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Study CARMA – become a better bike marketer

You are not alone. In cities all over Europe, people are struggling with the same 

challenge – how to increase cycling levels. And just as you, they are about to 

spend their slim budget on the next marketing campaign, aiming to change 

beliefs and behaviour of residents, but wondering whether it will actually make 

any difference.

 This popularized summary of EU-project CARMA might be just what you are 

looking for. It is a best practice-guide to targeted marketing, a bicycle marketing 

handbook with a generous amount of examples from six cities in Europe. 

 And although you might not find answers to all your questions in this summary, 

it will probably make you a better bike marketer. If you want to learn more you can 

always dig deeper into the the CARMA website.

Enjoy.

For further information on activities, reports, newsletters – or if you want 
to contact one of the participants, please visit www.carmacycling.com
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ON EARTH

www.goteborg.se  

www.eindhoven.nl www.eindhoven.nl/fi ets

www.rdsd.lv www.rbkc.gov.uk    www.bikeminded.org

www.kerekparosklub.hu www.infomobility.pr.it

www.isis-it.comwww.clickutilityonearth.it

Some of the CARMA cities were represented by local NGOs, for example Hungarian Cyclists’ Club in Budapest. 
Among the Carma partners were also design agency ClickUtility and evaluations specialist ISIS.

* 

CARMA PARTNERS
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CARMA (Cycling Awareness Raising and Marketing) was a project initiated by 
six European cities that wished to take communication of cycling and traditional 
mobility management to the next level, and go from mass communication to 
refined and more adapted communication tools.  
 The overall goal of the project was to gain a better understanding of how to 
change beliefs and behaviour of target residents. The participating city partners 
were Budapest, Gothenburg, Eindhoven, Kensington & Chelsea, Parma and Riga.
This document summarises the experiences from the CARMA project: the 
methods used, the actions taken and the results achieved.

Facts about the CARMA project

•  CARMA was co-financed under the Intelligent Energy-Europe programme STEER. 

•  The project ran from February 2010 until February 2013. 

•  The six cities identified main target groups, developed and run targeted cycling campaigns.

•  The project coordinators with the overall responsibility for the project was the City of Goteborg, Urban Transport 

Administration 

•  The final full report, articles and other related documents can be found at  

 www.cyclingcarma.com

CARMA
A European project initiated by six cities wishing to take   
communication of cycling to the next level



THE CARMA METHOD
Four steps to a more effi cient way of changing the beliefs 
and behaviour of target residents.

Why is cycling accepted in some social communities and cultures and not in others? The image of cycling varies 
between cities and countries in Europe. 
 In some countries there is no image problem and it is widely accepted as the transport mode of choice, 
whereas in others cycling is only considered for commuting or sport. Although the challenges each city and 
country face varies, the fundamental challenge, and therefore key to success for any cycling campaign, stays the 
same: 
How do we change the beliefs and behaviour of target residents?

The aim of CARMA was to develop new methods for cost-effi cient marketing of cycling in order to increase 
cycling levels, with four types of action at the core of the project: 

1. Analyses & identifi cation of target groups 
was the core of the project. One way to learn more 
about the target groups, was using a mapping 
tool that helps cities to identify where different 
types of people live, how many they are and what 
preconditions exist for cycling in different areas.

2. Establishment of internal and external 
networks in each city to better understand the 
requirements of target groups and to improve the 
knowledge of the cycling conditions of each city. 

3. Capacity building – training sessions and 
workshops for local authority staff to implement 
target-oriented communication concepts and to 
develop guidance material for the implementation 
of the same concepts in other cities.

4. Implementation of communication activities 
in order to: 
- improve the image of the cities as cycle friendly 
  and safe
- improve the image of the bicycle as a means of 
  transport
- increase the individual will to cycle.
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You have to know who you are talking to, and what their attitudes and 
motivations are.

1. ANALYSIS & IDENTIFICATION OF TARGET GROUPS

The need for targeted communication

The CARMA cities have found from previous 
experience that communication is required to promote 
cycling. And that targeted communication is more 
cost effective than mass marketing when it comes to 
changing attitudes and beliefs. When resources are 
limited, it is better to concentrate on “picking the low 
hanging fruit”, i e people more likely to change their 
travel behoviour in favour of cycling.

CARMA reviewed previous initiatives to promote 
cycling, and came up with the following conclusions:

•  Infrastructure alone will not help to get people on the 
bike.

•  Long-term success is achieved when infrastructure 
and communication activities come together.

•  Most mass marketing campaigns are not very cost 
effective, and dedicated campaigns to specific 
target groups tend to be more effective.

•  Mass marketing campaigns work best when 
advertising a message with broad appeal and when 
cities have a large budget. 

•  It takes a long time to become a cycling city.

Research and analysis

The CARMA cities have gained a deeper knowledge 
and understanding of the different types of residents 
and their attitude to cycling. 

Through the analyses undertaken within CARMA, 
the cities have:

•  identified the gap between the current state of how 
people think, believe and act, and the desired future 
state of how the cities want them to think and act.

•  set their communication objectives and formed their 
communication strategies.

•  defined their target market. 

•  provided the single minded proposition (the key 
message they have wanted to portray). 

•  decided which channels to use and the right 
campaign messages and activities to achieve the 
objectives. 

•  provided opportunities to test different activities 
and creative ideas with their target audience before 
launching their campaigns. 

The insight they gathered and the communication 
strategies they developed, helped the CARMA cities 
to address the issues their target audience had with 
cycling, in a tone that they responded to, and through 
channels that they used.

If you want to change people’s behaviour, you have to understand their current attitudes to cycling and the 
potential barriers preventing them to getting on a bike. These attitudes will differ from person to person, 
but common traits can be drawn among groups of people. These groups can then be addressed with the 
appropriate messages and information for them. 
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Research
•  Quantitative (surveys etc) of resident 

population (to allow data segmentation 
by demographics, location, beliefs, 
behaviour etc.)

•  Qualitative research (focus groups, in 
depth interviews etc) with sample  
segments to gather insights.

Segmentation
Segment your resident population into 
“stereotype” groups.
A profiling tool like eXplorer will help make 
this process easier. 

Identify your primary target audience/s
Through prioritisation, identify the target 
profiles for the cycling campaign from the 
segments identified in step 2.

Define the desired future state for the 
target groups

What do we want them to think, feel, say 
and do in the future?

Which groups identified would be most 
likely to change their beliefs and behaviour, 
and start cycling if you target them 
correctly?

How do we change the target groups’ 
beliefs, attitudes and behaviour? 

What are the current attitudes and 
behaviour of residents? What do they 
think, feel, say and do now?

Which groups of residents share the same 
beliefs and behaviours? 
What are the common characteristics of 
these groups? (demographics, transport 
habits, geographic location etc).

The need for targeted 
communication

How to find the answers



Profi ling the key cyclist in the CARMA cities

From cycling characteristics to target groups

Each city in the CARMA project has identifi ed their target group using a mixture of different research methods 
– from online surveys to focus groups. This gave each city a demographic profi le for its target market. The 
CARMA city partners have also performed geographic analyses using the software Statistics eXplorer. They 
plotted combined social, demographic or attitude data into geographical predefi ned areas. This then enabled 
them to identify where the highest proportions of their target group lived, and therefore in which neighbourhoods 
their campaign and marketing activities should target. 
 It should be noted that the choice of target groups has not always been identical to the fi ndings in the analysis 
of potential cyclists in the CARMA cities. This is because the analyses of potential target groups and the location 
of those were not the only parameters to consider for the cities. They have determined their target groups with 
different approaches and received very different results. 

The CARMA cities have all conducted studies in order 
to fi nd out which groups in society cycle today, and 
what distinguishes them in terms of age, income, 
attitudes that infl uence the choice of the cycle as 
a mode of transport etc. They have also identifi ed 
groups in their communities who, based on studies of 
existing cyclists, are more likely to change their travel 
behaviour in favour of cycling. 

Some examples of target groups in the 
CARMA cities:

•  Kensington and Chelsea: Male 25-45 years – high 
income earners, professional careers, living in above 
average cost housing.

•  Budapest: Young, educated people who are open to 
cycling but who are not yet confi dent in traffi c. 

