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The néed to change the mode share for travel in the Perth Metropolitan Region is clearly
enunciated as a set of targets in the region's Metropolitan Transport Strategy. The
aditional mobility management approach to achieve mode change has been through the
yvision of transport services and infrastructure, including pricing, and the longer term
and use policies. The application of a behavicural approach, especially in a city with very
“high car use like Perth, has not, until recently, been in the transport plannei's tool box
ere is also criticism that if behaviour change is achieved, people quickly revert to their

vious behaviour

This paper ontlines the sustained behaviour change achieved from a behavioural approach,

‘applied with a random sample of persons in the City of South Perth The technique

“employed has been developed by Wemer Brog over many years and its application in South

Perth was a further step in the refinement process by combining cycling with public
anspoxt and introducing walking.

_he'evaluatlon survey undertaken after the marketing intervention showed a 10% reduction
n'car as driver trips and an increase in walking, cycling and public transport trips  The
intérvention also achieved a 14% reduction in vehicie (car) kilometres travelled. A 12

10nth evaluation survey showed that these changes were sustained with a further increase

n walking trips and corresponding decline in car as driver trips; a 17% reduction in vehicle

-kilometres travelled.

“Bruce James

Department of Transport WA
PO Box 7272 Cloisters Square
Perth WA 6850

Phone: +61 8 9320 9503 Fax: +61 8 9320 9497
.é~mail: bjames @transport wa gov au




Brig, Erl, Funke and James

Introduction

The need to change the mode share for tavel in the Perth Metropolitan Region is clearly
enunciated as a set of targets in the region's Metropolitan Transport Strategy. The traditional
mobility management approach to achieve mode change has been through the provision of
transport services and infrastructure, including pricing, and the longer term land use policies
The application of a behavioural approach, especially in a city with very high car use like
Perth, has not, until recently, been in the transport planner’s tool box There is also criticism
that if behaviour change is achieved, people quickly revert to their previous behaviour.

This paper outlines the sustained behaviour change achieved from a behavioural approach,
applied with a random sample of persons in the City of South Perth The technique employed
has been developed by Werner Bréig over many years and its application in South Perth was a
further step in the refinement process by combining cycling with public transport and
mtroducing walking  This is the first known project in the world to use Individualised
Marketing (IndiMark) to reduce car use by promoting different environment-friendly modes
in one time: public transport, walking and cycling,

Greater detail about how the approach was applied is contained in the paper titted "Changing
Travel Behaviour through Individualised Marketing: Application and Lessons from South
Perth" presented at the 22nd ATRF Conference (James, 1998). This paper is a further
progression down the implementation learning path (James and Tohn, 1997).

Transport Policy Setting

The Metropolitan Transport Strategy (MTS) provides the overall policy setting for the need to
achieve a better balance in the use of the motor car The reasons for this better balance are
common for most developed cities throughout the world. The MTS provides a vision for a
liveable city, of which transport is a conttibutor, and is supported by a set of principles and
targets (Department of Transport er af, 1995),

The principles are:

Safety,
Efficiency, &
Effectiveness, 7

Environmental Responsibility,
Social Responsibitity, and
Robustness (able to respond to and take advantage of unpredictable changes).
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The relevant M TS targets to access the success of behavioural actions are:
_ |.The car occupancy target is to increase car occupancy from 1.21 in 1991 to 1.25 by the year
2029 (the irend is (o an occupancy iate of 1.13 by 2029),

2 The tiip length target for personal t1ips is to reduce the average trip length fiom 8.4 km in
1991 to 7 2 km in 2029 (the trend is to 10.7 km in 2029)

3 The mode share targets are shown in Figure 1, which clearly illustrates the aim of
redistributing car driver only trips across the preferred modes

5

2029 Current Trend
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Travel Mode

Figure 1: Metropolitan Transport Strategy Mode Share Targets

The primary target for the behavioural approach is the mode share target. The challenge
confronting the transport planners is to stop the trend and then change its direction.

