with different groups from the media to the public
Communicating with the campaign board
Progress and budget monitoring

The tasks are outlined in more detail below and in Section 6 (Monitoring and Assessment),
and supported by ‘step-by-step’ guides to help you plan and organise the different aspects of
campaign management.
For more detailed guidance see Annex A, the Campaign Design Tool. This tool can be used
both as an aid- memoire for campaign management as well as a self-assessment tool on the
process after the event.

3.2 From Strategic to Campaign Objectives
The campaign initiator with approval from the campaign board usually takes the lead in
setting strategic policy objectives and deciding on the overall campaign design. Once these
issues have been decided upon, the campaign manager will take the lead in operational
campaign matters. The campaign manager has the crucial role of turning theory into practice.
The process of changing behaviour is not quick. It is unrealistic to believe that just one
campaign can have an effect dramatic enough to fulfil one or more policy objectives. The
campaign objectives encompass the fundamentals of the campaign, and should be taken into
account during every phase of its lifetime. The objectives must be consistent with the
strategic / policy objectives, so ensuring the link with the overall national framework.
As part of your campaign programme, each campaign must have clear, simple and specific
objectives: state what is to be accomplished, for whom, by when, and where. Depending on
which stage in the process of behavioural change the target group is at, campaign objectives
can be formulated in terms of raising awareness, changing attitudes, or changing behaviour.
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A campaign which tries to tackle more than one of these is likely to be too poorly targeted at a
particular target group and so risks failure by lacking focus.
Therefore, campaign objectives can be defined both in terms of behaviour (e.g. increase in
public transport patronage) or in communicative terms (e.g. increase of awareness).
Campaign objectives should be measurable and share as many as possible of the key
characteristics that are described by the acronym ‘SMART’:
•
•
•
•
•

Specific. Campaign objectives should be written and expressed in clear, simple terms so
that all parties involved understand exactly what they are trying to achieve.
Measurable. Campaign objectives should be measured precisely and accurately
(quantified) so that it is easy to determine if / when the objectives have been achieved.
Acceptable. Campaign objectives should be shared and backed by all the involved parties.
Realistic. Campaign objectives should be attainable. Setting unrealistically high or low
expectations leads to many problems including demoralised staff and wasted resources.
Time related. Campaign objectives should specify a time frame for their accomplishment.

Your ‘Step by Step Guide’ to Developing Campaign Objectives

Step 1. Interact with your campaign initiator about objectives
The campaign initiator should discuss campaign objectives with the campaign manager before
the campaign starts. Policy objectives set by the campaign initiator have to be fine-tuned to
the specific campaign setting and its target audience – taking into account contextual, social
or cultural issues. It is critical that the campaign manager is able to translate the theory into
practice that will be appropriate for real- life situations.
Step 2. Once the policy objectives and campaign type have been decided upon, select
clear measurable campaign objectives and introduce these into a work plan
Setting the right objectives is one of the main challenges for campaigns. The Seven Stages of
Change model (see Section 1.1) is useful at this stage, to determine the appropriate level and
type of intervention. The initial stages in the model require more general awareness-raising
activities, aimed at the general public, while those in the later stages (that aim to change
perception and then behaviour) need to work with smaller groups and defined journey types.
Awareness raising may be more appropriate than actual behaviour change when new concepts
are first being introduced. Although these are ‘soft’ objectives they are nonetheless equally as
measurable as hard objectives.
Wherever possible, these objectives should be measurable – whatever stage is chosen as the
campaign focus. They might focus on measurable outcomes such as numbers of passengers,
or on communication targets such as providing 60% of customers with easy-to-use timetables.
These are customer-oriented outputs and outcomes, which direct the campaign toward the
needs of the target group.
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Step 3. Use these objectives as leading principles throughout the campaign
Campaign objectives should be the leading principles throughout the campaign. The role of
the campaign board and campaign manager is to steer the operation towards achievement of
its objectives. All progress reporting and final evaluation should reflect upon the initial
objectives.
Step 4. Develop a clear assessment framework to measure the impact of your campaign
and create the right conditions for assessment
The campaign board and manager or an independent evaluator should be responsible for
developing a clear assessment framework, to enable the assessment of the impacts, inputs,
outputs and process of the campaign.
It is always preferable for monitoring and assessment to be conducted by an independent
assessor. However, in smaller campaigns with low budgets, evaluation is often the manager’s
role through a self-assessment exercise. The challenge for the campaign manager in this
situation is to remain as objective as possible about the success of the campaign, to ensure
that as much as possible is learnt for the future.
Step 5. Don’t mix objectives with measures and tools
Whenever campaign design and campaign activities are selected, there is a tendency for the
campaign team to adopt them as leading principles. Activities such as design and
development of materials or organisation of events often take a lot of energy and budget, and
they therefore become objectives in themselves. Campaigners often get lost in the detail and
forget about the rationale behind these actions. A mid-term review of objectives and
measurable targets is therefore critical. Ideally, this would also be carried out by an
independent assessor to ensure objectivity.
The municipalities of Geel and Mol in Belgium ran a campaign to investigate the ways in
which local schools could become involved in developing a local transport plan and how
schools could encourage sustainable transport behaviour. Their campaign objectives and
targets were as follows:
Main objective
To increase awareness among schools and acceptance of their role in encouraging
sustainable methods of travelling between home and school
Supporting objectives
-To get the active support of schools in drawing up a local mobility plan to implement
the new educational targets;
-To increase awareness of the dangers on the road and the negative impacts of cars on
the environment;
-To increase school accessibility by encouraging children to walk, cycle or take public
transport to school safely, with a view to continuing this behaviour into later life;
-To increase safety at school gates and along the main routes to school;
-To encourage new partnerships.
Operational target
Each participating school could decide on their own priorities. They were invited to define
their own operational targets, e.g. a 5 % reduction in the number of pupils aged 9-12 driven
to school by the end of the campaign in November 2002 (the campaign started in summer
2001)
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Edge Hill Higher Education College set a number of operational goals and a series of five
year targets to underpin their travel plan marketing campaign:

3.3 The Campaign Team
Once the campaign objectives are set and a campaign
design is chosen, the campaign manager has to
determine the set of competencies needed and to
appoint and co-ordinate the right campaign team.
The following step by step guide outlines the key tasks
and roles that you will need to consider when putting
your campaign team together.

Step 1. Define the skills and competencies needed in your team according to the selected
campaign design
Different types of campaign require different types of campaign teams. The campaign
manager has the leading, co-coordinating role in defining and selecting the balance of skills
needed for the campaign type selected. In smaller or low budget campaigns, the campaign
manager will have a general ‘do–it–all’ profile. In a more complex campaign type, the
manager will have a bigger responsibility for project management and co-ordination. Team
members will need to deal with all or specific aspects of campaign management, from market
research to creative design or brand development.
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Some of the skills and competencies you may have to assemble are shown below:

Level
Campaign Management

Competencies / skills
Communicator
Strategist
Co-ordinator
Assessor
Coach

Tasks
Reporting
Strategic plan
Work programme
Advice
Support and team building

Production of campaign materials

Creative
Designer
Administrator

Support and financial advice

Marketer
Organiser
Communicator

Surveys – market analysis
Distribution
Press briefing

Finance
and
accounting
/
Administration
Market research
Distribution of campaign materials
Press relations

Step 2. Define and allocate specific tasks
Once the team has been formed, the next step is to allocate clearly specific tasks to each team
member. These need to reflect the skills and competencies of each member, as well as their
most appropriate level of responsibility. In setting clear, measurable objectives for each team
member, it can be helpful to produce an overall work plan, timetable, or project schedule.
Step 3. Co-ordinate and provide feedback on the work done
For this step, it is very important that the team members always keep in mind the core
campaign objectives. This helps to provide focus in the event of any problems. Effective team
communication is vital: it is advisable to:
- Hold regular internal briefings
- Adjust tasks when necessary
- Discern priorities
- Make team members co-owners of the campaign
- Give face-to- face feedback to team members
The West Cornwall & Isles of Scilly Rural Transport Partnership brings together the four
district councils in the area (Carrick, Kerrier, Penwith and the Council of the Isles of Scilly)
with Cornwall County Council to develop and implement rural transport schemes. Part
funded by the Countryside Agency and the local authorities themselves, much of RTP
activities try to involve other agencies and organisations. A good example is a campaign to
‘Explore the Far West by Boot, Bus and Branchline ’. This brought together Penwith
District Council, the local bus operators, First Devon & Cornwall, Sunset Coaches, Cornwall
County Council and local tourism operators. The aim was to encourage visitors to use the bus
and rail links to access the popular coast path on the Land’s End Peninsula. Each partner
contributed ‘in kind ’. For example First Devon & Cornwall provided new timetable cases
and bus stop flags. In addition, a free ‘familiarisation’ course was run for local
accommodation providers, using a bus to show them the routes possible. Penwith District
Council made sure that leaflets were delivered to key tourist attractions and accommodation.
Cornwall County Council, who are responsible for the coast paths, put up special way marker
disks to indicate bus and rail links from the paths.
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SWELTRAC employ a full time travel plan co-ordinator who has responsibility for
promoting the development of travel plans in the region as well as co-ordinating travel
awareness campaigns.
Within London, all trave l awareness events and campaigns are branded ‘good going’. The
first good going week was held in September 2004 and SWELTRAC were involved in
organising the flagship event of that week – ‘Worth the Walk to Trafalgar Square’. There
were 5 congregation points around London and from the congregation point people were
encouraged to walk to Trafalgar Square where an event had been organised by the Prince’s
Trust and ITV. This event was supported by ITV’s Britain on the Move campaign, the final
day of which was the 19th September. The congregation point for the SWELTRAC region was
Battersea Park. Participants were handed free stepometers, walking information and a map to
Trafalgar Square. The aim of the day was to raise awareness of walking as transport mode and
to raise awareness of the ‘good going’ brand.

3.4 Developing Campaign Partnerships
Campaign management often requires managing complex relationships with other
organisations in the public and private sector. As top- level support from partners is often
crucial to achieving objectives, this section deals with the ‘how’ to manage them. Throughout
the campaign process and whenever adjustments in objectives or budgets and resources are
needed, campaign managers need to secure their partners’ strategic and operational support.