•  Gothenburg: Well-educated 30 to 49-year-old men 
who cycled when they were 15-25.
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Recommendations
• Successful use of tools to identify target groups 

depends entirely on the quality of information 
available. If you have not gathered suffi cient 
data, you might need to consider alternative 
methods of research and making decisions. 
For Kensington and Chelsea, this meant that 
because its data came from the 2001 Census, 
the analysis had to be verifi ed by focus groups. 
Gothenburg in contrast had a comprehensive 
set of up to date data and was able to get 
maximum benefi t from eXplorer.

• The geographical location of target groups 
may not be the only determining factor when 
choosing target groups. Other considerations 
can affect the choice, for example the current 
level of cycling in the city, political priority, 
geographical constraints etc. The choice of 
target groups has been done parallel with 
establishing communication strategies. 

There are a number of tools, including Google maps and GIS to decipher demographic data. The CARMA 
cities made use of a tool called eXplorer. eXplorer is a web compliant application which enables cities to show 
socioeconomic data as a visual, geographic representation. Unlike GIS, eXplorer enables colleagues to share their 
information and communicate relevant knowledge. It also allows cities to represent trends over time in a clear 
visual manner. 

Mapping tools available to aid targeting – eXplorer
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A thorough analysis is vital for launching a successful communication campaign. 
But the task is not all theoretical. You also have to work out more practical 
arrangements such as identifying allies, establishing networks and partnerships. 
This proved to be one of the most successful CARMA efforts, with effects that 
can last long after the end of the project in its participating cities.

Within CARMA a network is defined as an established group of representatives of either different departments 
within the municipalities or other cycling stakeholders, wishing to take an active part in solving a certain cycling 
related problem and/or promoting a certain specific cycling related development. 
 Networks (both internal and external) have proved to be a good way of collaborating in the CARMA 
cities, as they allowed interested parties to get to know each other better, as well as establishing a two-way 
communication which otherwise was difficult to ensure. 
 Strong networks will make your work a lot easier, for example when gathering information about the potential 
target groups, arranging focus groups etc.

Internal networks within the CARMA project have, depending on the nature of the problem to be solved or 
development to be promoted, included different municipality departments. It is noteworthy that cycling and its 
promotion is a cross-sectoral issue, which often requires the attention of several departments.  
 In working with the external networks the city partners have tried to unite various stakeholders of cycling under 
the same umbrella of cycling development. These networks have had clear agendas on the results they want to 
achieve and in most cases they have succeeded. As a result cycling development has received a significant push 
in most of the partner cities.

2. ESTABLISHMENT OF INTERNAL AND EXTERNAL NETWORK

Whom do we want in the networks?
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•  Due to CARMA’s external networking and 
lobbying activities in Parma, the Italian Workers’ 
Compensation Authority (INAIL), finally has allowed 
compensation for workers injured while commuting 
by bike. This has removed the main barrier in 
promoting cycling at workplaces. 

•  Thanks to their external bike network meetings, 
Gothenburg have gained a good knowledge about 
who is who in the bike community and created 
basis for further cooperation and a sincere desire 
to work together with representatives from different 
actors in the society.

•  Kensington & Chelsea’s internal network meetings 
have facilitated future communication with different 
teams and enabled working in partnership for 
specific projects. The external network, with 
medium and large employers (key actors), has 
created a positive working relationship to support 
implementation of their travel plans.

•  Riga held six external meetings discussing various 
issues. One of the results was establishing principles 
for providing cycle parking in historic environments.

Many achievements have been made through internal and external networking activities within CARMA. 
Here are some significant examples:

•  External networks allows to start “speaking the 
same language” and thus to reach mutually 
benefiting solutions. 

•  Internal networks are important to ensure 
cycling issues are considered at every level 
in the city administration, especially when 
designing roads and streets. 

•  Cooperation with stakeholders can provide 
good input to cycling policies, contribute to 
finding new ways of working and how city 
administrations can assist cycling stakeholders. 

•  External networks help shaping your 
communication strategy and implement the 
communication campaigns. 

•  The networks have to be kept in a manageable 
size, so that the meetings are interactive and 
allow everyone present to express him/herself. 

•  Cyclers are rather informal people, remember 
that when arranging meetings with them and 
their representatives. An overly formal and 
bureaucratic approach can kill the spirit of such 
a network idea. 

Some examples of what cycling-related problems have been solved 
or what has been achieved via networks:

Recommendations
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Marketing cycling is like selling any other product or service. Before launching a 
major campaign you need to do your homework. (If you are not an experienced 
marketer you need to catch up on the basics of marketing). 
 A good way to avoid making beginners mistakes and gain experience is to learn 
from others. Within the CARMA project three capacity building exercises took 
place. One was a training seminar on marketing and cycling challenges and two 
were peer to peer reviews. 

Training seminar – marketing and 
cycling challenges

Finding your city’s unique selling 
point

The training seminar on marketing and cycling 
challenges took place in Eindhoven. 
The seminar highlighted the strength, weaknesses, 
opportunities and threats of the “current situation” in 
the CARMA cities. 

This is the SWOT-analysis from the Eindhoven 
seminar:

•  Strengths – People like cycling, it is getting 
trendy, there is lots going on to promote it and the 
impression is that there is growing support.

•  Weaknesses – Even if there is political will there are 
no comprehensive policies. Cycling gets too little 
priority and cycling infrastructure does not have an 
excellent history.

•  Opportunities – The private sector shows more 
and more interest, which gives new opportunities 
such as public bikes and e-bikes.

•  Threats – Cars are still prioritized when managing 
traffic flows. There is a lack of funds for cycling, 
which results in a slow behavioural change and on-
going road safety problems.

As part of the training seminar, the cities also identified 
their unique selling points that later inspired their 
cycling campaigns.

For example:

•  Chelsea’s long list of famous people living in their 
community (later used to develop theme bicycle tours), 

•  Eindhoven’s Design Academy, 

•  Riga’s status on cultural heritage by UNESCO, 

•  Gothenburg’s success at sport and technology,

•  Parma’s historical city centre, 

•  Budapest’s spectacular view over the Danube. 

3. CAPACITY BUILDING – TRAINING SESSIONS AND WORKSHOPS
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The CARMA cities were presented with the need for marketing in the context of a comprehensive cycling policy 
and trained on how to implement target-oriented communication concepts. They agreed that efforts to attract 
people to cycling would be less effective if the cycling conditions out on the roads are poor. 
 It was clear to the CARMA cities that marketing/promotion can go further if they make use of social media, add 
incetives and if there is a link to people’s life style. The cities created long lists of campaign proposals, which later 
inspired their campaign activities. 

The Peer-to-Peer Review Workshops took place in Riga (October 2011) and Budapest (April 2012). And although 
they were particularly helpful for the host cities, they allowed all partners to exchange ideas and experiences. 
During the workshops the participants came up with a multitude of practical examples and advice, that helped 
the host cities to find answers to their issues on cycling marketing by suggesting concrete and “realistic” solutions 
on how to move forward.
 The two workshops consisted of presentations of the host cities current cycling situation, some marketing 
concepts (the best practices from the participating cities on their related tasks) and practical assignments in small 
interactive groups. 
 As a result, Riga and Budapest received concrete support in designing draft marketing plans, with clearly 
described tasks, responsibilities, tools and methods etc, plus recommendations for their target groups and 
specific local contexts and situations. 

Cycling policies and communication concepts

Peer-to-Peer Reviews

•  Study in depth the conditions of the “host city” 
and reflect on the conditions for cycling there.

•  Work hard to build trust, openness and 
mutual recognition between the peers. Riga 
and Budapest provided a good and realistic 
overview of the cycling situation in their 
city, whilst the other partner cities provided 
constructive criticism, and examples of failed 
communication activities, without reticence.

•  Assess the recommendations given in the 
workshop, learn from them and accordingly 
apply the necessary course of plan and actions.

•  Remember a peer-to-peer reviews is “on 
the spot” form of assistance not a long term 
support.

Recommendations
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Once the CARMA cities had developed a communication strategy, identifi ed their target groups and what issues 
they have with cycling, they implemented communication activities to address these issues in a tone that their 
target groups responded to, and through channels that these groups used.

And although the cities had the same three CARMA objectives (Improve the image of the cities as cycle friendly 
and safe, Improve the image of the bicycle as a means of transport, Increase the individual will to cycle) the 
targeting approach meant they all used different communication activities to get there.

On the following pages you will fi nd a number of interesting examples that you can use, either to fi nd inspiration 
or to avoid making mistakes in your communication efforts.  