Defining Mode Choice

" The mode choice reflects the usage of means of transport as a “main mode” on a trip. Main
mode is determined in the following hierarchy; public transport — car as driver — car as
passenger — bicycle — walk Modes are the environment-friendly modes (EFK1) walking,
bicycling and public transport as well as motorised private modes (MPM), divided into
motorbikes, car as driver and caz as passenger.
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Existing Behaviour Trends

An analysis of the existing travel behaviour in South Perth in 1986 (Perth travel survey) and
1997 shows:

* anumber of changing trends in travel behaviour that shows the need for change;
¢ yet it also shows how little some of the fundamentals have changed.
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Figure 2:  Previous Change in Mode Choice in South Perth (trips per person per
year)

In 1986 the South Peith residents covered 15% of all trips by walking, 3% of all trips by
bicycle and 7% with public transport  Therefore 25% of all trips were done with
environment-friendly modes. So three quarters of all trips are with motorised private modes
— 35% with the car as driver and 20% as passenger. ¢

In eleven years from 1986 to 1997 the share of environment-friendly modes decreased by
3%-points altogether — walking decreased from 15% to 12% of all trips, cycling decreased
from 3% to 2% and public tansport from 7% to 6%. These “losses” can be found in the
car as driver share that has increased by 5%-points (from 55% to 60%) Car as passenger
remained constant (20%) Therefore 80% of all trips in 1997 were covered by motorised
private modes
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"' The change in mode share has occurred within other mobility indicators that have remained
-, nearly constant.

Mobility

1986 1997

Activities

Duration
(min)

Trips

Distance S
e for )

. Figure 3: Mobility in South Perth in 1986 and 19%7 (per person/day).

The number of activities (2.0 per person / day) and trips per person per day (3 4) remained the
same, the travel time decreased by three minutes to slightly less than one hour and the distance
covered decreased by three kilometres to 27 kilometres per person per day.

" The changes in travel behaviour over this time coincides with the community health
- observation that "over the Iast few decades the amount of physical activity in our day-to-day
lives has decreased significantly” (Department of Health and Family Services (1998), p 5)

. An innovative Marketing Strategy was conducted to change these trends and to be able to
- fulfil the targets of the Metropolitan Transport Strategy: Individualised Marketing. This

technique has already been successfully proven in many German and other Europeant

applications for the promotion of public transport use. ¢

3 i ERTEIR The theoretical construct of Individualised Marketing (IndiMark) is that we all perceive the
noi o o world around us in a subjective fashion. In this subjective world, people follow their
> (individnal) behavioural decisions. In order to influence those behavioural decisions (with
respect to modal choice) there are thus both “measures in the system” (hard policies) and
*measures in the mind” (soft policies).
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Transport planning is often dominated by hard policies, whereas the impact of “soft policies”
is underestimated  But research shows that “soft policies” can activate large potentials by
cortecting the (incomplete and too negative) subjective perception.

Measures to activate this potential certainly have to be very professionally adapted to the
specific needs of public transport as well as to its potential customers, whete priority has to be
given to better information. If the concept of customer orientation is taken at all seriously,
information has to be “delivered” to the customer instead of expecting them to “collect” it
from the provider.

One may suggest that all necessary information about environment-friendly modes is available
somewhere or even already in everybody’s possession. But all empirical surveys show a
great lack of information that cannot be solved by improved system designs alone. There is
still a requirement for the (potential) customer to inquire for information {eg.
customer/mobility centres). Other approaches bring greater success; such as the individual
motivation through direct contact (so called “Individualised Marketing™).

The ability of “soft policy” (Individualised Marketing) to achieve such positive results by
activating “sleeping” potentials was demonstrated in the IndiMark-project in South Perth.
After the IndiMark campaign car use (as driver) went down by 10% At the same time
walking increased by 16%, cycling by 91% and public transport by 21%.

To prove whether these results are sustainable or not an evaluation was also carried out one
year later

Data Base

A before (September 1997) and after (November 1997) triavel survey was undertaken to test
the effectiveness of the marketing intervention. A twelve month evaluation survey was
conducted in September 1998 to ascertain if the behaviour change achieved by the marketing
intervention was sustained

The two after surveys contained two separate groups, the target group (which received
IndiMark) and the control group (without IndiMark) This was undertaken to identify any
changes that may have occurred due to effects outside of the marketing intervention. The
sample size for both surveys was 496 persons (half of the participants in the trial) for the
target group (with IndiMark) and 447 persons for the control group. In both surveys, those
who showed interest in changing their travel behaviour as well as those who showed no
interest (the “N” Group) were included in the target group. The high response rate in both
surveys reduced the bias that may have been caused by only the interested participants
completing the travel surveys
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The only maintenance marketing function performed was the circulation of a newsletter o
patticipants outlining the results of the marketing intervention.