Step 1: Define which strategic and/ or operational partners may add value to the
campaign and involve them in your campaign board
Strategic partners are allies with shared objectives – such as key players in the political,
administrative, and non-governmental and/or private sector – identified and selected to take
part in the campaign board under the chairmanship of the campaign initiator.
Operational partners are invited to participate in the specific operational activities of the
campaign. They share the campaign objectives but only take part in the campaign inputs
(services, material, resources) and/ or in the implementation of the campaign. In some cases,
strategic partners may also act as operational partners.

Step 2: Establish a strong relationship with the campaign board
A strong relationship with the board is best developed through the use of clear and frequent
information and progress reports. If possible, involve the members of the board in different
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actions. Try to create win-win situations with them, gaining their support for any critical
policy decisions – especially in situations when changes are needed to planning or funding.
As a general rule: ‘If you can’t convince the people inside your own organisation, don’t try to
communicate it to those outside’. Try to gain maximum support and interest from the people
within your own organisation by presenting the campaign plans to them and asking them for
their feedback and co-operation.
Step 3: Specify the campaign budget
The campaign budget should be defined by the campaign board, in keeping with the campaign
type and the various activities to be carried out as early as possible in the campaign planning
process. The role of strategic and operational partners here is very important. Often their
involvement in the campaign is partly financial. Defining the budget is therefore combined
with negotiating their commitment to the campaign and its objectives.
Step 4: Secure additional funding, human resources and skills whenever the initial
programme changes
An often-overlooked task of the campaign manager is to ensure that the funding and
manpower resources are appropriate. The better the campaign work programme is defined the
better the budget can be specified, minimising risk. Whenever work programme adjustments
are made, they affect the campaign budget. Make sure that you inform and involve the
campaign initiator and the campaign board in any programme adjustments and their financial
impact. A similar approach should be taken with human resources.
Step 5: Allocate tasks to your partners
Strategic partners can play an active role in supervising tasks such as feedback on objectives,
design, process matters and validation of outcomes. Whenever common objectives are
achieved, strategic partners may also act as sponsors. The campaign manager allocates the
operational tasks as specified in the work programme (such as producing or delivering
campaign materials, advertisements, events etc) to operational partners.
The Big Wheel campaign has a wide range of input from many operational partners including
the City and County Council transport teams and the local public transport operators
(Nottingham City Transport, Trent Barton and Nottingham Express Transit). In addition
assistance and information is also provided by local media (Nottingham Evening Post), the
health and education sectors and also special interest groups, e.g. Pedals and Ridewise.
3.5 Keeping Track
As a next step, the campaign manager and campaign team should establish an effective
operational campaign programme, focusing on an action plan and project timetable. The
nature of the implementation process in campaign organisations may vary greatly, from
producing relatively simple posters, leaflets, newsletters, info packages and local events to
more complex marketing and interactive communication packages and activities with various
partners. In all cases, the campaign organisation should develop a set of actions and a
timetable to deliver the expected outputs and outcomes.
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Step 1: Draw up the campaign action plan
The campaign manager draws up the operational action plan for the campaign team. It covers
all actions to take concerning the agreed objectives and the selected design. For example
timetable, responsibilities and budgets.
Step 2: Define the various actions and set the timetable
Define what actions should be taken and in which order they should be done to maximise
potential dynamic effects and synergies. Check the timetable, ask yourself – is it realistic?
See Box 1 in Section 5.1 for ideas about how to time your campaign.
Step 3: Allocate responsibilities and budgets
All people in the team should have a personal responsibility for ‘their’ part in the campaign. A
project without personal responsib ilities will fail!
The same must be said for the budget allocation. Allocate the budget on the same level as
responsibilities for activities are delegated. However, make sure there is also some sort of
financial control system in place that allows for overall control.
Step 4: Assess progress
Assess your progress at regular intervals.
- Are you keeping up with the targets set in your action plan?
- Are you keeping up with the timetable?
- Is the budget being spent as allocated?
Step 5: Turn the action plan into a campaign handbook for future campaigns
During the whole campaign/ process, document how the work is progressing. At the end of
the campaign, it is a good idea to commission an independent person who can help the
management team to evaluate the whole process. In-depth interviews with key persons could
add important and useful information for the future. Openness between the team members is
very important at this stage.
The handbook could comprise a selection of the following information:
•
•
•
•
•
•
•

List of project partners and contact details along with their willingness to participate in
future campaigns
Timeline of how the campaign was launched, run and evaluated
Complete budget spend including staff resources
Examination of the objectives and how they were met
Examples of assessment materials, e.g. questionnaires
Examples of campaign materials, e.g. leaflets, flyers, timetables
SWOT analysis (strengths, weaknesses, opportunities and threats)
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SECTION 4 The Psychology of Travel Behaviour
This section is concerned with the psychology of behaviour and behaviour change. We
present a model of psychology that helps us to understand how attitudes and ideas are
acquired, linked together and how they can be changed or altered. There are many
psychological theories and none of them can lay claim to presenting the whole ‘truth’ of how
people think. The framework we present here is based on Personal Construct Psychology
(PCP) 5 . Clearly people cannot change to sustainable transport modes where none suitable
exist, or the product does not work to specification. Hence this section is only valid where a
credible, working alternative is in existence.

PCP was developed in 1955 by George Kelly in response to the need to understand and assist
in personal change for people undergoing personal counselling and therapy. Nowadays PCP is
widely used in advertising, for design of specifically targeted campaigns from foods and
alcoholic drinks to promoting public transport, cycling and walking. It is also used for product
and brand design ranging from motor cars, through banking services, to radio stations and IT
services.
4.1 Psychology and Behaviour as a Process
Instead of regarding peoples’ psychological systems as fixed for all time or arising from
accidents of birth and history, PCP suggests that we are constantly building new models that
help us to make better sense of the world. Formally we call this learning, but in reality it
involves every minute of our being.
PCP theory revolves around two simple psychological building blocks; ELEMENTS and
CONSTRUCTS.
•

ELEMENTS are the ‘things’ in the world such as cars, cycles, religions, mobility
management schemes, people etc. In other words if you can see, hear, touch, smell or
think about something it is an ELEMENT.

•

CONSTRUCTS are the descriptions we apply to elements.

A Construct has a number of properties as shown below:
Preferred pole

There are always 2 contrasting poles. This
gives a precise meaning to the dimension of
thinking. One pole will be preferred
(depending on context). People differ in their
choice of preferred pole.

Non-preferred pole

2 contrasting
poles

Reliable

5

Unreliable

Kelly, G.A. (1955) The Psychology of Personal Constructs, Norton .
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Preferred pole is a personal choice.
For example:
For some people…….

Reliable = being on time, successful, stress free
Unreliable = letting people down, getting the sack, losing money
Whereas for others……..
Reliable = boring, dull, predictable, constrained, rule bound
Unreliable = free, creative, learning, growing
…………Who is right?

So armed with this limited amount of information the Campaign Manager has to make some
choices. Which of the following will be the objectives of the campaign:
•

Add some new ways of thinking about transport choices (constructs)?

•

Remove or change some existing thinking about transport choices?

•

Change the preferred pole?

But of course before any of this can happen he/she must know what is currently in the mind of
the target audience. So market research will be required (See Section 5).
Constructs can apply equally to people as to modes of transport so let us return to the
construct and add some elements.
We have added the ‘self’ to a positioning of
modes of transport. Is this person a bus
user? What do they want to be and which
mode will they choose or aspire to?

How I like to be seen

bus
car train
cycle
walking

Reliable

How I often appear

Unreliable
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The space between the construct poles can
also be converted to a scale in a
questionnaire. Hence (using the same
constructs) we can get measurements of
perceptions of modes as well as people.
This enables us to produce market
positioning maps, design new markets and
make estimates about product usage.
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The Campaign Manager has a further planning decision in addition to those listed above:
Do I want to:
• Change the positioning of the transport modes?
OR
• Change peoples’ aspirations?

In 1992, Dublin Bus started on the long road of repositioning the transport mode so that today
(2005) a Dublin Bus Quality Bus Corridor is often seen as more reliable than the car.
(Passenger numbers have grown by over 30% above expectations despite a doubling of car
ownership in the same period. Indeed some of the routes with the highest passenger loadings
run through middle-class, 2 car family heartlands.)
People differ from one-another in the constructs they use. Where people use similar constructs
in similar ways then their thinking processes are similar and communication is easy. Where
the constructs are different communication is difficult or impossible. Advertisers make it a
priority to know the constructs used by different sectors of the population when assessing
their products. This leads to the study of market segments (see below).

4.2 Psychological Structures
So far we have considered constructs as if they exist in splendid isolation from each other. If
this were so then life would be chaotic!
Kelly believed that our constructs are arranged in a pattern to help us avoid making
contradictory predictions. Constructs may be seen as organised into a hierarchy with
subordinate constructs at the bottom linking with superordinate constructs above which link in
turn with core beliefs about the self. People differ, however, in the way they organise their
construction of events. Psychological importance can be measured using specialised
questionnaires. (This measure of importance may differ from importance of attitudes as
measured by the approach set out in Section 6.)
Porter (in Dalton and Dunnet, 1999) 6 likens the structure to a pyramid with a large base of
subordinate constructs ‘supporting’ fewer superordinate constructs and a very fe w core
constructs as shown on the following page.

6

Dalton and Dunnet 1999, Psychology for Living, EPCA Publications, Farnborough
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The Campaign Manager
has a new challenge. In
order to construct a
campaign that makes sense
to the target audience the
Manager must know:

Features of a Hierarchical Construct System
Core constructs (must be validated
for happy, healthy living)
e.g. Capable & Efficient
Superordinate
Superordinate constructs
constructs
(More
(More important
important and
and abstract)
abstract)
e.g.
e.g. On Time, Punctual

Implicative
links
links

Subordinate constructs
constructs
(Less important and
concrete) e.g. Fast

Constructs
Constructs have
have two
two poles
poles
Preferred
Preferred
Non-preferred
Non-preferred

• The
language
(constructs)
• Preferred poles
• The implications or
meanings behind the
construct poles
• The structure binding
the constructs

Construct Cluster
Construct
Cluster

The relationships between constructs work up and down as well as laterally so a single highly
abstract construct at the top may be related to many more concrete constructs at the bottom,
with various levels in between. The core constructs are those which a person uses to maintain
his or her identity and existence. They are comprehensive and central to the individual’s view
of self and his/her social roles. Kelly developed his personal construct theory to inquire into
this pattern of constructs or cognitive processes.