Riga

Gothenburg

Eindhoven

4. IMPLEMENTATION OF COMMUNICATION ACTIVITIES – 
  CITY BY CITY

Kensington and Chelsea

Parma

Budapest
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Eindhoven

Eindhoven is the fi fth-largest city in the Netherlands, known for its ‘green’ character and its many parks. The 
surrounding countryside is packed with nature reserves, cycling and hiking routes, and camping and holiday 
resorts.

Eindhoven has 140 km of cycle paths and many cycle lanes. This, in combination with the mild climate and fl at 
topography, gives a high potential for cycling. Political priorities have been set to improve both cycling and the 
public urban transport system.

The city

SHOWCASE: EINDHOVEN
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Cycling is a common and accepted mode of transport among the citizens in Eindhoven. Today’s cyclists have 
the following characteristics:

• 35 %  of all trips (up to 7.5 km) within Eindhoven are made by bike. 26 % of all trips (starting and finishing in 
Eindhoven) are made by bike. 

• P eople use their bike to go to work (29 %, car 37 %), go to school (19%, car 6 %), go to the supermarket (35 
%, car 36 %), go shopping (39 %, car 35 %), for social visits (17 %, car 69 %), for recreational purposes (41 
%, car 36 %).  

• Nat ive people cycle more than immigrants: 0.6 trips by bike per day per person, compared to 0.1 – 0.2 trips 
by bike per day per person.   

• B icycle use does not seem to be related to income: people with low income cycle a bit more than average, 
but this group is constituted mainly of students. Bicycle use in income categories from 7500 to 30000 euros 
(gross per year) does not differ.

Analysis revealed different groups of potential cyclists that can be targeted with CARMA activities. These 
include commuters and visitors to the city centre, recently graduated students (who will buy their first car after 
completing their studies) and immigrants. This last target group has been the focus of previous initiatives in 
Eindhoven, but proved to be difficult to encourage to inreased cycling.

The target groups that offer the highest potential to increase cycling in Eindhoven were chosen for 
CARMA activities:

• Commu ters living within 15 km of their workplace

• V isitors to the city centre

• P eople working at large work places

• S tudents (18-22 years old)

We also discussed what barriers could be preventing the groups from cycling. This included quality of 
infrastructure, long waiting times at traffic lights and high number of bicycle thefts at the central station.

The objective of the activities in CARMA was to increase cycling from 35% to 39% modal share for short trips 
within the lifetime of the project. (Which proved to be an overly ambitious goal). And the method was to identifying 
groups that provide a large number of potential cyclists, and then use targeted communication activities.

The existing cyclists and their behaviour

The target group

The barriers

The objective



20

Mobility Coaching winners

The aim of the activities was to attract more commuters to cycle to work instead of going by car. The idea was 
to use the ‘mobility coaching’ concept piloted in the city of Gothenburg, and which Eindhoven learnt about 
through training sessions in the CARMA project.

The idea behind mobility coaching is to find individuals who are interested in the possibility of cycling to work, 
but currently take the car. Through personalised discussions with a trained coach, they identify the motivators 
and tackle the barriers to cycling to work. By focusing on individuals, this activity falls within the CARMA aim of 
increasing the individual will to cycle.
 The workplace chosen for the application of mobility coaching was the municipality itself. The aim was to get 
car-driving employees to travel to work by bicycle at least one day per week or more. This was in the framework 
of a web-based game, called “From5To4” which encourages employees to travel by more sustainable modes 
than the private car. The municipality also organised free use of an eBike for a trials over the weekend. This was 
done with the cooperation of two larger bicycle shops that were willing to supply eBikes for free. The campaign 
ran from March 2012 until September 2012 with a total of 57 participants and 2 coaches.

IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 1: 
COMMUTERS

• Fr om 5 to 4 / Mobility coaching
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The coaches were given a CARMA training handbook and discussed the concept and plan for mobility coaching 
together with CARMA representatives in Eindhoven. As well as access to an eBike for free trials, a small budget 
was provided for posters and gadgets (rain gear, LED lights, a maintenance set): these were used particularly to 
encourage continued cycling during rainy periods.
 The participants were recruited based on identification of those who lived within cycling distance, but who 
currently took the car to work, and by simply asking around who would be interested to take part. Of the 57 
participants, there was a diverse assortment including one vice mayor, two directors and several heads of 
departments. The participants were coached 3 times in a group and this was supplemented by several 
one-on-one phone calls to each of the participants.

52 people agreed to leave the car at home 1 day a week and cycle instead. And 5 people agreed to leave the 
car 5 days a week! The participants logged their travel behaviour in the web-based F5T4-application to show 
that they had really made this change in behaviour.
 The target was to locate at least 40 car drivers in minimum 2 administrations and 2 companies. 40 employees 
who drove their car 5 days a week should change their behaviour, resulting in a definite change of behaviour 
towards the bicycle.
 An important part in mobility coaching is to find employers who will take part, and to get employees on board. 
This proved to be a demanding task and a tip is to plan ahead and have patience. 
 The results were very promising and seem to be long lasting (at least during the CARMA project). It was clear 
from the results in the municipality that mobility coaching can stimulate sustainable travel in organisations, as 
long as the management supports it and it is accompanied by positive stimuli. 

Here are the key motivators of why Mobility Coaching worked well in the municipality:

• I mproving health was the most important motivator 
for participants.

• S igning a contract did help to create commitment. 
The format used was for participants to sign a 
contract with themselves, but witnessed by the rest 
of the group. Peer pressure provided an important 
incentive to stay committed to the project.

• Th e web-based game and registration tool F5T4 
were valuable additions for several reasons:

• A ll employees could participate, since even those 
not involved in mobility coaching registered their 
travel behaviour, and everyone’s results are included. 
Those involved in mobility coaching had a particular 
boost since the results from before and after were 
automatically and systematically logged and could 
be seen by everyone.

• Th e competitive element was a clear motivator for 
some.

• The ability to view information and data about weekly 
travel behaviour was a motivator for some.

• B eing involved in a group activity, and subject to 
peer pressure was a motivator.

The barriers



Met de kinderen op de fiets 
naar de stad?

Leen een buggy!    

Komt u met uw kind(eren) op de fiets naar de stad?  

Leen dan gratis een kinderbuggy om prettig te 

kunnen winkelen. De fietsenstallingen  

18 Septemberplein en Heuvelgalerie  

hebben 10 buggy’s beschikbaar. 

Let op:

b deze actie geldt alleen als u uw fiets  

in de stalling zet

b u vult het registratieformulier in 

b er wordt een kopie gemaakt  

van uw identiteitsbewijs

Leen een buggy!    

GRATIS

Baby buggies lending scheme

It was identifi ed that a barrier to taking the bicycle to 
the centre was the diffi culty of carrying a pushchair/
buggy on a bicycle, but wanting to use a pushchair 
while shopping. The target group was therefore 
visitors to the city centre with a small child.

That constraint of not having a pushchair/buggy can 
easily be removed by providing pushchairs to borrow 
from the bicycle parking facilities in the city centre. 
When people park their bicycle in one of the free 
parking facilities, they can borrow a free pushchair. 
The idea was to have 5 pushchairs in the 2 free 
guarded bicycle parks in the city centre. The scheme 
became operational at the end of December 2011. 
Communication of the scheme was made through 
brochures, posters and magazines and was taken up 
by several news agencies to feature in both local and 
regional (as well as international) newspapers. 

Since the target group contains a wide range of 
different people (students, professionals, even 
grandparents), the posters and communication 
material were kept quite neutral, with a simple picture 
of a pushchair and the word “FREE”, since generally 
people are more open to try a new service if there 
is no additional cost to them. The visitors to the city 
centre can come from many different areas, so the 
posters were concentrated to the city centre (point of 
destination), rather than the point of departure.
 The development of the scheme was helped by 
a CARMA training activity on marketing, and the 
networks developed under CARMA also helped in 
developing proper evaluation (through collaboration 
with the department of statistics in the municipality) 
and terms of reference for the scheme (together with 
the bicycle user group).

IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 2

• V isitors to the city centre
• B aby buggies lending scheme

22



The scheme ran from December 2011, and over 2012 more than 1500 rentals had been made: the peak days 
for rentals were on weekends. Every person who rented a pushchair had to complete a short form, allowing 
the municipality to monitor and evaluate the scheme. It was found that 25% of all users would have come by 
car without the lending scheme, meaning that the scheme resulted in 400 fewer cars in the city centre. It was 
calculated that the scheme led to an energy reduction of 1340 GWH/year and 0.4 tons of CO2/year. The costs 
of the scheme were low (about 900 Euro), with little need for maintenance.