Results

- The presentation of the results of the twelve month evaluation of the IndiMark-campaign in
South Perth is divided into the different indicators mode choice, mobility, activities, spatiat
distribution, car use and travel time

Mode Choice

The mode share, expressed as trips per person per year (se¢ Figure 4) shows the extent of the
behaviour change achieved by the marketing intervention

Mode Choice

) After
Main mode Nov 97 Sept %

Public transport

Car as passenger

Car as driver

it O !
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Bicycle

Walk

Figure 4: Mode Choice Changes (trips per person per yeat).

-+ The second evaluation shows that the behaviour change achieved by the intervention was

+ sustained for twelve months. In fact there was a further increase in walking from 139 trips in
Sept. 97 to 161 trips in Nov. 97 and 173 uips in Sept. 98. Cycling gained one more trip per
person per year that equals an increase of 96% compared to the initial situation one year
before. Public transport experienced a reduction of three trips per person per year in the
twelve month evaluation although it is stifl 17% higher than the original 70 trip level one year
before. In contrast a further reduction in car as driver trips {(down from 60% of all trips in
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Sept 97 to 53% in Sept. 98 or minus 77 car trips per person per year within one year) could
be measured,

The sustained behaviour change throngh Individualised Matketing with even further effects
one year later is important for Justifying funding for large-scale marketing interventions,
especially in terms of "non-built" (eg demand management) solutions for strategic asset
management

Mobility

These changes in mode choice had hardiy any effects on the daily mobility:

Mobility
1986 November September
1997 1998
Activities
Duration
(rmin)

Irips

Distance
(km)

Figure 5: Mobility Indicators

The various mobility indicators measured at the three points in time showed that they
essentially remained constant (see Figure 5) Variations occur in travel time and overall tavel
distance The increase in travel time is due to greater use of aiternative modes (see also Figure
5) The reduction of travel distance is coupled with the greater use of the alternative modes
and a greater propensity to access local activities, such as shops

556
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- Activities

Activities
September November September
- 1997
Escort

Leisure

Personal business
Education

Shop
Work related business

Work

.' Figure 6: Activities (%).

The aim of the marketing intervention is to achieve changes in travel modes but not through
restraining mobility. The surveys showed that Individualised Marketing made minimal
change to the activities people travelled to. The one activity of interest has been the decline in
escort, which is likely to be school trips. Leisure has — with around one third of all trips — still
the greatest share of all activities, followed by shopping and work with about one fifth each.
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Spatial Distribution
Spatial Distribution
September November September
1997 1997 1998

Trips entirely
within City of
South Perth

Irips to/firom
Perth City

Trips to/from
fwithin other
areas in the
Perth Metro
Region

Figure 7: Spatial Distribution of Trips (% of trips)

In September 1997 41% of all trips were starting and ending in South Perth, 7% of the trips
were to or from Perth City and more than half of all trips (52%) were to/from/within (other)
parts of the metropolitan area. Almost no trips were made to destinations outside of the
metropolitan area.

The achievement of mode shift to the more environment-friendly modes led to a reduction in
trips lengths and people accessing local activities more than activities outside the City of South
Perth. The changes achieved by November 1997 remained the same in September 1998
Therefore Individualised Marketing helps to meet the second MTS target of reducing trip
lengths,
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Car Use

The Individualised Marketing intervention achieved reductions in private car use. Company
cars (ten per cent of the vehicle fleet) are excluded as the use of these cars does not change.

Private Car Use (car per day)

September November September

3.3

Duration
(min)

Occupancy

Figure §: Changes in Private Car Use

On an average day 79% of all (private) cars were used for at least one teip per day, The use of
private cars decreased from 79% to 75% after IndiMark, the number of trips made by each car
reduced (2 9 against 3.3) and the average travel time decreased by five minutes per car per
day. One year later there was a further in car use.

~ There was also an increase in car occupancy in line with the MTS  The car occupancy rose
from 1.3 to 1.4 people per car through IndiMark and remained the same after one year.
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Travel Time

i With
Ind‘?:;:lf:::;itsed Individualised After one
Marketing Marketing year
Public transport Waiking Public transport Waking Public transport walking

Bicycle

a

Car as Car as
passenger Caras driver  Passenger Car as driver passenger Car as driver

Figure 9: Time Spent Travelling by Mode Used (Minutes per person per day; base:
unlinked trips)

After Individualised Marketing the time spent travelling for the alternative modes increased in
line with the mode changes. The extra time spent walking and cycling (four minutes in total)
is a direct measure of increases in physical activity. The twelve month survey showed a
further minute was added to walking from car as driver trips which is in direct alignment with
public health policies identifying reduced community physical activity due to increased car
use.