Frequency

Ease of getting
on & off

Info before
leaving home

Can identify
dest. stop

These psychological connections between service
attributes have been derived through research using
Construct Psychology -based questionnaires.
The solid lines show statistically significant
connections.
The dashed line shows a weaker connection.
The condition of the bus was a key factor in the
Dublin Bus case study, personal safety was clearly
linked to issues about the cleanliness &
condition of the bus.

Punctuality

Ease of
buying a ticket

Safe driving

Info at the
bus stop

Behaviour of
other
passengers

Route & dest.
Easy to see

Cleanliness
inside

Comfort &
space

(Taken from an analysis of data from a survey of 1800 bus users in Dublin in 2003)

The ovals above show ‘constructs’ or issues that affect people’s choice of transport mode, the
lines connecting them show two way connections and implications. In other words, if I have
information at the bus stop it means that I expect to be able to identify where I should get off,
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(is there adequate signage, as well as or instead of on-vehicle information) as well as being
clear about what bus I am on and where it is going.
Understanding psychological clusters is important for the campaigner as well as the manager
of the transport initiative. They need to know what implications people will make from
transport initiatives. Basically you need to do what the commercial world does, make a map
of what you are doing in the personal worlds of your customers.

Relative Psychological Importance of Service Criteria
An examination of construct importance data (below) shows that after waiting time (the top
cluster identified on the previous page), inside condition is second most important.
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Service attributes

This issue is not always upper- most on the minds of maintenance managers who se primary
job is to keep the buses running. Maintenance staff would not be aware that ‘Inside condition’
of the vehicle is psychologically connected to feelings of personal safety and these in turn to
the likelihood of travelling. Condition and cleanliness is more than just a case of aesthetics.
Investigations such as these are used also for service design as well as for communications
design.
Knowledge of psychological structures means that the Campaign Manager has yet further
changes that communications can make:
•
•
•

Remove some implicative connections between constructs
Add some connections
Change the importance

Communications can achieve all of the changes listed so far, provided the Campaign Manager
has sufficient knowledge of the psychological content and structures of his intended audience.
We will return to the topic of change management later.
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4.3 Experiments with Behaviours and Attitudes
As stated at the start of this section PCP regards psychological systems as dynamic and
changeable. People can change if they want to and if they see a personal advantage in a
change.
Kelly developed Personal Construct Psychology from the premise of ‘man the scientist’ who
develops hypotheses, tests and modifies or discards them, developing a network of constructs
or values along the way. This framework of personal constructs is what we use to construe
events, situations and people (which Kelly called ‘elements’) and to make predictions about
the future. Our constructs are so called because they have been built up or ‘constructed’ from
experience, and also because we use them to ‘construe’ or interpret the world. We anticipate
events using our construct systems and determine our behaviour accordingly. If our behaviour
is invalidated our experiment has failed and so we experiment with new behaviour. The
fundamental postulate of personal theory states that our psychological processes are
influenced by the ways in which we anticipate events. Hence for a construct to survive in the
busy world of every-day thinking it has to be useful, work when required, be clear about its
meaning and have a clearly defined preferred pole. If our psychological experiments fail to
work we delete or change constructs. When this happens it can de-stabilise the overall
structure of the psychological system leading to rejection of ideas and non-awareness of
communications. This is why campaigns that use guilt or shock as mechanisms often fail to
work.
Campaigns such as car- free days or ticket promotions work on the aspect of ‘man the
scientist/experimenter’. They can provide an opportunity for trying out a new behaviour.
In the case of a free bus ticket, this can be an opportunity to
demonstrate either:
q
q

The generosity of the bus company (i.e. it is
just a free ticket) or,
the experience of the personal advantages of
using public transport, e.g. being able to
read and catch up on correspondence, lack
of parking worries and costs, shorter journey
times etc.

All too often the offer is just a ‘free’ ticket. The
communications back-up is lost – and so is another new
customer. The important point is that any new constructs
about the public transport experience need to be backed-up
and reinforced by appropriate campaign messages. In this
way, the experiment made is validated and therefore the change is likely to repeated.
If on the other hand the public transport company fails to provide the required service, staff
are rude, the vehicles dirty etc. then the experiment conducted by the potential customer is
invalidated. The campaign has done more harm than good.
Be cautious about campaigns involving experimental behaviour, make sure the event is well
supported by a guarantee of delivery and appropriate back- up communications.
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4.4 The Change Cycle
In PCP the most useful
How people make psychological changes
general change mechanism
for promoting smarter travel
INPUT
Elaborate the meaning
choices
is
the
New ideas
Circumspection,
Preemption, Control (CPC) cycle
Circumspection
OUTPUT
of change. It is widely used
Anticipate the
New behaviours
Lasting change always
consequences
to design and manage
Constant re-tests
attitudinal and behavioural
Control
CPC Cycle
change in individuals. More
Pre-emption
recently it has been used to
Building new
needs a personal advantage
understand
and
manage
psychological
structures
organisational change and
team building. Commercial
advertisers (especially motor car, cigarette manufacturers, and alcoholic drink producers) use
it to manipulate attitudes and build new structures: in the UK the best known examples would
be for OXO and NESCAFE.
New ideas (constructs) are developed or presented to the target audience. These new ideas
are consciously or sub-consciously ‘scanned’ and one or more are assessed for future
consequences (pre-emption). Those that hold the greatest promise for personal advantage are
tested through experimental behaviour. Where the experimental behaviour is successful it
supports the psychological choice (or new psychological perspective). The person can now
take control of the situation and continue to test his/her new thinking and behaviours. For as
long as they remain valid the new behaviour and thinking will become increasingly validated
and will eventually become the habitual norm.
Campaigns impact on the change cycle by providing a fresh input at the point of pre-emption
with a view to influencing choice by presenting messages that reinforce the personal
advantage of the target following the campaigner’s objectives.
INPUT
New ideas, Campaigns,

Circumspection
OUTPUT
New behaviours
Constant re-tests

Control

CPC Cycle

INPUT
Spell out the
advantages

Pre-emption

INPUT
Enforced new behaviour

Note that experimental behaviour
induced by ‘promotions’ is very much
positioned at the ‘CONTROL’ part of
the cycle. Additional input of new ideas
will help to reinforce the change to new
behaviour.

In Section 1.1, the ‘Seven Stages of Change’ Model was suggested as a good basis for
designing and evaluating change. The CPC cycle can be regarded as the psychological engine
that drives the steps between the seven stages. Hence the Campaign Manager, in addition to
deciding which levels of the 7 stages he/she wishes to address needs also to consider which
aspects of psychological change are to accompany these.
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The Campaign Manager’s
Choices
7. Habitual behaviour
C
C

Campaigns are about
incremental change?

P

6. Experimental behaviour

C
C

Where will your
campaign start?

Trying out new travel choices?

P
Really intend to modify behaviour?

P

4. Evaluation of options

C

How many change
cycles?
C

Is there actually a viable alternative?

P

3 . Perce pt ion of options
C
C

Perception of sustainable modes?

P

2.Accepting responsibility
C
C

After choosing objectives and
deciding where your campaign
will be positioned the next task
is to address the psychological
objectives:

5. Making a choice

C
C

Set objectives to
address the problem
NOT the symptom

Long-term adoption of sustainable modes?

Accept personal / corporate responsibility?

P

1. Awareness of problem
Aware of the issue of traffic congestion?

• Add new ways of thinking
• Remove or change some
constructs
• Change the preferred pole
• Change mode positions
• Change peoples’ aspirations
• Delete implications and
connections
• Create new implications
and connections
• Change construct
importance
• Choose the Media and Rollout strategy

4.5 Barriers to Change
Personal Construct Theory can also be used to explain the nature of resistance and explain the
reactions produced when people are faced with change or expected to or forced to change
their behaviours. These reactions have been categorised by Kelly as anxiety, fear, guilt, threat
and hostility.
Anxiety is described as the recognition that the events with which one is confronted lie
outside the range of one’s construct system. A person’s construct system is applicable only to
a given range of elements. When a new element lies outside this range, the individual is
unable to construe it in any meaningful way. When policy makers meet resistance to change,
it may be that people are being asked to construe elements for which their construct systems
are unprepared. Hence they experience anxiety.
For example, if you are stuck in a traffic jam, or on a bus, train or tram that is stationary and
you do not know when you will next move, or arrive at your destination, you cannot predict
the immediate future then you may experience anxiety.
Behavioural change may also require people to
change their superordinate or core constructs. Core
constructs are those which we use to try and
understand ourselves and to evaluate the central
aspects of our own behaviour; the personal issues
with which we are most concerned; the ways in
which we anticipate our own further behaviour.
They are also the constructs we use in interaction
with others. Enforced change of one’s core
constructs can produce fear or threat. Fear is
described in PCP terms as the awareness of an
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imminent incidental change in one’s core constructs while threat is the awareness of an
imminent comprehensive change.
When forced to change, people may find themselves behaving in a way which is incongruent
with the perceptions they have of themselves. This is often referred to as cognitive dissonance
- a state of tension that occurs whenever an individual holds two cognitions that are
psychologically inconsistent. In PCP terms, this perception of one’s apparent dislodgement
from one’s core role structure constitutes guilt. Since our core constructs serve to maintain our
sense of integrity and identity, guilt occurs when we find that the things we are doing are
discrepant from what we take ourselves to be.
Examples:
• Being late for a job interview (personal perception of self as punctual and reliable is
threatened)
• Having to give up the car for travel to work (Having to wear different clothes, hairstyle
even in order to cope with exposure to the weather – how will this affect what my friends
think of me?)
• Being in a foreign country (or a different city) trying to work out how to use public
transport (Personal perceptions of self as a reasonably intelligent thinking being may be
threatened).
Note that in almost all cases, resistance arises because of implications of undesired change to
personal values about ourselves. It is also no accident that commercial companies, airlines,
airports, hire car companies etc. have adopted similar standards and messages or ways of
communicating with customers in order to make the job of being a customer as easy as
possible!
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SECTION 5 Designing your Campaign Content
This section sets out the preliminary steps to take when designing your campaign. It first
looks at how to match your campaign objectives to the most appropriate campaign type.
Second it sets out some guidance on how to carry out research to inform the design of your
campaign, how to analyse that research and finally, examines how you can best deliver your
message to the target audience.
5.1 Types of Campaign
Once you have defined your campaign objectives, the next stage is to think about the most
appropriate type of campaign to implement, bearing in mind the principles set out in
Section 4. The ‘Seven Stages of Change’ model can be a useful tool in this respect.
Seven Stages of Change

Relevant Campaign Type
Stages 5-7
Highly targeted campaigns aimed at those
already predisposed to changing behaviour
e.g. personalised journey planning. More
effective when focused on a particular type
of journey.
Easier to manage when
administered to key people within a
defined community (e.g. neighbourhood,
school, workplace). Some sort of personal
contact usually required.