The users of the scheme were mostly women (more than 80 %), with small children (up to 4 years), and aged 
between 22 and 35 years. Future campaigns to address potential users can take this demographic into account 
to be even more successful.

A key component of the success of the scheme was in integrating the service with the existing manned bicycle 
parking. It is very important to explain the idea, aims and goals to the staff of the bicycle parking facilities since 
they are confronted with an extra task: lending pushchairs to visitors of the city centre. In the beginning, the staff 
was not pleased to be given an extra task, but once the scheme was operational, the commitment of the staff to 
the lending scheme rose quickly. Users of the scheme were very enthusiastic and gave a lot of positive feedback 
to staff, press and local politicians. 

Because the scheme is so simple and successful and the investments are so low, it can easily be copied by 
other cities that have guarded bicycle parking facilities. The positive feedback refl ects on the image of the city 
and the image of local politicians. The success of the scheme means that it will continue after the end of the 
CARMA project. 

Conclusions
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Gothenburg

Gothenburg is Sweden’s second largest city with approximately 500.000 inhabitants. The modal split of trips in 
the city is: cycling 9%, walking 15%, public transport 26% and car 50%.

The city has as a priority target to increase cycling with respect to car driving. Over the past few years, the city 
has attempted to increase cycling in a variety of ways such as through infrastructure improvements for cycling 
and large media campaigns. Despite considerable efforts, cycling has not increased as expected. The city felt 
a need to better understand the factors behind peoples’ choice of transport mode and to refi ne its methods in 
order to increase the modal split of cycling.        

CARMA has provided a way for the city of Gothenburg to do this through better understanding of its target 
groups: both regarding who they are and what motivates them.

The city

SHOWCASE: GOTHENBURG
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• More than half of the cyclists in Gothenburg use a bike 
for commuting to work. Other common reasons for 
using a bike are running small errands and recreation.

• 13%  of cyclists use the bicycle as their primary 
mode of transport to work.

• 43%  cycle all year round.

• 44%  of people who commute to work by bicycle 
have more than 5 km to work.

• 18 t o 29-year-olds use the bicycle to a greater 
degree to go shopping for groceries than older 
people.

• W omen use the bicycle for small errands to a greater 
degree than men.

• Cyclis ts state to a greater degree than non-cyclists 
   that they also travel by public transport.

The objective of the activities in CARMA was to increase cycling from 12% to 16% modal share for short trips within 
the lifetime of the project (an objective that proved to be overly ambitious). This through identifying groups of people 
that provide a large number of potential cyclists, and using targeted communication activities on these groups.

The analysis revealed different groups of potential cyclists that can be targeted with CARMA activities. These 
include children and young people, people with a relatively high level of education, and people who live within 10 
km of the city centre.

It was found that many people who cycled when they were 15-25, but since then have changed their habits, still 
describe themselves as cyclists, and thus have a lower threshold to returning to cycling or of cycling more. This is 
an important group, with potential to increase cycling in Gothenburg. 

This rather large group was further broken down 
into segments based on how often a person cycles. 
Within these segments, two target groups that offer 
the highest potential to increase cycling in Gothenburg 
were chosen for CARMA activities:

•  Students (19-29 years).

•  Well-educated 30 to 49-year-old men who cycled 
when they were aged 15-25.

To supplement targeted communication activities in the city, the local authority took advantage of expertise from 
external partners, through the establishment of a network that included a mixed group of bicycle stakeholders 
working to promote cycling in Gothenburg. The network allowed for exchange of ideas, and also helped the local 
authority in discussing the importance of communication activities, rather than simply relying on increased cycling 
infrastructure to increase cycling mode share.
 A study of the target groups was made and communication materials and campaigns were designed 
specifically for them. Based on the evaluations done, it is difficult to say how much cycling increased thanks to 
these campaigns, although new partnerships were made and networks strengthened, and the informal feedback 
showed a positive attitude to and outreach of the activities.

The existing cyclists and their attitudes

The objectives

The analysis

The target groups chosen

Network partners
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IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 1:
MEN, AGED 30-49, WELL-EDUCATED WHO CYCLED WHEN THEY 
WERE 15-25

• T he MAMIL* campaign

The target group for specialised communication activities was men aged 30-49 who have gone through higher 
education. The activities aimed to fulfil two of CARMA’s wider aims, namely to improve the image of the bicycle 
as a mode of transport for the target group, and to improve the image of the city as cycle friendly and safe.

A first stage in the implementation of the campaign was to identify factors important to the target group that can 
be used in communication on cycling. These were identified as: flexibility and freedom (to be able to move when 
they want and how they want); saving time (faster to cycle than take the car or public transport); getting more 
exercise (keeping in good health/fit through cycling); saving money, and avoiding travelling in crowded public 
transport.

We also identified these important factors with potential to help the target group start cycling: 

• Make s ure that the right conditions exist so that they can cycle to and from work. The “right“ conditions 
depend on the individual.  

• F ind those who have a positive view of cycling from when they were children.

• Get  the men to see themselves as cyclists, even if they don’t use the bicycle as a transport mode.

* MAMIL = Middle Aged Men In Lycra
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From the analysis done using the eXplorer tool, 5 districts in Gothenburg were chosen where the target group 
was particularly well represented. 
 The campaign was designed to spin towards trends that were of interest to the target group (sometimes 
referred to as MAMILs – Middle Aged Men In Lycra): cycling and gadgets, latest accessories, status and identity. 
This was complemented with messages about other benefits of cycling: money, health, and the environment. 
The CARMA project also enabled those working in Gothenburg to discuss and learn from other CARMA cities, 
particularly from Kensington and Chelsea in the implementation of the “BikeMinded” campaign.

The campaign activities took place in May-June 2012. The addresses of the men in the target group were 
bought, and a direct mailing of 20 000 envelopes was sent out. The mailing included details of the campaign 
web page which featured arguments on the benefits of cycling (including a calculator featuring how much a 
person could save (in terms of money, health and environment) by cycling instead of taking the car to work), as 
well as information on when a “bike service vehicle” visited the city district, and a ticket to a bike exhibition at a 
design museum. To appeal to the target group, the campaign materials used the type of marketing usually used 
for marketing cars, concentrating on the exclusivity of cycling with a focus on aesthetics and fashion.

The MAMIL campaign



Evaluation was done through telephone surveys with 700 men aged 30-49 in the fi ve selected city districts 
(before in March 2012, and after in September 2012). The results from the survey showed that the campaign 
resulted in 2% of the target group (400 people) estimating that they use the bike more often after the bike 
marketing activities. This has led to a CO2 reduction of approximately 16 tonnes/year. At the same time, 4 % 
(800 persons) started to think about using the bike more often. A total of 64% were aware of at least one of the 
campaign activities.
 The design of the materials, and the identifi cation of the target group were on the whole deemed successful 
by the project team. However, the target group was quite diffi cult to deal with because it was not homogeneous. 
There were several very interesting subgroups, which it might have been better/easier to communicate with. 
Additionally, the direct mailing approach left too much chance in trying the reach the target group, and an 
alternative method should be considered in the future.

Conclusions
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IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 2:
STUDENTS

• P izza box campaign
• S tudent re-cycling

Students aged 19-29 from the University of Gothenburg and Chalmers Technical High School were the target 
group for two campaigns: the pizza box campaign and the student re-cycling campaign. They addressed the 
CARMA aims of improving the cycling image of the city and the image of the bicycle as a mode of transport. 
They did this by presenting messages in an unexpected way to the target group in a format that was new, 
unexpected and cool, and at the same time through showing what the city is doing to improve cycling (e.g. 
cycle hire, bicycle maps, the support to the second-hand bicycle market).
Focus groups were held with the students to understand their relationship to cycling. 
This resulted in several fi ndings including: 

• Th e main reason why students do not cycle is that they do not have access to a bike.

• I mportant driving forces for students are: fl exibility, money and fashion/trends.

• Th e identifi cation with “being a cyclist” was not as strong amongst students as it was among other groups of 
cyclists. Students often cycle because of their economic situation, and because of this become “temporary 
cyclists” (although this is not true for all student cyclists!).

