PROJECT DESIGN

- All numbers in Persons -

Bend

Eugene

Salem

* Before Study

- Mail-back household survey
of travel behavior

1,264 net (61%)
Jan/Feb 2006

1,318 net (62%)
Oct/Nov 2005

1,220 net (60%)
Oct/Nov 2005

* Individualized Marketing
Campaign

1,200 net (gross)
Feb/Mar 2006

1,200 net (gross)
Nov/Dec 2005
Mar/Apr 2006

1,200 net (gross)
Nov/Dec 2005
Mar/Apr 2006

e After Study

- Mail-back household survey
of travel behavior

690 Target (61%)
661 Control (60%)
Jun/Jul 2006

805 Target (74%)
670 Control (61%)
Jun/Jul 2006

733 Target (72%)
650 Control (60%)
Jun/Jul 2006

In-depth Interviews
(All 3 cities)

* Face-to-face
* Target group: 206 (68%)

* Control group: 184 (60%)




MODE CHOICE

Walking
Bicycle

Motorcycle

Car as driver

Car as
passenger

Public
transportationaa m




EVOLUTION OF CAR TRAFFIC I

0

- Eugene -
Past few years Evolution till 2010
Increase | gg 13 '!Sgg?t?\?ee" 8 76 | Increase
Increase
"negative” 68
76

No
increase
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No
increase



EXPECTATIONS FROM TRANSPORT
POLICY/PLANNING

Portland- Portland-

Bend Eugene Salem Freferential Multnomah Interstate EU
2006 2006 2006 should be given to... 2003 2005 1991
14 | 14 | 21 | ~motarsed 20 14 15
86 86 79 80 86 85



PRIVATE CAR TRIPS PER YEAR I ¥
- Eugene -
All trips per year 880
Er&%sere]rewtlrely within 774
76 mi 20m Som S0 m Over Total
(9 0.7 mi) (9 1.8 mi) @ 2.9 mi) J 4.4 mi) 5.0 mi
Work 20 26 34 51 75 206 27%
Shoping oo | 48 67 40 52 43 250 ||32%
Leisure 31 37 38 53 58 217 28%
Other 22 20 16 19 24 101 13%
Total 121 150 128 175 200 774
16% 19% 16% 23% 26%




POTENTIALS FOR CHANGE I

- All 3 cities -
Trips per Decrease by
Main mode person/year one eighth (12%)
Walking
"5 ¢ [ Valking (60 4 P

faY N

) = Motorcycle =
Carr | =4 B
69 as driver 797 = (
- 96 :J:
. Two :
Car as | . |
23 passenger 258 . tips
| per |
Public . week |
2 4 transportation 27 Lo ’




THE HOMEOPATHIC WAY I

MOTIVATION and EMPOWERMENT

PARTNERSHIP and DIALOGUE

PERSONALIZED and CUSTOMIZED

“POSSIBLE” TRIPS and “SMALL’ CHANGES




NP
A GLOBAL APPROACH I

e

250 projects
with more than 3,500,000 target persons



INDIVIDUALIZED MARKETING I

- ODOT (all 3 cities) -

3,600 Persons

Y

SEGMENTATION

Y

Y
Y Y

"R without"

IIR Withll IIIII

264

96 1,392

L]

Y Y

||+||

Reward

Motivation

Reward Direct contact

Letter
“Car information”

Y

Information

\

Personal delivery (bicycle)

Y

Home visits / System experience

Y

Evaluation




SEGMENTATION I

\
°®® O Q
o S & S o X QO&(:\*\O({;;&(O ‘\\*é& &\é\b &
F & P & o NN & o & &
neesed 490 340133 3527 |41 36 37 40 51 39
12 12
of ovironmen- 07 19 12
®’?all(§/friendly 6 32 46 26 32 9
modes
Not-
@ interested/
-interesting |45 54 P| 55 33|/ |27 33| |37 31/ [41) [40) 49




TRAVELSMART EFFECT

- Target group -

Bend Eugene Salem
Without With Without With Without With
TravelSmart TravelSmart TravelSmart  TravelSmart TravelSmart TravelSmart
Before with Control  After Before with Control After Before with Control  After
group effect group effect group effect

Bicycle

B0
Motorcycle
Car as driver | 09 64 67 64 72 64
C
p:srsaesnger 21 22
4

Public
transportation ~0

H_il
1
:
3

—r
(o]
N\
im
o
N
Im
—h
lm
(6)]



Trips per
person
per year

“Oregon Total”

Without

TravelSmart

MODE CHOICE I

With
TravelSmart

Relative
changes

Bend

Eugene

Salem

Walking
Bicycle

Motorcycle

Car
as driver

Car as
passenger

Public
transportation

T2l

760

224

o

699

242

-~ 8 19

+24% !