7.Habitual behaviour
Long-term adoption of sustainable modes?

6.Experimental behaviour
Trying out new travel choices?

Stages 3 & 4

5. Making a choice

Targeted campaign aimed at groups of
people who are already aware of the
problems caused by car use and what to
make some changes to their travel, but are
not yet convinced of the benefits of other
modes or of car clubs/ car sharing. More
effective when focused on a journey type.
Could be administered to a wider
community (e.g. part of city). Targeted
mailings and events would be useful tools.

Really intend to modify behaviour?

4. Evaluation of options
Is there actually a viable alternative?

3. Perce ption of options
Perception of sustainable modes?

Stages 1 & 2
General public awareness campaign to
increase understanding of the problems
caused by car use and the opportunities that
exist to make changes. Some focus on
what individuals can do to contribute to
less congestion, better air quality, safer
streets etc.
For awareness campaign,
posters and leaflets, events are all
appropriate. Press coverage may be
particularly important to ensure the
message is as widespread as possible .

2.Accepting responsibility
Accept personal / corporate responsibility or relevance?

1. Awareness of problem
Aware of the issue of traffic congestion or opportunities
to change modes?
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Deciding on your campaign type will also help determine your target group e.g. the whole
population of an area (in the case of a general awareness campaign) or a much smaller group
of people who share the same values. The type of psychological change described in Section 4
will also influence the type of campaign.
In addition to issues of targeting and media choice campaigns can also be classified in terms
of the mechanism they are using. A simple matrix describes the main options.
Explicit
Says what it
means

Explicit
Says what it
means

Implicit
Subtle - implies
what it means

Cognitiverational
reasoned

Affective
(emotional)

Usually
affective
(emotional)

High audience
involvement
Practical &
behavioural

High
emotional
involvement

Low audience
involvement

Recent advertising research by Robert
Heath7 indicates that the more effective
adverts rely on ‘low involvement
processing’. He argues that despite the
fact that we do consciously go around
looking at advertisement we neverthele ss
remember the essential messages of most
of them. He coins the phrase ‘low
involvement processing’ to describe the
process whereby we remember all that
we see or hear. The skill of the advertiser
is in getting us to remember what we
have seen and heard and to apply it to a
product / service etc.

Explicit/Cognitive Campaigns
Bike2Work promoted during Bike Week is an example of an explicit campaign – the
campaign message and intent are apparent just by looking at the logo (below left).

Hälsoråd for your car
Follow them and save
money

7

Heath, R. (2002), The Hidden Power of Advertising, Admap Publications, Henley on Thames Oxfordshire
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Explicit/Affective Campaigns
The Government promotes road safety through its Think campaign. Their basic approach is
national publicity using a mix of emotion and facts that raise the profile of road safety. The
campaign utilises a range of media channels - TV, radio, press, posters, etc. - to provide a
national platform to stimulate complementary regional and local authority activity and to
encourage private sector companies to cascade messages to their employees and customers.
The aim of the road safety campaigns is to reinforce the need for drivers and other road users
to take responsibility for their own safety and for the safety of others on the road. In the wider
context, the theme of personal and social responsibility is central to the Government's
philosophy and to its transport policies to encourage more responsible travel choices. The
campaign to reduce speeding on roads will use the above poster launched in January 2005,
which highlights the fact that if you are hit by a car at 40mph you have an 80% chance of
death, whereas if you are hit at 30mph you have an 80% chance of survival, underpinning the
rationale behind the speed limits. The strapline is 'It's 30mph for a reason'. See the centre
picture on the previous page.
Implicit/Affective Campaigns
The objective of the Swedish campaign (see the picture on the right on the previous page) was
to give the car owners specific information about their car, how to save money by driving in a
more environmentally friendly manner and other general information about getting around
without the car. The main purpose of the campaign was to find out if the vehicle MOT centre
(Hälsoråd) was an effective arena to give out messages on sustainable forms of transport
particularly for short trips of up to 5km.
On the right is an example of the leaflet given out to motorists at the test centre. A voucher
which entitled the driver to a free bus ticket was attached to the leaflet. The clever thing here
is that men love their cars. Treating your car well by not doing short journeys will be good for
it (her)! The campaign mechanism is totally implicit. By promoting the health of the car the
objective of addressing the health of the environment is addressed.

5.2 Campaign Media and Tools
The following checklist brings together some guidelines specifically related to travel
awareness campaigns and more general advice from the marketing sector. The latter has been
used in some cases to develop public transport marketing strategies.
The steps for creating a campaign are set out in detail in the Campaign Design Tool (Annex
A)
Checklist for Developing Campaign Media
Decide how you want to communicate with your audience. Media and communication
channels can be personal or non-personal. Personal communication channels include face-toface meetings or interviews with opinion leaders. Non-personal channels include the
traditional media (press, radio, television, internet etc.) and events. Previous research
suggests that awareness campaigns should use more non-personal channels, whereas the more
targeted a campaign gets, the more personal communication channels should be used, such as
small meetings or discussion fora, and one to one visits.
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Target people at key points in their lives. The communication channels for more targeted
campaign messages could include agencies and professionals outside the transport sector.
This might include estate agents (providing information on the transport services near or
offered by a property), health professionals (how to cycle and walk to keep fit), the police
(road safety messages in favour of sustainable modes) and perhaps even people involved in
counselling people with relatives who have recently died (transport possibilities in their new
situation).
Realise the importance of electronic media to raise awareness of transport choices. Campaign
media can vary from the traditional (leaflets delivered to households) to the more up to date
methods of websites, email and information kiosks. However, the use of such novel media
should be carefully balanced with more personal, face-to-face contacts when providing travel
information, particularly when targeting groups who are less confident with accessing
electronic media.

5.3 Doing your Research
5.3.1 Pre design Research
Before you carry out the detailed design of your campaign, it is useful to gather as much
information as possible about your target group. This can include looking at the results of
recent surveys or localised traffic counts or carrying out some more qualitative research, to
collect ideas and information on perceptions and attitudes.
There are two common ways to carry out qualitative market research: focus groups and oneto-one interviews. In most cases, focus groups will be the most efficient method.
•

Focus groups are commonly used to generate qualitative data. These allow in-depth
exploration of people’s opinions and attitudes to key issues. They can also be creative
events, allowing members of the group to express opinions and come up with a range
of new options. A properly conducted focus group is a value- free non-judgemental
exploration of ideas and options. Focus groups will not give definitive answers to
questions. Instead, focus groups should be used to create ideas for campaign materials
and to help develop questionnaire items for future quantitative research.

•

Personal one to one interviews are useful for discovering core needs and motivation.
By talking to people on a one-to-one basis the effect of ‘group dynamics’ is removed
and you are more likely to find people’s real opinions and core values. However,
interviews must be carried out with great care in order to avoid offence or make the
respondent uneasy. Personal interviews are reserved for the more serious aspects or
topics of campaign design, for issues such as health, personal relationships, personal
development, or money. They could also be useful in schools campaigns, where it may
be necessary to get to know core motivational factors for parents in order to build an
effective campaign.
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5.3.2 Research Management
It is crucial to be as systematic as possible when organising the research. While it may be
quick and easy to assemble a group of people and ask them some questions, this is unlikely to
result in quality data. There are a number of critical steps.

Checklist for Research Management
Define the research sample - the research sample should closely reflect the target audience(s)
for the campaign. It may be necessary to segment the audience carefully to allow for more
effective research.
Decide group composition - groups usually work best when they are comprised of people
from similar backgrounds, age or gender – so that they share similar values and can compare
and communicate their thoughts more easily.
Decide on your ‘message’ and other stimulus materials – statements/slogans, maps, images,
sounds and video can all help stimulate discussion. It is important to be clear about the
purpose of using stimulus material: is it to prompt discussion, or are you actually testing the
materials and hoping that the group will make a ‘choice’? The way the groups are run should
be different in each case.
Sort out the research systems - there should always be a focus group proforma or discussion
guide to help the facilitator ask the right questions and ensure a degree of consistency across
the research. Facilities are important: comfort, refreshments, incentive payments and
transport arrangements can all make the respondents feel more comfortable and help the
research process.
5.3.3 Analysing the Data: From Pre-Campaign Research to Campaign Design and
Messages
There are a number of ways to analyse qualitative data, including the use of computer
software that analyses themes in transcripts from interviews. The most basic method however
is to review the transcripts manually and to look for significant themes from the research issues which come up across the groups and have some common elements. This will help to
identify key messages that will engage the various audiences.
Your pre-campaign research will generate a great deal of opinions, data and materials. It may
be helpful to use the core themes from the research to construct a conceptual diagram showing
how the campaign links to the evidence on the ground and personal motivators.
An additional factor of great importance is the Customer Value Proposition (CVP).
The CVP is a statement of how the message of your campaign will relate to the values of your
target audience it should be written in plain language and must be ‘owned’ by everybody in
the campaign team and those responsible for implementing it. Often a number of CVPs are
created for testing with different audiences
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An example of the process using the Dublin Bus campaign is shown in the following figure.