Two campaigns were then designed to take account of these fi ndings and best communicate with the students:
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Pizza box campaign

The main aim was to inform about the bicycle sharing scheme and encourage students to try it, and, in addition, 
try a new communication channel.
 The campaign ran for two weeks in September/October 2011. The campaign was designed by an advertising 
agency together with a company specializing in advertising through pizza boxes. The local authority wanted 
to try a new channel of communication, which would appeal to students, and which looked at cycling in a 
humorous way, while at the same time marketed the city’s cycle hire scheme. 
 The advertising agency and the company working with pizza box-adevertising, chose 7 pizzerias situated near 
the university buildings and student accommodation. The messages were printed on pizza boxes which were 
distributed free of charge to the pizzerias. When someone who sounded / looked like a student ordered pizza, 
they were given the pizza in the specially designed pizza box. 
 10 000 pizza boxes were delivered to seven pizzerias close to student housing and the university. Printed on 
the boxes were information on the bike hire scheme along with a competition with the possibility to win a free 
membership card. Information about the competition was also spread via the city webpage, student homepage, 
bicycle app, facebook and 40 posters at different university sites. 
 48 persons participated in the competition. Although some input from social media channels showed interest 
in the campaign, no systematic follow-up was made.

Pizza box campaign
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Student re-cycling campaign fl yers

The aim of this campaign was to increase the sale of used bikes and create new partnerships to help in the 
second-hand bike market. A focus here was on increasing students’ accessibility to second hand bicycles, and 
was done in collaboration with the company Gbg&Co, and locally run recycling project “Returhuset“. 
 Every spring and autumn, the company Gbg&Co organises many activities for new students including a big 
party in a park where many exhibitors take part. Our partners in the campaign had a stall and informed students 
about our activities, handed out cycling maps and sold second hand bikes. 20 bikes were sold and 200 bicycle 
maps were distributed.

Student re-cycling
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Student recycling campaign

A lot of interesting discussions within the CARMA consortium fed into these activities and made them richer. 
Most of these activities are dependent on good relations with other actors and relate directly to the work done 
within the networks.
 The activities were well designed to reach the target group, although unfortunately no systematic evaluation 
was made to understand to what extent these activities could contribute to increased cycling. Despite the 
lack of evaluation, very good partnerships were formed, paving the way for future activities and the (informal) 
response from students was good. 
 Even though the target group is not homogeneous, it seems very important to continue developing methods 
to increase cycling in this group. Contacts that were made and discussions (both with and outside of CARMA) 
about communicating with this group have generated new ideas for the future.  In the future, competitions will 
not be a focus, as it was found that they are not an attractive enough way to create engagement.  

Conclusions
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Royal Borough of Kensington and Chelsea 

The Royal Borough of Kensington and Chelsea is one of the smallest in London by area. It is also the most 
densely populated local authority in England and Wales. The borough is home to 160 000 people and has a 
highly urban, multicultural population. While seven wards in the borough are amongst the least deprived in the 
country, two wards are amongst the ten percent most deprived in England. Ethnic minorities make up over fi fty 
percent of the population, and over 102 languages are spoken.

The city

SHOWCASE: LONDON BOROUGH
OF KENSINGTON & CHELSEA



The borough has targets to increase cycling. Cycling infrastructure is limited compared to other European cities, 
although there is some infrastructure such as a cycle hire scheme and cycle parking in key public places. There 
is limited opportunity to increase the infrastructure provisions for cyclists in the narrow Kensington and Chelsea 
road network. The Council aims to increase cycling through marketing and raising awareness amongst residents 
of the benefits of cycling.

Cycling is low in Kensington and Chelsea; the main information about existing cyclists is that:

• 4%  of all trips originating from Kensington & Chelsea are made by bicycle.

• t he majority of these are made by professional men aged 25-45, with generally higher income than average, 
and working in the financial industry.

The objective of the activities in CARMA was to increase cycling from 5% to 10% modal share for short trips 
within the lifetime of the project (an objective that proved to be overly ambitious). This through identifying groups 
of people that provide a large number of potential cyclists, and using targeted communication activities on these 
groups along with cooperation with other partners who can help in promoting cycling. 

Along with identifying potential cyclists and target groups, an aim of the analysis was to find partners to 
cooperate with in improving cycling in the borough. Combining the results of focus groups with the conclusions 
drawn from the TfL (Transport for London) MOSAIC study and the Statistics eXplorer results enabled the 
identification of potential partners including large employers, cycling NGOs and cycle retailers.

• Cyclin g is a family activity (69%)

• Cyclin g is an interesting way to travel (66%)

• Cyclin g is environmentally friendly (61%)

• Cycling is good for rush hour journeys in London (62%)

• male, aged  25 – 45 years.

• well ed ucated, usually to degree level.

• p rofessional occupation, often working within the 
financial industry.

• s alary is above average (over £50,000).

• mor e likely to own a car and use it often.

• mor e likely to use a taxi than average.

• P ublic transport usage is below average.

• Cyclin g for a purpose is above average.

The potential cyclists are from the following groups:

The challenge

The existing cyclists

The objectives

Current attitudes to cycling

The analysis
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The target group for activities in the London Borough of Kensington and Chelsea were well-educated men aged 
25-45 with above-average income. This overall/general target group was then broken down into more refi ned 
target groups for each activity.

Using networks was an important part in moving forward activities to promote cycling. Within the internal 
network at Kensington & Chelsea, ten different departments are represented, facilitating communication across 
departments as well as specifi c partnerships for particular projects.
 The external network comprised of 14 medium and large employers (key actors). The organisations 
represented have all developed a travel plan, which means that they have been mainly promoting cycling to 
work and whilst at work. They are also recipients of free training and resources provided by the council such as: 
regular bike maintenance sessions and regular bike maintenance courses. The council has had a positive working 
relationship with the employers over the last few years in supporting them to implement their travel plans. 
 The external network played a key role as a communication channel to widely promote cycling initiatives 
amongst their staff. Another external network included the cycling organisation – London Cycling Campaign 
(LCC) Kensington and Chelsea branch. The NGO provided good feedback on how to improve cycling in the 
borough.

The target group

The networking
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IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 1:
MALE 25-45 YEARS, HIGH INCOME EARNERS, PROFESSIONAL 
CAREERS, LIVING IN ABOVE AVERAGE COST HOUSING.

•  The Bikeminded campaign
•  Bikeminded cycle shorts

The Bikeminded campaign

The activities were in two parts: the Bikeminded campaign, of which the key aims were to drive traffi c to a 
website and engage with the local authority through social media in order to create a community of cyclists for 
Kensington and Chelsea, and Bikeminded cycle shorts to engage the target group who are interested in fi lm. 
The target group for activities was infrequent cyclists amongst higher earning professionals. They live in the 
neighbourhoods of Notting Hill and South Kensington and tend to use personal rather than public transport. 
The “single minded proposition”(SMP) for the campaign for how best to sell cycling to the target group was 
“Cycling offers freedom”. The SMP was supported by other statements that would appeal to the target group, 
for example: “when you want, where you want, anytime you want – it’s better by bike”.
 The Bikeminded website was the focal point of PR and social media strategies to promote specifi c campaigns 
and activities to build up enthusiasm and curiosity leading to planned events, campaigns and competitions. Daily 
blog posts were written on the Bikeminded website; and these were further promoted through facebook and 
twitter. Additionally, there was a bikeminded facebook community and a Pinterest account.
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Bikeminded cycle shorts fi lm competition

