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Workshop: Influencing Travel Behaviours at Major Sports
Events - Learning Lessons for Local Transport Planning
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Who went?
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One problem in common
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Understanding the problem"

100%

Articulate the problem"

Demand > supply

80%
60%
40%

Demand = supply

20%
0%
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Determine simple messages you want to convey and do it creatively"".
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and do it across multiple channels consistently.

.

then use multiple sources of information to ‘bend’ demand .
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So what’s possible

.

England 2015 Rugby World Cup
• Major road closure at Twickenham but no net change in traffic levels or rerouting in
the area.
• London Waterloo Station saw slight reduction in numbers through it during peak
hour (but increases elsewhere)
• Sustained changes?
Glasgow 2014 Commonwealth Games
• 42% of the community claimed they changed their travel behaviour during the
Games (factored down to 20%)
• In terms of legacy, 3% of people said they would definitely continue with their
changed travel behaviour after the Games and 21% said they might
London 2012 Olympic Games
• c30% of Londoner changed their travel behaviour (retiming)
• 1 million additional journeys on London’s underground
• 12 months later 10% were still using their ‘new’ behaviour
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Workshop Activity 1:
Topic: What situations could be used in the same way as a major
event to influence travel behaviours – any current examples?
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Some ideas…..
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•

The construction of a new piece of transport infrastructure

•

The construction of a major new development area

•

The introduction of a new parking policy

•

Major engineering or maintenance works

•

The opening of a new transport infrastructure/service
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Workshop Activity 2:
Topic: For chosen example come up with the top 5 priority actions to
maximise the change in travel behaviour (non-infrastructure
related).
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Some ideas…..

•

Understand what new travel behaviours you are aiming for and over
what time-frame.

•

Identify the core messages you want to convey and then develop the
tools required to articulate/enable the bending of demand required.

•

Confirm the right mix of communications channels to convey it.

•

Engage the stakeholders you need to adopt and disseminate the
message.

•

Monitor behaviours and adapt the messaging accordingly.
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Workshop Activity 3:
Topic: What are the barriers (institutional or otherwise) to using
these sorts of opportunities and how can they be overcome
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Case Studies: TDM Disruption Mitigation for Ottawa and London
TDM for the City of Ottawa
In 2008 our consultants led some work for City of Ottawa in connection with the proposed LRT scheme for the City. The road closures associated with the four
year construction phase were expected to result in considerable disruption on the City roads affected both highway and transit users. There was local concern
that this in turn could lead to an undue impact on businesses, colleges and hospitals across the City.
The work our consultants led resulted in a Travel Choices Strategy for the City that incorporated both a TDM Plan and a Communications and Outreach Plan. The
strategy was developed with a view to be integrated with existing TDM activities and with the intention of providing legacy once the LRT was operational.
Development of the strategy included a considerable research and stakeholder engagement phase and analysis of travel preferences to inform geographically
targeted initiatives, and a cost-effectiveness analysis of TDM measures.
The final programme included improved transit information, an online journey planner, workplace and campus engagement programs, and personalised travel
planning for households in most impacted areas. Also included was a detailed communications plan incorporating key audience messaging, outreach tools, tactics
and media management.
The LRT (known as the Confederation Line) is now under construction. The outcomes of the complementary TDM programme are awaited with interest.
Travel Demand Management for London
The TDM programme that was delivered during the London 2012 Olympic and Paralympic Games resulted in an unprecedented 35% of Londoners changing their
travel behaviours with over 10% of them continuing their new behaviour after the event. Our consultants led the majority of the work covered by that
programme including all of the TDM marketing communications, the development and mobilisation of the business engagement strategy and the overall coordination of TDM for non-London venues.
Immediately following the London 2012 Games and in recognition of the role that TDM measures have to play in the City, Transport for London introduced a new
team within its operations. This team was dedicated solely to the development and delivery of TDM solutions not only for future events but also in connection
with major transport infrastructure programmes.
In 2013 and 2014 London successfully hosted a number of major on-road cycling races each of which had associated with it a package of TDM mitigation measures
to help overcome the associated disruption arising from road closures. During 2014 Transport for London’s TDM team working closely with the rail industry has
been developing and implementing TDM mitigation measures alongside the construction work for the multi-million pound reconfiguration of London Bridge, one
of the City’s largest mainline stations. In addition to direct engagement with local employers to understand how they can adjust their operation and that of their
staff and visitors to minimise impacts there has been considerable emphasis placed on local marketing communication activities to reach rail users across a wide
area.
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In summary
Understand and be precise about the travel behaviours required as versus current.
Focus on tangible problems that need solving and that will resonate with the target
audience.
3. Be imaginative in identifying the opportunity to apply demand management thinking
4. Use simple messages - embrace the principles of the 4Rs as a means of providing
users with achievable and adoptable alternatives.
5. Be creative both in illustrating the issue to the target audience and then in influencing
their travel choice.
6. Use all means available to bend demand to the way in which you wish it to happen.
7. Be co-ordinated in the messages you want people to hear across all the relevant
stakeholders.
8. Use the right mix of communications channels for the audience you are targeting.
9. Regularly monitor travel behaviours to know if you’re on track.
10. Build-in ‘mitigation impact’ funding within project costs.
1.
2.

If money is tight why not focus on influencing behaviours of the community
around a known intervention and work hard to capture sustained changes
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Thank you

Jon Foley
jon@acttravelwise.org
Telephone: 07454 388379
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