Competition - Paintings / posters, song and poems
to demonstrate an initial Customer Value Proposition
(CVP) ‘The Bus is here for everyone’ (Showing how
the bus is useful to their lives.)

Problem: Off-peak passenger numbers are falling
Research phase 1
with customers

Prize giving event involves all children
Every child gets a present
Prizewinners receive substantial gifts

Research phase 2
with children
in schools
Customers feel
unsafe and there
is much damage on
the buses

Children’s art on bus sides,
posters at shelters
and a calendar
delivered to all homes in area

“Nobody notices
or pays attention
to us”
Throwing stones
at buses is a way of
getting noticed

O
U

Problem: - How to reduce damage and
get the passengers back on the bus

T
P

Objective: Reposition the bus company
as more caring for the children in order to
reduce their desire to cause damage

Reduction in damage
New CVP as strapline,
‘The Dublin Bus is here for us’
Research
phase 3 with
customers
Increased usage of the bus

U

Bus Company seen
as more caring

T
Reduction in damage

Campaign: Involvement of children in a competition

The above process shows how research can help the development of campaign concepts. A
later stage is to use qualitative research to actually test responses to proposed campaign ideas,
materials or draft advertisements. This is a crucial stage, particularly if you are about to
conduct a campaign in a new area.
In Dublin in 1992 the launch of the CitySwift brand of buses was originally to be advertised
as ‘Small single deck’. The supposition was that people would like the modern, small, more
intimate image. Instead they took this message to mean, ‘The bus will always be full and I
will not be able to get on’. New research showed that the brand attributes of speed and
frequency were most important.

5.4 Tailoring the overall message to your target audience
5.4.1 Identifying your Target Audience
Three issues need to be addressed here:
•
•
•

Defining and understanding target audiences
Sensitivity to contextual, social, cultural, transport issues
Interaction with target audiences
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Kelly formulated the commonality corollary of his theory to describe the implications of
similarities among people’s construct systems. This corollary states that people who have
similar construct systems construe their experiences in a similar way. It is a measure of the
extent to which they are like each other (psychologically) and the extent to which they are
likely to understand each other. Modern statistical packages enable the analysis of attitudinal
questionnaires to detect clusters of like-thinking people. These are known as psychographic
segments.

• Target audience - the people who we want to influence
• Market segment - a segment of the population identified
by
– similar lifestyle, demographic or geographic features
– similar attitudes, beliefs and psychological structures

• Cultural group - people who share similar values &
psychological structures
• Early adopters - people most likely to change or be
influenced
Quite often a Target Audience is comprised of a number of cultural groups. In this case
different psychological structures and constructs will require different campaign materials and
messages.
Step 1: Take your time to define your campaign target audience
In defining objectives and selecting a type of campaign, it is crucial to define the target
audience. Some campaigners consider this element decisive in the success or failure of a
campaign. It may be that a campaign targets several specific audiences at the same time or
just one audience. Different objectives may need to be set for different types of target
audiences.
Step 2: Use your pre-campaign research to understand your campaign target audience
Good pre-campaign research not only gives you a ‘profile’, or idea, of the target audience you
want to reach, it can also give you a deeper insight into and knowledge about what kind of
messages you should use (or avoid) with different segments of the target audience. Precampaign research should aim to do more than just inform the setting of objectives.
Step 3: Take account of contextual, social, cultural and transport issues in your
campaign
In every society there is always some kind of debate going on. If possible, connect your
campaign to a relevant debate and explain why your campaign could be seen as a helping
hand.
Connecting the campaign with topics on the agenda for your community will automatically
create much more attention and interest in the campaign. A disadvantage is that the campaign
might then have the potential to make more enemies than would otherwise be the case.
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Step 4: Create conditions to get target audience feedback
Key elements include improving public access to the campaign outputs and services through:
•
•
•
•
•
•

Direct contact
Help desk facilities
Campaign freephone facility
Campaign website
Mail back (or freepost) address for quick responses
Setting up complaint handling procedures

Step 5: Integrate target audience feedback into your campaign
Once target audiences have been identified, the campaign manager has to improve openness
and understanding about the needs and attitudes of the target group. Some types of campaign
create interaction between the campaign team and the audience.
5.4.2 Branding
Brands are very important in today’s advertising and communications world. A brand
encapsulates product values as well as the personal implications for the customer. No longer
do adverts major on the fact that a product works or tastes nice. These product issues are now
taken for granted.
Soap powder manufacturers are very good at creating and managing brands, different brands
may indeed be chemically identical – but different packaging and presentation allows the
same product to be advertised and sold to different target audiences and markets.
Feelings and emotions
A brand includes
what you see as well
as the feelings
and emotions

What you see,
touch, smell!
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www.carsharedevon.com is a partnership initiative between Devon County Council and
Torbay and Plymouth unitary authorities, supported by Liftshare, the national car sharing
scheme.
Launched on 24th March 03, the scheme was backed by an extensive marketing strategy,
undertaken by Devon County Council TravelWise, which included local radio campaigns,
displays in libraries, advertisements in glossy magazines and on the back of parking tickets,
large displays at events and innovative roadside boards which remind drivers stuck in slow
moving traffic that car sharing could cut congestion.

In December 2003, when carsharedevon.com was just eight months old, the citizens survey
carried out amongst a representative panel of Devon residents every three months included
two questions about the scheme. Of the 1135 people who responded, 79.2% said they had
seen or heard of a promotion for www.carsharedevon.com . 80% who responded to the follow
up question on where they had seen or heard about the scheme recalled seeing the temporary
road side boards.
Under the umbrella of the Big Wheel brand, a number of campaigns are being run aimed at
different sectors of the community. For example campaigns that have been run include the
Respect for Transport campaign, the Sign of the Times campaign, LTP consultation
campaigns and a pavement campaign – a quarter of a mile of pavement covered with 16
murals showing the pedestrian route to Nottingham Castle. Throughout all of the campaigns
the design of the material and characters retain the same features and style.
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5.4.3 Campaign Types and Message Formulation
Language
All too often experts in transport write the messages for potential customers. In most areas of
commerce it is now taken for granted that messages to customers, whether verbal, visual or
auditory must reflect how they see the world.

Sender

Encoding

Message

Decoding

Receiver

Media
Noise
Feedback

Response

The sender of the message
(Campaign Manager etc.) is an
expert in his field and should
therefore rely on the language of
the target audience provided by
market research in formulating
the message. It should be
structured to reflect the way
people think. By doing this the
errors of decoding by the
customer will be reduced
(Adapted from Kotler and Armstrong )8

Message Givers
Just as the language is vital for getting your message noticed and understood, so is the need to
make sure the message-giver is appropriate for the audience. If the person or medium
delivering the message lacks credibility with the target audience it will not be seen or heard. It
may be that getting a famous model, singer or footballer to be the message giver will cost
more than the rest of the campaign, however without the right message giver there is a danger
that the whole campaign will fail. It might be within a low budget – but all the money may be
wasted.
In one spectacular example a major food manufacturer in Britain used the wrong message
giver. In spite of spending more than £5 million on the campaign, recall of the campaign was
under 3% and enormous harm was done to the product and its sales. The cost of this mistake
was enormous!

8

Kotler P and Armstrong G, 1980, Principles of Marketing, Prentice Hall, London
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In a campaign run in Sweden targeting schools, letters were distributed to the pupils’
parents. The letters raised parents’ awareness of the issues of transport and parking round
the school and also highlighted the importance of exercise for pupils stating that children
being driven to school were sometimes lethargic in the morning. Following participation in
the project two very famous ice hockey players (pictured below right) from the Swedish
national team visited every class in the school. Every class received a diploma, and the
players gave advice about the importance of daily exercise.

The good going Match Day Travel initiative is centred on reducing the traffic congestion
and vehicle emissions in sports areas. By:
- Enlisting well-known sports clubs and personnel around London to act as a voice and
show their support for sustainable transport / good going
- Securing coverage in each club's match day programme, thus successfully reaching our
target audience
- Using publicity shots to promote the partnership between good going and individual clubs
in the appropriate local and regional media.
Since the campaign started in August 2004, a number of clubs from premiership Rugby and
Football Clubs to Division Two Football clubs have been ‘signed up’. These include:
London Irish , NEC Harlequins (pictured above), Tottenham Hotspur, Leyton Orient and
more recently West Ham United and London Broncos.
The Urban Troll campaign in Austria reinforced the message about road safety through
rebranding and updating the images it used to get the message across to children. The
‘official’ mascot, used in Austrian traffic education for more than 25 years, was called
‘Helmi’. His message was: ‘Protect yourself, watch out, be careful, don’t ride without
wearing a helmet…’ Campaigns using Helmi have generally put the spotlight on the car,
and allowed other modes only a passive role. This rather old role model did not suit the new
campaign, so there was a need for a new mascot - Urban Troll. This mascot encourages
children to walk and cycle and spreads the message: ‘You can change the system – these are
your rights in traffic!’ Rather than setting out traffic rules and regulations the message the
Urban Troll is delivering wants children to become aware that they can bring about a
change.

change in the existing system.
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In a fun take on the iconic Reservoir Dogs film poster, the bus drivers of the Norwich Park &
Ride services are being used as the message givers in a campaign called ‘Let’s go to work’.
The picture 9 also features Tina Rust
from
Norfolk
County
Council’s
Passenger Transport Unit. The drivers
and Tina will appear on advertisements
on the back of park and ride buses and at
the sites to encourage commuters to try
the service. Each of the drivers works on
the same park and ride route most of the
time, so passengers will get to know
them. Along with the awareness
campaign the council has a whole host
of events and activities lined up to
relaunch Norwich Park & Ride, to
encourage more passengers in Norfolk
on to the service.
Buses serving the park and ride sites in
Norwich are currently undergoing a
major facelift which includes colourcoding the services to make them easier
for people to use. The colour coding will
be reflected in all on site fixtures and
fittings, publicity material and city
centre bus stops to make them instantly
recognisable. All buses will also be
colour coded and in the promotional
material the featured bus drivers are
sporting coloured ties relating to their coloured buses.
Campaign Message (continued)
Kotler and Armstrong (2001) also set out three broad types of message content, which could
equally apply to travel related campaigns:
•
•
•

Rational appeals (performance, safety etc.)
Emotional appeals (humour, love, shock, guilt, etc.)
Moral appeals (sense of community etc.)