To appeal to the target group, a design agency was commissioned to develop the design and the campaign 
identity. They carried out research into the target group’s opinions and what appealed to them, thus informing 
decisions about the style, feel, aesthetics and content of the website. This for instance was refl ected in decision 
to use humour in representing the reasons for cycling and in the illustrations. 
 To further encourage traffi c to the website, a short fi lm was produced called ‘You just can’t get enough’, in a 
style and format that addressed the potential cyclists. The fi lm showed how easy and convenient it is to cycle 
around the borough, stressing the sense of freedom that cycling can give you. The aim was for the short fi lm 
to go viral to reach the target audience and promote the Bikeminded website. To further engage the target 
group, the borough ran a fi lm competition to encourage participants to submit a short fi lm about how brilliant 
cycling can be. The brief was to create a short fi lm to ‘inspire a friend, people at work or anyone else that can 
be persuaded to share their joy of biking and to leave their four wheels behind’. The winning fi lms were shown 
online and at screenings at a local cinema, at the Exhibition Road Show (as part of the cycling festival for the 
Olympics) and at the Portobello Film Festival. The winning fi lm was judged by Hollywood Director and Notting 
Hill resident Richard Loncraine. At the same time, visitors to the website could vote for the best fi lm and the 
borough promoted the people-judged winning fi lm. 
 The “bikeminded cycle shorts” fi lm competition was advertised through a lot of press via fi lm websites, local 
websites, cycling blogs, and via twitter and facebook. It was developed together with the design agency to 
maintain a consistent design together with the bikeminded website. Posters and fl yers were produced and 
displayed/distributed in cycle shops, pubs, libraries and cinemas within the target group’s areas. A short 
animation fi lm was also made to attract entries to the competition and attract the local creative target market.
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The website was launched in July 2011 and was online during the duration of the CARMA project. The film 
competition ran from March to July 2012. The average number of visits to the website was approximately 3700 
per month, with a total of 200 000 views of the short film.
 There were 1 700 twitter followers and 1 000 facebook followers with coverage in 16 outlets. There were 10 
entries to the film competition, 1000 views and 600 votes from the public.
 Networks were an important element in implementing the campaign: the CARMA team worked closely with 
the municipality’s press and media team to promote Bikeminded in the local press, and the tax and revenue 
team, who distributed bespoke Bikeminded leaflets to new residents together with bi-weekly local council tax 
billing. The external network with 14 medium and large employers has supported the promotion of Bikeminded 
throughout the campaign. Additionally, cooperation with the municipality’s Olympic team allowed the possibility 
to show the short films at the Exhibition Road Festival during the 2012 Olympic Games.
 A research agency was commissioned to carry out two focus groups to gain feedback from cyclists and non-
cyclists (defined as occasional, actively considering or open to cycling) of the target group. 
 The campaign identity was based on research about the style, feel, imagery and typography that would 
appeal to the target group. With hindsight, it would have been desirable to carry out more thorough user testing 
of the campaign site and this phase should have been clearly delineated in the development of the project and 
budgeted for.
 The borough’s initial problem was a lack of knowledge about social media and PR and how to launch a 
campaign. This was solved by employing social media and PR consultants who provided valuable advice for 
establishment of the cycling brand.
 Following the feedback from the focus groups, minor changes will be made to the website to make it even 
better. Additionally, new groups could be addressed as well.
 The film competition involved low staff time input but high rewards with the engagement on twitter and 
facebook. On the other hand, it was very difficult to engage with the film community so the local authority 
purchased advertising with some of the best film websites to engage the target group.

Conclusions

Visit the bikeminded website! www.bikeminded.org
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Riga

SHOWCASE: RIGA

Riga is the capital and largest city of Latvia with a population of about 700.000 people. The cycling modal split 
is low, but cycling is gaining popularity. The lack of cycling infrastructure is recognised by city offi cials, and 
plans are underway to improve and expand the cycling network. Riga aims to be a cycling friendly city, and it is 
recognised that, along with the development of cycling infrastructure, it is important to promote cycling, and also 
to get other road users to recognise cyclists as a part of the existing traffi c system.  

The city
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•  Use a bicycle more than 3 times per week during the warmer months (April-November).

•  Age 16 to 35 years, technical or higher education, student & officials.

•  Average day trip length 8-14 km to work as well as for leisure.

•  Positive attitude to public transport. Use car or public transport if the trip distance home-work-home is long. 

•  Use a bicycle because they want to be in good health, to save the money and time.

Analysis shows that the groups with the highest number of potential cyclists were:

• School children aged 7-15, young people aged 15-25 and people over the age of 30 who are currently non-cyclists.

• Have an  average monthly income of between€€400-500.

• Cou ld use the bicycle for commuting to work or school or for leisure.

Riga decided to focus on young people, because they are more flexible and ready to try new things (such as 
modes of transport), and also that younger people can maintain their travel habits as they get older, thus making 
it more likely that they will continue to cycle when they get older.
 With a low modal share of cycling, the main aim was to get occasional (or beginner) cyclists to use the bike as 
a mode of transport, rather than just for leisure activities. So we also needed to focus on a more mature group 
of citizens. And since a main concern is cycling in highly trafficked areas. Safe and appropriate cycling behaviour 
were key focus for the campaigns. 

During the development of the communication strategy in Riga and internal discussions, two target groups were 
selected for activities within the CARMA project:

• Y oung people and students aged from 15 to 25.

• I nhabitants aged from 21 to 40.  

The objective of the activities in CARMA was to increase cycling from 3 to 5 % modal share for short trips within 
the lifetime of the project. This through identifying groups of people that provide a large number of potential 
cyclists, and using targeted communication activities on these groups. 

Activities in CARMA were aided by the creation of external networks in the city. External network meetings and 
expert discussions helped to develop a coherent framework for the CARMA activities, including the development 
of the communication strategy, development of communication materials and campaigns, events and seminars, 
understanding barriers and opportunities for cycling, etc. This included the development of a brochure to help 
reduce traffic accidents involving cyclists that was supported by the Latvian Union of Cyclists and the Latvian 
State Road Safety directorate. 

The existing cyclist and their attitudes

The analysis

The target group

The objectives

The networks
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Get to know Riga by bike

IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 1:
BEGINNER CYCLISTS AGED 15-40 WHO DO NOT USE THE BICYCLE 
EVERY DAY

•  Get to know Riga by bike
•  Riga as a cycling friendly city

In Riga, activities focused around a new publication “Get to know Riga by bike” in which cycle routes and safe 
cycling guidance featured. Along with the brochure, safe cycling instruction was given to different groups of 
beginner cyclists: commuters, students and school children.
 Two activities were organised for this target group: “Get to know Riga by bike”, to promote new cycling routes 
and to promote cycling as an activity to make you healthier, and “Riga as a cycle-friendly city” to inform and 
promote safe cycling routes away from highly trafficked roads. The target group for the communication activities 
are people who have their own bike, but who mostly cycle on weekends and during holidays. The target group 
live in areas 5-10 km from the city centre, and do not feel secure in cycling in the city. 
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Riga as a cycling friendly city

The campaigns were organised together with a 
design company to best attract the attention of the 
target group. Seven areas of Riga were chosen where 
the target group were particularly well represented, 
and residents of these areas targeted. This was 
through posters placed at public transport stops, 
and press releases that were taken up by local media 
(print, tv and radio). A brochure was made for the 
campaign “get to know Riga by bike”. 17 000 copies 
of the brochure were printed and distributed, and 
an electronic version uploaded on several websites 
to download. The target group was quite wide, so 
the distribution was also broad. The brochure was 
complemented by a web tool for users to pinpoint 
black spots for cyclists and information on dangerous 
and risky behaviour for cyclists in traffic. 
 Communication about the campaign and brochure 
was made both through traditional media and 
social media (including a video on youtube and a 
facebook page), and the brochure was distributed in 
educational establishments, cycle shops, and during 
events related to cycling and sustainable mobility.

The campaigns took place in June 2011 – June 2012. And according to data obtained during a survey in June 2012: 

•  47 % of respondents perceive Riga as a cycling friendly city,

•  88 % of respondents consider that cycling in Riga is popular and/or rather popular.

Unfortunately, there are no baseline data to compare these figures against, but at the same time the cycling modal 
share has doubled from 3 % in 2009 to 6,4 % in 2012 (those who cycle every or almost every day). 
 The number of people who cycle at least once a week has also increased from 7,6 % in 2009 to 12 % in 2012. 
15 000 copies of the brochure “Get to know Riga by bike” have been distributed, and 8 500 information letters to 
residents have been sent out.  
 The web tool collecting information on cycling black spots has received 420 reports of dangerous or problematic 
spots, and has received about 1 900 visitors per month. Three TV companies made reports on the campaign, 
reaching approximately 140 000 citizens, and radio broadcasts also reached approximately 90 000 listeners.

Conclusions
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Parma

SHOWCASE: CITY OF PARMA

Parma is a city in the north of Italy with about 180.000 inhabitants. The city has a strong tradition of cycling, 
with an estimated 19 % of trips in the city taking place by bike. This places Parma in the second position in Italy 
with regards to cycling. Parma has good cycling conditions: a well-built cycling network of more than 100 km in 
length, a rooted cycling culture among citizens and the political will to further improve cycling conditions. 
 Measures to improve cycling conditions include improved intermodality between bike and public transport, 
increased number of bicycle racks and also efforts to reduce bicycle theft. These infrastructure improvements 
need to be complemented with communication both so that existing cyclists continue to cycle, and new cyclists 
can be found. 