Extent of Information :

After the IndiMark-campaign an in-depth survey was conducted with both the target group
which received IndiMark and the control group without IndiMark. TIhe survey is based on
trips and was conducted to obtain information about the reasons for using or not using a
certain mode (Brog and Schidler, 1999). Within this survey the extent of information about

existing public alternatives was determined

The knowledge about alternative modes is the basis for behaviour change — without
information changes are impossible. The level of information about public transport was
measured to assess the extent to which Individualised Marketing improves information,

Individualised Marketing led to a remarkable improvement in the extent of information The
change in potential user knowledge achieved by Individualised Marketing for public transport
as an aliernative to motorised private transport is shown below:
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Extent of Information

Without ‘ With
IndiMark Informed indiMark

(to some
extent)

(Nearly)
Not informed

o Figu"re 10: The Extent of Information (Motorised Private Transport — no constraints,
SR Public Transport available). -

' In the group without IndiMark people were 50% less informed about an existing public

" ransport alternative t0 motorised private modes (with public transport available and no

“ ¢ gonstraints).

- With IndiMark the analysis shows a better informed target group. The IndiMark respondents
. were informed about the public transport alternatives in 61% of all tiips. The knowledge
about alternative modes is the basis for behaviour change

Tfénsport Planning Implicatiens of this Programme

The sustainability of this tavel demand management intervention, especially as it mvolves
voluntary behaviour change, means that its effective application on a large scale will provide
profound changes away from the current trends to the new direction espoused in the
Metropolitan Transport Strategy.

The major impact is likely to be in the area of transport infrastructure planning. The inclusion
of quantifiable behaviour change program that is cost effective in the tranSport infrastructure
decision making process could lead to a change in direction of the fypes of projects funded
and a change in the share of funding between road construction and the alternative modes.

A key issue in this implication is the actual measurement of the change in travel behaviour and
caruse These measures provide the base from which it is possible to establish cost benefit
analysis (refer to Ker and James, 1999). This in tan provides a measure by which to
compare behaviour change programs with traditional infrastructure projects It does however
require a change in thinking as a physical asset is not created, although financial revenue
streams are enhanced through behaviour change (i.e. increase public transport fare revenue).
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It is in this context that funding of A$1.3 million was obtained to implerent this programme
for the whole of the City of South Perth. A difference from the pilot project will be the
installation of 180 bus stop timetable stands at stops throughout the municipality.

Conclusion

The application of Individualised Marketing in the City of South Perth has achieved sustained
mode shift to the alternative modes in line with the MTS targets. After the IndiMark-
campaign, car as driver trips went down by 10%. At the same time walking increased by 16%,
cycling by 91% and public transport by 21%. The walking figure increased further after one
year while cycling and remained the same— therefore a sustainable behaviour change through
IndiMark.

The twelve month survey also showed a further decline in car vehicle kilometres travelled from
14% to 17%, a change in line with the second MTS target.  Through IndiMark car cccupancy
was raised from 1.3 to 1 4 and remained the same after one year.

The change to walking and cycling increased physical exercise by four minutes per day after
IndiMark, and a further minute for walking twelve months later. The changes were achieved
by people making voluntary choices without any changes to people's mobility in accessing
urban activities. These results show that this form of voluntary behaviour change is worthy of
becoming a main stream transport planning activity.

References

Brog, W and Schidler, M (1999) Question: How to Increase Public T ransport Patronage
and Revenues? Answer: Individualised Marketing (IndiMark) (restricted) Paper presented at
the 53rd UITP-Congress, Toronto, Canada

Department of Health and Family Services (1998) Dea;‘;eloping an Active Australia
A Framework for Action for Physical Activity and Health Canberra, Austialia

5

Department of Transport, Main Roads Western Australia, Ministry for Planning, Fremantle
Port Authority, Westrail and Metrobus (1995) Metropolitan Iransport Strategy Perth,
Western Australia

James, B (1998) Changing Iravel Behaviour through Individualised Marketing: Application
and Lessons from South Perth 22nd ATRF Conference, Sydney September

James, B and John, G (1997) Behavioural Approach to Travel Demand Management
21st ATRF Conference, Adelaide September

Ker, 1 and James, B. (1999), Evaluating Behavioural Change — a Case Study of
Individualised Marketing in South Perth, Western Australia, 23 ATRF Conference, Perth
September

Socialdata (1999) Community Survey and Marketing Campaign for the South Perth
TravelSmart Project — Report of the Second Evaluation Munich, Germany