In terms of message structure, research suggests you could use message s which ask questions
and let the receiver come to their own conclusions, rather than draw conclusions for them. In
addition, presenting a two-sided argument may make the message more credible. An example
might be to acknowledge that public transport may not be ideal for certain rural journeys, but
is ideal for travelling to and within a city centre.
From a psychological perspective all of the above mechanisms for message formulation are
valid. Caution must be observed if shock or guilt mechanisms are to be used. People like to
live on the preferred poles of their construct system. If shock, guilt and non-preferred images
9

Picture supplied by kind permission of Mike Harrington
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or states of being are used people ‘protect’ themselves. In extreme cases the message will not
even be perceived, there will be no campaign recall and no impact. On other occasions the
message is perceived but people rationalise by distancing themselves from the audie nce.
A good example of this occurred in the EC ELGAR project based on the Bath – Bristol A4
corridor. A state of the art park and ride facility (and associated bus lane) was built so that
motorists could leave their car at the edge of the city and take the bus to the city centre. The
campaign inducements comprised roadside VMS reporting on poor air quality in Bristol and
inviting motorists to use the Park & Ride facility. Information leaflets were also produced.
The campaign was therefore explicit – rational with an appeal to the moral sense of duty.
However, no personal advantages were spelt out. Individual motorists were able to distance
themselves from being the cause of pollution. There was little impact on peak time traffic
flow. A campaign spelling out the personal advantages of using P&R for individuals (such as
quicker journey times, lack of hassle parking, or validating car use into the city centre on days
when air quality is poor etc.) may have been more successful, but these advantages need
careful qualitative and quantitative research.
Even after detailed research it is always a good idea to test the campaign concept with the
target audience. A series of story boards giving an outline of the visuals to be used together
with variants on the Customer Value Proposition should be presented. This approach can save
significant amounts of money and prevent advertising agencies from dominating your
campaign with pet ideas that may not gel with your target audience or objectives.
A proforma – checklist fo r briefing an agency may be found at Annex B.
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Hertfordshire Walk to School campaign used a number of messages aimed at different
users of the school.

The Big Wheel campaign in Nottingham has promoted its health message through posters
on and in buses, taxis, and on billboards all around the city which focus on different parts of
the body – lungs, brain, heart, hands and feet – urging people to ‘think about transport’,
‘breathe better’ and ‘improve their circulation’. The message is that getting out of your car
and trying a different type of transport is better for everybody. ‘Everyone needs half an
hours exercise a day to stay healthy – and changing the way you travel can be the easiest
way to achieve that .’ The following three posters were positioned inside buses.
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The Local Exercise Action Pilot programme (run as part of a joint scheme funded by
the Department for Health, Sport England and The Countryside Agency) conducted by
Wandsworth NHS Primary Care Trust aims to promote moderate physical activity using
several new and established initiatives. The project is targeting inactive residents living in
those wards around the Rivers Wandle and Thames. As part of the many initatives the
project will promote walking and cycling initiatives in the borough including:
- Walking packs describing walks around the Rivers Wandle and Thames
- Highlighting active travel through the Wandsworth LEAP Active Living Map
- Links with the organised walks that form part of the Walking the Way to Health
Initiative
- Promoting the Wandle Trail including a cycle ride
- A timetable of Summer Cycle Rides linked with Wandswo rth Cycling Campaign
- Supporting a local bicycle reconditioning project run by the Wandsworth Young
Offenders Team
- Personalised Cycle Training
- Secure cycle parking facilities and other cycle friendly provisions as part of Wandsworth
Borough Council staff and school travel plans

5.4.3 Campaign Types and Message Formulation
Key issues here are:
• Placement (where will you deliver the message)
• Timing – e.g. there is no point in running a walk and cycle to school campaign just
before the summer holiday
• Media – Appropriate choice of magazine, newspaper, radio station, TV – or milk
cartons etc.
• Campaign duration (see Box 1 below)
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Box 1 - Timing your campaign
Campaigns can be placed in market place continuously as shown in Figure 1. The
advantage being they will gain maximum exposure, the disadvantage being they are likely
to cost more and the effect over time is likely to wear out.
Figure 1 Continuous campaign

Desired change
Campaign effort &
cost

Effect
Effects of over-exposure
Worn out messages &
campaign

Time

OR timing can be pulsed as shown in Figure 2. Here the advantages include lower
campaign costs, less chance of the message being worn out and overall a greater impact
on behaviour. The only disadvantage being that the visibility of the campaign may
maintain a low profile.

Figure 2 Pulsed campaign
Desired change

Campaign effort & cost
Effect

Time
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Choice of media and timing should of course be a specific research action with the target
audience.
In the Dublin Bus Anti-Vandalism campaign the effect of the implementation strategy in the
market place can be seen in the following graph showing cost of vandalism before the
campaign and at two key points during the campaign.

Campaign & Media Timing - Example Dublin Bus AntiVandalism Campaign (2 pulses)
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The Dales Bus Discount Scheme operated by the Yorkshire Dales National Park Authority
enjoyed a relatively low-key launch in summer 2004. Since then, over the autumn and winter,
the Project Officer has been contacting and encouraging more businesses to sign up to the
discount scheme. This slow but steady growth in the project has allowed any potential
teething problems to be resolved and enabled the project officer to widen the list of businesses
offering
local
public
transport users discounts on
many services. Summer
2005 is anticipated to be the
real test of the project and
the project officer has
stepped up promotion of the
scheme
through
radio
interviews and advertising
and the recent production of
a booklet available to all
residents and visitors in the
region detailing where they
can find discounted services
or accommodation.
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SECTION 6 Monitoring and Assessment
6.1 Why monitor and assess your campaign?
Monitoring the implementation process and assessing the impacts of your campaign involves
careful planning, effort and resources. Often, when budgets for campaigns are limited, there
is the temptation to carry out very limited monitoring and assessment, to ensure that the
campaign itself is allocated the most resources. However, this may prove to be a false
economy!
Monitoring inputs and outputs can help you to:
•
•

Reallocate resources if the implementation of the campaign runs into problems or
needs to be changed
Assess the efficiency of your campaign after it has been completed.

Assessing the impacts of your campaign in addition to the monitoring process enables you to:
•
•
•
•

See whether your campaign objectives have been met and if it delivered the changes in
attitudes and or behaviour that you were seeking
Determine which elements of your campaign were the most effective and efficient
Identify those parts which could be improved for future campaigns
Demonstrate to your funding partners that your campaign (or the approach you have
taken) was a good investment.

6.2 Monitoring Inputs and Outputs
The process of monitoring inputs (the resources put in to a campaign) and outputs (what is
produced or comes out of a campaign) is likely to be very similar to any other project you run.
The information you need to gather is therefore likely to be already available within your
organisation. What may differ is the way in which you record this information to help you
assess the efficiency of the campaign after it has finished.
6.2.1 Monitoring Inputs
The table in Annex C sets out the input recording table developed as part of TAPESTRY and
used by the TAPESTRY case studies. The table can be used to record costs for each type of
output or campaign material that is produced as part of your campaign. Costs are separated
into three concepts: design, production and distribution.
•

Design costs refer to the selection of the communication material and its development
– for example the process of deciding to print a leaflet, the detailed graphic design and
copywriting process and the preparation of a mock-up. They also include any costs
relating to the pre-testing of the material, (e.g. through a focus group – see
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Section 5.2). They are likely to include a higher proportion of personnel or staff costs
than direct costs.
•

Production costs are likely to involve more direct costs. In our example, production
costs would be the cost of printing as many leaflets as necessary to distribute the target
group.

•

Distribution costs are all those allocated to ensuring he delivery of the communication
material to the target group. In the case of the leaflet, these could be the costs of
hiring a firm to deliver your leaflet to the homes of your target group.

For each of the three categories, personnel costs should also be included, even though it is
sometimes difficult to calculate them. Wherever possible, estimates should be made if the
precise costs are not known. This is also the case if your campaign uses volunteers: the
estimated value of their work should be included, so that it is taken into account when
planning the budgets of future campaigns, unless you can guarantee a similar level of
volunteer help again.

Checklist on monitoring inputs:
Keep careful records of staff time spent on the design and implementation of the campaign,
including those from other organisations involved and any volunteer time.
Make regular updates to records of the costs of the design process in the campaign planning
phase, including any market research carried out to inform the campaign design process.
Record all production costs – remember to include costs of any reprints or reruns.
Note distribution costs and/ or any associated personnel costs related to the organising of the
delivery process.
6.2.2 Monitoring Outputs
A table was developed to help monitor outputs. This table (see Annex D for an example) is
best used in conjunction with the input table. It includes the same categories, covering media,
printed materials and events. In addition, it enables you to record:
•
•
•
•
•
•

Pre-testing – Was the output pre-tested with the target group?
Personalisation – Was the output directed to a particular person with their name on it?
Where was the output distributed?
Total exposures – What was the total number of people exposed to this output? E.g.
radio station audience, newspaper readership etc.
Target group exposures – What was the estimated number of people from the target
group exposed to the output? E.g. number of people from your target group who will
have read the newspaper, listened to the radio station.
Duration – How long was the output exposed? E.g. how long was the poster up, how
long was the radio ad and how many times was it broadcast?
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Checklist on Monitoring Outputs:
Maintain a regularly updated list of the outputs used for your campaign
Make sure you try to obtain data on total exposures (i.e. radio & TV stations, audience
ratings, newspaper/ magazine circulation or readership numbers)
Keep track of how long the campaign material is shown or broadcast
When calculating target group exposures, take account of any materials that were produced
but not delivered
6.3 Monitoring External Factors and Non Campaign Measures
The monitoring of external factors is as important as the monitoring of inputs and outputs
because they enable a better understanding of the results obtained from the analysis of attitude
or behaviour change data after the campaign. However, they are complicated to monitor as
you don’t have direct control over them!
Most of the external factors will by their very nature be impossible to predict in advance. It is
advisable to establish a system for monitoring them when they happen, so their impacts can
be taken into account in the final assessment. The Table 6.1 below is a suggested approach,
used by the majority of the TAPESTRY case studies. The column headings can be adapted to
reflect the duration of your campaign or programme of campaigns.