The city



The main information about existing cyclists is that:

• 38 %  cycle every day, or almost every day, 6 % cycle more than once each day, 18 % cycle 3-4 times a week, 
7 % cycle only a few times per month.

• Cyclis ts generally live in urban areas (neighbourhoods near the city centre).

• Th ey are generally upper middle class, higher education, generally between 18-24 and 46-64 years old. 

• Men  cycle more than women. 

• Cyclis ts are mostly employed or retired (with no fundamental distinction with regards to job type).

• Th e primary reasons for cycling are: to avoid traffi c and congestion (57 %), because of the health benefi ts (19 
%), to save money (9 %), to reduce their environmental impact (8 %), for leisure (8 %).

• Cyclin g trips are generally for: visiting family and friends and leisure activities, and less often for trips related to 
work or study.

Analysis through the eXplorer tool, as well as data analysis through the Area Mobility Management Offi ce and 
from a survey on cycling at the university, allowed the identifi cation of the main target groups who provided the 
highest potential. 
 It was found that the cycling modal split for work and school trips is lower than the average for other trip 
purposes (13 % for employees, 23 % for primary students). Cycling is currently not seen as a suitable mode 
of transport for these trips, so employees and primary school students have been chosen as target groups for 
communication activities within CARMA. 
 Many students at the University of Parma come from regions where there is little or no bicycle culture, and 
so they are not used to cycling. At the same time, 81% of students move to Parma in order to follow university 
courses, and most students do not own a car. It follows that there can be high potential for communication 
activities to promote cycling among students. 

The three identifi ed groups that provide a high potential to increase cycling in Parma are:

• E mployees for commuting trips

• Ch ildren aged 6-10 for trips to and from school

• S tudents

The current cyclist and their attitudes

The analysis

The target group
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Internal and external network activities supported the communication efforts to promote cycling in Parma. 
Internal meetings brought together different departments which are working on sustainable mobility, and 
included discussion topics such as bike sharing, bike offi ce, cycling infrastructure, etc.
 At the same time, external networks helped to tackle some issues related to planned activities in CARMA. 
This included involving the cycling NGO FIAB in easing barriers to promoting cycling in workplaces (barriers to 
do with compensation of accidents, and classifi cation of cycling as a dangerous activity), and cooperation with 
the Italian Workers Compensation Authority (INAIL) which was crucial in enabling the promotion of cycling in 
workplaces. Other external networks used included representatives from the university, as well as a local NGO 
(Bicinsieme) that organises “bicycle buses” for children travelling to school.

A high potential for improving cycling in Parma is through increasing commuting trips by bike, getting primary 
school children to cycle to school and getting students to cycle more. Two activities are showcased here: 
targeted activities for school children to learn about an increase safe cycling, a cycle challenge which took place 
in six companies in Parma, and activities to improve cycle commuting for one of the major employers in Parma: 
the university. 

The networking

Overview of activities
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Cycling challenge campaign

IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 2:
COMMUTERS (& STUDENTS)

•  Cycling challenge
•  Advertising Campaign to University’s Employees

Two campaigns took place to encourage more cycling for commuting to work: a cycling challenge held in 6 
companies, and an advertising campaign among employees at Parma University.
 The cycling challenge pits companies against each other to see which company can encourage the highest 
number of employees to cycle to work on a particular day. The overall objective of the campaign is to raise 
awareness among employees of using their bike to get to work, and to increase the individual will to cycle. 
The companies chosen were located in the city centre (accessible by bike), and where many employees live 
within 5km from their workplace. The companies themselves encouraged their employees to take part in the 
challenge, and were supported by CARMA partner “Infomobility”.
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The companies contacted their employees through email, intranet, posters, articels in local newspapers, 
company web site, and the Facebook community. In some cases, companies used their own budget to 
develop the internal communication to involve employees and also to purchase gadgets to be delivered to
the participants (eg: a special scarf to wear while cycling during the cold season).
 The idea to run the cycling challenge came after the team in Parma learnt about the idea and how to 
implement it at a CARMA training event.

Advertising Campaign to University’s Employees

• Use the bike, even if the weather is not good.

• Cycling is good for your health.

• If you use the bike, you save money and time.

• P arma offers more than 100 km of cycle
 paths – use them!

• Cyclin g means respect for the environment.

The key messages used by the companies were:
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In general, the feeling was that the cycling challenge provides a good way in getting people on their bikes and 
getting over the first “mental” barrier to cycling. 7.000 employees received information regarding the cycling 
challenge and 8 % of those took the challenge on the day (560 people), a low turnout on the day of the activity 
(28 November 2012) was due to extremely bad weather on that day. 
 In Parma, the competition between companies encouraged people to cycle even when it was raining heavily 
(more than would normally be expected to cycle given the weather conditions).
 The activity was viewed positively, not only considering the number of people involved in the competition, 
but especially for increasing awareness of cycling and the work that Parma is doing to encourage cycling. The 
costs were low and the companies were happy with their involvement, with some suggesting that the cycling 
challenge should become an annual event.
 At the university, the campaign took place from June 2011 to September 2012. In total 4.500 leaflets were 
distributed in 25 car parks, 100 posters were displayed in university buildings and it was estimated that 2.000 
employees were reached. 
 From 2010 to 2013 there was an increase of 3% (from 20% to 23%) of employees of the University who travel 
to work by bicycle. The data were collected in 2010 through the University’s workplace travel plan, and in 2013 
the survey was carried out through interviews with a sample of employees at the University. The survey also 
revealed that: 89% of employees at the university believe that the image of the bike has improved in the last 3 
years, with 52 % believing it to be much improved. 59 % of employees interviewed believe that the image of 
Parma as a bicycle friendly city has improved in the last 3 years.

The greatest success of this activity seems to be the agreement for the construction of the bike path to reach 
the Campus. The plan will be realised by the Municipality after several meetings and focus groups with the 
municipality, Infomobility and the university, along with input from students and employees.

The university campaign also had the aim to reduce car commuting and increase cycle commuting. The idea 
was to improve the perceived image of the bicycle as an efficient means of transport.
 At the same time, the university wanted to reduce the parking problems at the university buildings with too 
many cars for the spaces available. A workplace travel plan from 2010 revealed that 46% of car commuters who 
live in the city would be willing to cycle if there were better conditions for cyclists. 
 A design company was involved in designing the promotional materials for the campaign. They developed 
the concept of “bike generation” with which they wanted to create a sense of belonging based on the values 
of innovation, togetherness, progress, and future values. The idea was that these values also match the use 
of bicycles as a mode of environmentally friendly transport. The campaign was targeted at the university 
employees by using testimonials from their peers – existing cycle commuters employed at the university, along 
with pictures of the employees with their bikes. The headline of the campaign was “Cycling People”, and three 
themes were included in the materials to highlight the positive benefits of cycling, with a focus particularly on the 
health aspects.
 Promotional materials included postcards which were distributed directly to car commuters arriving in car 
parks; posters displayed throughout the university; details on the university website and through facebook, and 
articles in the local press. 

Conclusions

Advertising Campaign to University’s Employees
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SHOWCASE: BUDAPEST

Budapest is the capital of Hungary with a population of approximately 1.7 million. The cycling modal share in the 
city is currently very low, only about 1%. Cycling is still generally not considered as a serious transport mode, 
neither by residents nor by most government offi cials. And as a result there is little or no infrastructure for cyclists 
in the city. Still cycling is growing in popularity, mainly due to bottom up initiatives by certain groups.

The city

Budapest
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The CARMA partner in Budapest was the Hungarian Cyclists’ Club HCC (Magyar Kerékpárosklub). The HCC 
noted that the city lacked a common, well-established policy or strategy for the promotion of cycling. This 
caused difficulties in terms of cycle infrastructure development (as well as conflicts with other transport modes), 
and thus barriers hindering the individual will to cycle. CARMA helped to break down these barriers as well 
as improving the coordination of efforts between the HCC and the Municipality of Budapest. A strategic and 
targeted communication, and a common vision from the HCC and local government allowed for a more effective 
promotion of cycling.