-8%

+35% !

-10%

+17% !

+19% !

-3%

11%

+19%




Trips per person
per year

MODE CHOICE I

- Eugene + Salem -

Total

Relative change

IM-Phase | IM-Phase I

Walking
Bicycle

Motorcycle

Car as driver

Car as passenger

Bus

+18% !

-7%

+13%

“+100%

+18% ! +19% !

-5% -9%

+10% +16%

“+80% (+150% /




CAR REDUCTION

Bend Eugene Salem

Trips Miles Trips Miles Trips Miles

-10% | - 5% -3% | 7% -11% | -13%




REDUCTION OF CAR MILEAGE

-12%| |-8%/| ||-8%| |[-11%| | -4% |-12% 5% | -1% || [-13%




ANALYSIS OF SITUATIONS I

CONSTRAINTS

"OBJECTIVE" CHOICE
ALTERNATIVE MODE

(INFORMATION ABOUT
ALTERNATIVE MODE)

EVALUATION AND PERCEPTION
TIME - INFRASTRUCTURE)- (COSTS)- COMFORT

SUBJECTIVE DISPOSITION/
COMMUNITY CLIMATE

USE OF ALTERNATIVE MODES
"OBJECTIVELY" AND
SUBJECTIVELY POSSIBLE




CAR TRIPS (YEAR) I

- Eugene; trips within Eugene -

Possibilities
Total for reduction

774 333

Car use solely

for subjective
reasons; alternative

(43%) available

441

Constraints
and / or no
alternative

(1 OO%) (57%) available




POTENTIAL FOR CHANGE

- Car trips -
‘@ oY
) RN g S >°
& & e 6}0(\ @é@ 2 o o © & QQ}\QQ%&Q é\@ ; (\Qfe > >
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57 57 50 49 43 ..., 56 52 51 47 46 39 54 50 45 43 53 47 51 |52 44 43 43 37
for
subjec-
tive
reasons,
alterna-
tive L
available | NN
L e V| ]
Con-
straints
and / or
no alter-
native
43 50 (51| |57 ) available 46 57) |47 49)) |48|)|56|57| 57|/ 63




POTENTIALS FOR PUBLIC TRANSPORTATION l

- Eugene 2006 -

Actual

usageé Only subjective reasons
against public transportation

Constraints

No adequate
connection



(ﬁ N
POTENTIALS FOR CHANGE

- Eugene 2006 -

Potentials for Potentials Potentials
Public Transportation for Bicycling for Walking
Actual

usage

Constraints

‘5,

Sl e

No adequate
alternative



FREE OF CHOICE I W

- Eugene 2006 -

Car as Car as Public
Walking Bicycling driver passenger Transportation
Car as
driver 12
Bicycling 0
' Car as
Walklng 3 passenger 5
0
N-Public
N- N- N-Car N-Car as
Walking| 9 Bicycling| 9 as driver| 1 passenger| 3 trantz%%rr; 2

Tota o | (13 ] 2 ]



{ﬁ NP
DOES NOT LIFE TELL US:

People have:

Expectations I ..and ... Experiences I

Expectations can be higher than Experiences

Experiences can meet Expectations I

Experiences can be better than Expectations




PT

Walking

Bicycling

COMPARISON I

- Comparable attributes -

Index of Index of
Expectations Experiences

Bend Eugene Salem

438 475
417 478
SRS




Without
TravelSmart

CAR MILEAGE I

- “Oregon Total” -

With
TravelSmart

3,160 (Private) Cars in total 3,180

o7 | Mespeersds |
14.8 m Total(:r;rige(sj;yesr)year 13.5 m
Reduction 13 m

(miles per year)

Relative reduction

-9%
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