Campaign Time
scale

Table 6.1 External Factors Monitoring Table
Month 1 –3
Month 4-6
Month 7-9

Month 10-12

‘Acts of God’
Publicity (not
linked to campaign)
Political changes
Other campaigns
Major crime
incidents / terrorist
attacks
Any other factors:
Helping campaign
objectives
Hindering
Campaign
objectives

Campaigns are never implemented in isolation. As outlined in Section 2.1, they are usually
part of an overall strategic plan. It is therefore important to correctly identify and record any
other measures which may also have an impact on the attitudes and behaviour of the
campaign target group.
This process can be carried out in different ways: contacting other departments within your
organisation or other organisations working in the same area. Monitoring press coverage of
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issues related to your campaign is also crucial. Often measures still in the planning stage,
such as traffic calming or pedestrianisation schemes, may have an impact on the attitudes of
your target group.
6.4 Measuring Campaign Impacts
Measuring campaign impacts is the area of the assessment process which requires the most
planning and careful execution, but linked to the monitoring process set out above, can result
in the sort of information you need to prove your success or find the most appropriate ways to
improve things in the future. Campaigns can have two types of impacts: on individuals and
on the wider transport system or environment. These impacts are best monitored using
traditional methods (e.g. traffic counts, public transport patronage figures, accident data and
air quality monitoring).
This section sets out some broad guidelines for measuring the impacts on individuals, as
developed by TAPESTRY.
6.4.1 Key steps in the Assessment Process
For all campaigns, there are number of key steps in the assessment process:
1)
2)
3)
4)

Selecting part of the target group for the assessment process
Definition of a control group
Strategy for collecting baseline data before the campaign starts
Strategy for collecting data after the campaign or several times during and after the
campaign (tracking).

Each of these steps is set out in more detail below. Detailed checklists for different types of
campaign can be found in Annex E.
Step 1 Selection of part of the target group
In some cases, it may be possible to assess change in attitudes and behaviour for all the target
group(s) of the campaign. For example, for a school based campaign, it may be possible to
carry out counts and surveys of all the children, their parents and teachers. In most cases, you
will need to define a representative sample for the assessment process, which is likely to be a
selection of the campaign target group.
Step 2 Definition of a control group
A control group is made up of those with similar characteristics to the target group. The only
difference (ideally) between the two groups is that the control group will not be exposed to
the campaign. This means that the control group should be just as likely to be influenced by
non-campaign measures and external factors as the target group. The formation of the control
group should be considered at the same time as the target group.
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The Nantes Bus Promotion campaign in France involved sending a targeted mailing to 2450
households along a particular bus route corridor. 400 households were then selected to form
the target group sample. 150 households along the bus corridor, not sent the mailing, were
selected to form a control group. Both groups were surveyed before and after the campaign
using a telephone questionnaire. Changes in behaviour and attitudes were found in both the
target group and the control group. Therefore, the use of the control group was crucial to
understanding the true impacts of the campaign.
Step 3 Strategy for collecting baseline data before the campaign starts
Collecting ‘baseline’ quantitative data will help you form a picture of the situation before the
campaign, both in terms of individual levels of awareness, attitudes and behaviour, as well as
impacts at the social and system le vel (e.g. levels of congestion, air pollution, parking etc.)
Equally, when carrying out a more qualitative assessment, it is important to gain as broad a
picture as possible through the use of methods such as focus groups. The most important
factor to consider with the collection of baseline data is that it must be collected before any
aspect of the campaign has started! While this seems an obvious point, it is critical to build
this phase into the planning process and not leap straight into the campaign launch. This
includes, for example, any preparatory work that involved explaining the purpose of the
campaign to potential members of the target group.
Step 4 Strategy for collecting data after a campaign or several times during and after
the campaign (tracking)
The decision on whether to collect data only at a specified time after the campaign has been
implemented, or at several times during and after the campaign is largely dependent on the
size and duration of the campaign and on the budget. In most cases, collecting one set of
‘after’ data is the most feasible option. However, where possible, collecting data at several
points during and after the campaign – ‘tracking’ the progress of the campaign – has a number
of advantages. For example, it can enable you to pinpoint more accurately the aspects of the
campaign that are working best (or not working at all) and see whether the impacts of the
campaign are sustained some time after it has finished.
Whichever method you choose, you should ensure that the data are collected in the same way
as for the baseline study.
Independent or Matched Samples?
There are two different ways to draw samples when carrying out your ‘before’ and ‘after’
studies:
Independent samples: put your questions to two different groups of people selected from your
target group at different points in time, with the choice of respondents in the first sample not
affecting the second. Useful if you want to repeat a survey within a close time interval;
Matched samples: ask the same people the same questions each time
Each has advantages and disadvantages. Matched samples mean that you measure any
changes in attitudes and behaviour for specific individuals, which is statistically more
powerful. You therefore need a smaller net sample to observe changes that with an
independent sample. However, independent samples are easier to administer and do not
require you to ‘bother’ the same group of people twice!

59

Making Campaigning for Smarter Choices Work

6.4.2 Designing a Questionnaire
In almost all cases, measuring the impact of your campaign on individuals will require some
sort of questionnaire. TAPESTRY developed a series of questions relating to each of the
stages of the ‘Seven Stages of Change’ model (see Section 1.1). Using these types of
questions can help you track changes in not just behaviour, but also awareness and attitudes.
Table 6.2 sets out some example questions, recommended response scales and ideas of what
sort of questions could be asked in a focus group context for each of the stages. Depending
on what informatio n is already known about your target group and the focus of your
campaign, it may be appropriate to select only those questions relating to the later ‘stages’.
However, changes in attitudes and behaviour should be monitored, even if your objectives are
to simply raise awareness of the issues relating to car use; it could be that your campaign will
have a more profound impact on some members of the target group.
Annex F shows an example of a questionnaire used by Hertfordshire County Council
designed for parents of school children.
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Table 6.2 TAPESTRY Seven Stages of Change Question Types
Stage

Response Scale

Notes

‘Congestion / air pollution / poor health, noise is a
serious problem in our area’
Or
‘There are alternatives to the car for the journey to
x’
‘My car use is contributing to the congestion /
pollution problem in our area’

Agreement scale:
Strongly agree // agree //
neither agree or disagree //
disagree // strongly disagree

For focus group use: Asking people
to explore how serious they find
traffic related problems

Agreement scale:
Strongly agree // agree //
neither agree or disagree //
disagree // strongly disagree

3 – Perception of Options
i, Performance of car and of alternative mode
target by campaign (bus, walking, cycling etc.)

List of attributes: e.g. Speed, reliability, good value
for money, comfort, convenience (door to door),
safety, personal security, good image, enjoyable,
helps the environment

Agreement scale:
Strongly agree // agree //
neither agree or disagree //
disagree // strongly disagree

For focus group use:
Do you feel you should cut down on
your own car use to help solve the
problems of congestion/ pollution
etc.?
For focus groups: Start a discussion
about which attributes people
associate with the car, and which
with your target mode.

ii, Impact of perceptions of valued others (e.g.
friends, family, colleagues)

‘Do you think most people would cycle more if their
friends did?’

Definitely // probably // not
sure // probably not //
definitely not

‘Projecting’ the question to people
in general, rather than focusing on
the respondents themselves should
help to get a more honest answer.

4 – Evaluation of the options (Importance of
attributes)

List of attributes: e.g. Speed, reliability, good value
for money, comfort, convenience (door to door),
safety, personal security, good image, enjoyable,
helps the environment

Importance scale:
Very important // important
// fairly important // not at
all important

For focus groups: Ask about which
attributes are most important to
people when making a particular
journey

1 – Awareness of problem or opportunity

2 – Accepting responsibility

Question Type / E.g.

OR stated preference survey

5 – Making a choice (Intention)

Must be linked to particular journey
type (e.g. shopping in city centre,
trip to school, journey to work)

‘I intend to use the bus next time I go to the city
centre to shop’
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Agreement scale:
Strongly agree // agree //
neither agree or disagree //

Must be linked to particular journey
type (e.g. shopping in city centre,
trip to school, journey to work)
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6/ 7– Experimental / Habitual Behaviour
i, Changes in behaviour

Variety of methods can be used from travel diaries
(weekly, daily, several days) to frequency tables to
surveys on mode or at destination

ii. Reasons for any changes in behaviour

List possible reasons. Categories include: personal
circumstances (change in home or work location,
retirement)
Transport system changes (changes in bus
timetables, new vehicles, new cycle path etc.)
Perceived changes to transport system, which could
be the result of the campaign (e.g. decided walking
is quicker)
Other external, factors: (fuel price changes, severe
weather etc.)
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disagree // strongly disagree
N/A