•  Analysis revealed that 40% had a positive attitude 
towards cycling in general, while 20% were only 
positive to cycling as a leisure activity. 

•  The most frequent cyclists were generally young 
people aged between 15-29.

•  11% of the citizens of Budapest represent the group 
“existing cyclists”. These people use the bicycle as 
means of transport at least once every two weeks.

•  49% of the group above use their bikes as means 
of transport 10 days out of 14, making them regular 
cyclists.

•  Existing cyclists enjoy riding a bike, regard the 
bicycle as a means of transport and are open 
to using a public bike system, but does not feel 
confident cycling in traffic.

•  Existing cyclists generally have a negative attitude 
towards public transport (it is regarded as too slow)

•  Walking is seen as a complementary mode of 
transport to cycling for short distances, e.g. for 
shopping.

The target group chosen for CARMA activities were young, educated people, men rather than women, open to 
cycling, but not yet confident in cycling in traffic.

The different activities aimed to fulfil all three of CARMA’s wider aims, namely to: 

•  improve the image of the bicycle as a mode of transport for the target group; 

•  improve the image of the city as cycle friendly and safe; 

•  increase the individual will to cycle.

The project partner

The existing cyclists and their attitudes

The target group
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IMPLEMENTATION OF ACTIVITIES FOR TARGET GROUP 1: 
YOUNG, NOT CONFIDENT

• T he Bike In campaign
• T he Bike police

The Bike In campaign
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A bike police team was also set up: this was a group of 10 policemen who cycled around Budapest 7am – 7pm 
instead of using the car. The bike police team were men aged 20-30 (the same as the target group) and were 
also involved in giving safety and general cycling advice to the participants of the Bike In campaign (through 
both lectures about road safety and through practical cycle training). 
 The idea was that the existence of the bike police as well as the media attention for the Bike In campaign 
helped to increase acceptance of cycling in the city among the target group as well as to increase the perceived 
safety level of cyclists in the city, and the Bike In campaign also helped to increase the individual will to cycle.

The Bike police

The Bike In campaign

The Bike In campaign focused on improving the confidence of new cyclists in Budapest. This was achieved 
through guided bike rides, training with qualified instructors and distribution of a cyclist booklet. 
 The participants had the chance to practice cycling skills in a safe environment, including Sunday rides, and 
to get advice and information from qualified instructors. The Sunday rides continued to take place once a month 
after the project ended. The participants were recruited through several channels: social media (particularly 
Facebook), websites, and traditional media including radio and television.
 An important aim was improving the citys image as cycle-friendly and safe, and the media attention was an 
important part of this.
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The Bike In events was monitored, and a simple questionnaire distributed to participants. On average 15 people 
took part in the Bike In sunday rides. 90% of the respondents to the questionnaire, said that they used the bike 
as a method of transport two months after attending a Bike In event.
 The use of social media was one of the main ways to reach out to the target group, especially through the 
HCC’s (Hungarian Cyclists Club) Facebook page. Although this was not formally monitored or evaluated, the 
events and the introduction of the bike police created a buzz on the Facebook page, with a positive feeling 
about cycling to improve how people viewed cycling in the city. The choice to include Bike police and involve 
them in the HCC activities was viewed well since the police are respected role models, and it is good to see 
them supporting cycling and encouraging safe cycling.
 An important part of the activities was in the cooperation between HCC, the police and the local authority as 
a unified body in showing that cycling is indeed an important mode that is taken seriously by the authorities, and 
that cycling is not as dangerous as most often perceived. 
 The campaign used existing social media channels to a great extent. In the future we will engage in more 
outreach activities to reach a bigger part of the target group. It could be better to have, for example, more bike 
police on duty during rush hour, so that motorists (who perhaps would never visit the HCC’s Facebook page) 
could also become aware of the activities, and start to think about cycling in a new light.

To improve the information on safe cycling in Budapest, and as a part of the CARMA activities, the HCC 
provided a cyclist booklet for travellers. The booklet includes information on the latest legislation relevant to 
cyclists, safe cycling information for cyclists, and safe driving information for car drivers when they meet cyclists 
on the road. 

The 56 page booklet was compiled by experts on urban cycling, and information about the publication was 
included online, through social media, bicycle vendors, on-street activities, and also a TV interview.

Although the booklet itself was written for a wide target group, it is an important tool in communicating about 
cycling even to more refined target groups, and as such, an important tool for CARMA activities to particular 
target groups.

In a cycling “starter” city such as Budapest, providing information about cycling, and what is being done to 
improve cycling, is crucial in order for the general opinion to change, and for cycling to be accepted as a ‘norm’. 
It is also an important tool in communicating to individual target groups as well as in raising the image of cycling 
in the city.

Conclusions

Cyclist booklet
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To get people to start cycling requires changing their beliefs, perceptions and attitudes to cycling. This is a 
very challenging marketing task, and to succeed you need to work professionally. Study the art of planning 
communication campaigns. Seek advice and don’t start without having a proper communication plan. And 
remember that good communication cannot make up for a poor product (i.e. poor infrastructure and services).

In marketing it is always important to know the people you are trying to reach. In targeted communication it is 
of course even more essential. So always do a proper research. Get to know your cyclist – who they are, where 
they live, what they do in their spare time, what papers they read etc. 

To succeed you are going to need a lot of help from your friends. Find out who they are. Which departments 
need to be engaged in you activities? Who decides where the money goes?  Who is supporting whom and 
why? And don’t forget about the Non Governmental Organisations. What they say often comes out as more 
likeable and more credible among your target audiences. Maybe they should be the ones sending your 
message? 

Changing peoples travelling behaviour takes time. Just the initial stage of performing your research, identifying 
your target groups and building your networks is going to take time. So be patient. Don’t expect miracles. 
Stick to your plan and your target group and keep working.

•  Know what you are talking about

•  Know your cyclist

•  Know your allies

•  Be patient

CONCLUDING REMARKS
Some words of advice
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•  Know your cyclists – do a proper research
 Find out what their demographic profile is, what they 

do in their spare time, what hobbies they have, what 
papers they read, etc.

•  Focus on those segments of the population most 
likely to react positively - those who were thinking 
about cycling or have cycled in the past and for a 
variety of reasons stopped doing it.

•  Define your single minded proposition and 
consistently apply it to all your activities and 
campaigns. Also be clear every time what your call 
to action is.

•  Include evaluation methods of your project from the 
outset - seek for professional advice on evaluation 
and research specialists to guarantee the reliability of 
your findings.

•  Think strategically how your project fits in with 
activities, overall aims and policies of your 
organisation - find and create the links, identify 
opportunities for working in partnerships and try to 
gain management support from the beginning.

•  Use your already existing networks to promote your 
new project and try and adapt your project to their 
needs too. In this way you are more likely to gain 
their buy-in.

•  Identify the unique selling points of your project, 
what makes it stand out from the rest as they will 
become your strengths.

•  Allow yourself/ your team to be creative, try out new 
ideas and take risks.

•  Existing monitoring tools like the digipanel and 
citizens survey proofed to be very helpful in 
monitoring and measuring results of activities, but 
also overall developments and policies.

•  Targeted campaigns are cost effective, give better 
results and can be measured better.

•  Marketing from the beginning – don´t forget that 
infrastructure is communication.

•  Behavior change takes time - lasting change is not 
created overnight.

•  Local adaptation – what is unique in your city – use 
that.

•  Connect cycling to everyday activities – cyclists are 
not a homogeneous group

•  You can´t make it on your own – cooperate with 
other actors.

•  Collaboration with NGOs is very important, strategic 
and fundamental - it is free and of a good quality 
too. 

•  Networks and partnership allow valuable information 
for reshaping the communication strategy as well as 
implementing communication campaigns. 

•  Keep meetings in a manageable size, so that 
they are interactive and allow everyone present to 
express him/herself.  

•  Bearing in mind that cyclers are rather informal 
people so should the meetings held with them and 
their representatives. Too formal and bureaucratic 
approach can kill the spirit of such a network idea. 

•  Using the marketing methodology of the 5 P’s 
(Product, People, Price, Place, Promotion) helps 
shaping the campaign and forces to focus more, 
with better results at the end.

•  Through better and more intensive collaboration 
(both internally and externally) it proofed to be 
possible to make policies, planning and design more 
“bicycle inclusive”. 

Here are some tips and recommendations from the CARMA Cities
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