List and ask respondent to
tick as many as apply

Remember to look at all modes and
again, must be linked to particular
journey type (e.g. shopping in city
centre, trip to school, journey to
work)
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6.4.3 Linking Changes in Attitudes and Behaviour with Campaign Recall
How can you tell if any changes in attitudes or behaviour are really due to your campaign? In
practice, this is very difficult to do with any certainty. However, by looking at the extent to
which people remember seeing or hearing about elements of the campaign, it is possible to
gauge ‘campaign recall’ and therefore the impact of the campaign in terms of conscious
responses. (Subliminal responses are more difficult to measure).
Campaign recall can be tested in two ways:
1. Prompted recall: by asking the respondents whether they ha ve seen / heard a
particular aspect of the campaign, e.g. showing them an image used on campaign
material or by describing what the campaign aimed to do, for example: ‘There has
been a campaign promoting bus use in the last 3 months. Have you seen / heard
anything about it?’
2. Unprompted recall: by asking a more general question about whether the respondent
has seen / heard about any campaigns relating to the broad area of your campaign, e.g.
‘Have you heard / seen a transport related campaign recently?’ It is more common to
leave a space for respondents to write in their own response.
For both approaches, there should be questions relating to the specific message of the
campaign, what reaction the respondent had to the message and where they saw or heard it. If
your questionnaire is interviewer administered, then it could be useful to have questions of
both types.
If you are carrying out a more rigorous assessment and therefore are trying wherever possible
to make plausible links between your campaign and any changes in attitudes and behaviour, it
is crucial that you ask more general questions on campaign recall in your ‘before’ survey.
This means you can measure the extent to which people say they have seen or heard of the
campaign before it has even started and then be able to take this into account when you
compare the results of your campaign with levels of campaign recall after the campaign.
Looking at changes in both your target and control groups can also be very helpful.
6.5 Analysing Your Data
Data analysis requires specific skills. This is one important area where you may need to work
with an expert within your organisation or with the market research agency that you have
commissioned to carry out the questionnaires. Whichever route you choose, the following
checklist should help you ensure that your data are correctly analysed.
Before you start:
•
•
•

Choose somebody with experience of data analysis and who can demonstrate this
experience (Good knowledge of SPSS or similar statistic software is he lpful)
Make sure they understand about the circumstances of the campaign, what you were
trying to achieve and the purpose of each of the questions
Ensure that they have access to the original copies of the questionnaires (to check
responses where necessary)

Data Entry, Verification and Cleaning:
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•
•
•

Try to ensure that whoever carries out the data entry process can liaise closely with the
person carrying out the analysis
Where possible, request verification i.e. a check that the data has been correctly
entered. Usually this means re-entering a small sample of your questionnaires (5%) to
assess the accuracy of the data entry
Ensure that the data set has been cleaned before analysis, i.e. checks are made that
there are no responses that are logically incompatible or not within the possible range
given (e.g. number of days travelled does not exceed 7 a week!)

Using statistical tests:
•

Make sure that the results of your ‘before’ and ‘after’ questionnaires are compared
using the appropriate statistical tests to see whether any changes are statistically
significant i.e. whether having analysed the data in detail, the changes are big enough
to be able to say that they have not occurred just by chance. Table 6.3 below sets out
appropriate tests for the questions types suggested in Section 6.4.2. All can be carried
out using SPSS.
Table 6.3 Appropriate statistical tests for different types of sample and data

Type of change measured measuring a
by
change in proportions
type of sample
e.g. proportion of people
aware of a campaign
independent samples
chi-squared or
(e.g. on-street before and paired proportion test
after questionnaire)
matched samples
McNemar test
•

measuring a
change on a scale

(1)

e.g. agreement with a
policy, on a scale of 1-5
Mann-Whitney U test

Wilcoxon Signed Ranks

Where relevant, ask for sub-groups of your target group to be analysed separately (e.g.
particular age group, gender)

The campaign managers of the Gävle Hageström school campaign were very disappointed
with the initial results of their analysis of the whole target group sample (parents of children
at the school). Despite anecdotal evidence that more parents were cycling with their children
to school, there were no statistically significant changes found for the whole target group. It
was only when they looked at changes in two sub- groups (men and women), that they found
there had been a significant change in the number of men cycling to school with their
children.
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SECTION 7 Interpreting and Presenting your Results

7.1 How to Present your Results
The way in which you present your results to different audiences can determine:
•
•
•
•
7.1.1

The views of policy makers about your campaign and the value of campaigns in
general
How your campaign is perceived by other professionals
Whether your campaign is widely publicised by the press
The public’s perception of the campaign and acceptance of the approach used.
Presenting your results to policy makers

Policy makers are naturally most interested in three main factors:
•
•
•

Did the campaign meet its objectives?
Was it efficient? (How much did it cost to meet the campaign objectives?)
How far did the campaign help meet the strategic policy objectives?

If your campaign has not been as successful as you predicted in meeting its objectives, the
following questions may need to be addressed:
•
•
•

What went wrong?
What lessons can be learnt for next time?
How should we present this ‘failure’ to the public? What are the positive aspects to
highlight?

In general, policy makers do not require a lengthy report (or presentation) containing every
single result from your campaign. Instead, try to set out the answers to the key questions
above clearly and concisely, using figures that are easy to understand and in non-technical
language.
7.1.2

Presenting your Results to Other Professionals

Other professionals are usually keen to learn from other people’s experiences. They will not
be interested only in the results of your campaign, but also in how you achieved those results.
Your presentation (or report) should therefore include details of:
•
•
•
•
•
•

The situation or problem you were trying to address
The type of campaign you chose and why
Campaign design (message, message giver’s tone, media etc.)
Campaign management aspects, such as partnerships and funding
The assessment methodology you used
The most important results, including details of how they were analysed
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7.1.3

Presenting your Results to the Press

When you present your result to the press, you should follow the same guidelines set out in
Sectio n 3 for media relations in general, i.e.
•
•
•
•

Think in terms of pictures or photos, not words
Focus on what you have done for your target group and not your own organisation
Be honest – tell the media about your not so successful projects (if they ask) as well.
Try to give your project an identity (‘a face’).

Now that your campaign is over, it is also worth highlighting the key results for the campaign
overall. However, wherever possible, try to find somebody who has been affected by the
campaign to tell ‘their story’ to provide ‘human interest’. For example, for a school-based
campaign, arrange an interview with a teacher who has been involved or some parents and
children who have changed the way they travel to school.
7.1.4

Presenting your Results to the Public

The key factor in presenting your results to the public is to ensure that you make them
relevant to your audience. Remember the core value proposition and relate your reporting of
the campaign to those values. For those who have been involved in the campaign, it will be
important to demonstrate how their contribution has led to its success. If the campaign has
been less successful, you should try to highlight the positive elements and show how you will
learn from the negative aspects.
As for policy makers, it is important to present the most important results in a clear and nontechnical way. Again, depending on your audience, you may need to spend more time
designing more interesting ways to depict the data than traditional graphs and charts.
Finally, consider your delivery: it may, for example, be best to hold an exhibition in the
location of your campaign (e.g. school) or produce special ‘result’ leaflets to be delivered to
each of the households in the area concerned, or simply to ensure that an article is included in
your organisation’s newsletter and website.
7.1.5

Presenting your Results to the Public

The key factor in presenting your results to the public is to ensure that you make them
relevant to your audience. Remember the core value proposition and relate your reporting of
the campaign to those values. For those who have been involved in the campaign, it will be
important to demonstrate how their contribution has led to its success. If the campaign has
been less successful, you should try to highlight the positive elements and show how you will
learn from the negative aspects.
As for policy makers, it is important to present the most important results in a clear and nontechnical way. Again, depending on your audience, you may need to spend more time
designing more interesting ways to depict the data than traditional graphs and charts.
Finally, consider your delivery: it may, for example, be best to hold an exhibition in the
location of your campaign (e.g. school) or produce special ‘result’ leaflets to be delivered to
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each of the households in the area concerned, or simply to ensure that an article is included in
your organisation’s newsletter and website.

The Big Wheel campaign communicates changes in local transport trends and
improvements made by the council through posters placed at bus stops and on
bus sides. As part of its Local Transport Plan consultation campaign a leaflet
was distributed to 270,000 households. The leaflet describes the recent
achievements in transport issues across Greater Nottingham and asked the
public for feedback about how it is performing. So far 2250 surveys have been
returned. In the past incentives to provide feedback have included a Kangaroo
ticket, a scratch card ticket allowing a day’s free travel on buses, trains and
trams was offered as a prize.
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The aim of an Austrian campaign run in 2002 was to raise awareness in schools about the
need to change travel behaviour. The scheme was linked to a national awareness campaign to
promote the safety of non-car users, and was implemented within three schools and one
kindergarten in the cities of Graz, Linz and Vienna.
By engaging young people in contemporary transport issues and identifying the problems and
dangers associated with traffic, it was hoped to influence future travel behaviour and reach
many long-term transport safety and sustainability goals. The following diagram shows how
the project partners chose to present their results.
Car 21%

PT
16%

By Foot
63%

Bicycle
0%

To get to school it takes us…….

5–10 Mins 34%

More than 10 Mins 22%
0-5 Mins 44%
A 10 minute car journey
could also be made by
foot, couldn’t it?

Only a quarter of all car drivers
thought that was the ideal way to
travel. More than a half thought
that walking would be best.

7.2 Learning the Lessons for Next Time
At the end of your assessment process you are in an ideal position to reflect on those areas
that have been successful and perhaps those areas that could be improved next time.
Common areas that may not go completely to plan the first time include:
•
•
•
•
•

Not defining the objectives of the assessment process clearly from the start
Allocating insufficient resources to the assessment process
Allowing insufficient time to set up the data collection process (e.g. questionnaire
design, sampling, traffic counts etc.)
Not having skilled personnel to carry out the data collection process (interviewers,
focus group facilitators etc.)
Questions which did not give the responses you expected because their meaning was
unclear (due to lack of piloting)
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•

Allowing insufficient time and resources for data cleaning and analysis

Just as it is worth carrying out a review of the campaign management process, it is useful to
bring all those concerned with the assessment process together to discuss how things could be
improved. If an externa l market research agency was used, it may not be possible to involve
them in this process. However, good market research agencies should always be willing to
attend such as review session. If this is not the case, your organisation could still review the
quality of their work and consider the elements to be included in a more detailed briefing to
help choose an agency next time.
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GLOSSARY
DG
Directorates-General
CPC
Circumspection, Pre-emption, Control
PCT
Primary Care Trust
PR
Public Relations
PTE
Passenger Transport Executive
RTP
Rural Transport Partnership
PCP
Personal Construct Psychology
SRS
Safe Routes to School
TAPESTRY
Travel Awareness Publicity and Education Supporting a Sustainable Transport Strategy
TARGET
Travel Awareness Regional Groups for Environmental Transport
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