	[image: image1.png]European Gorferonco on Nioblty Managermont

ECOMM




	4th – 6th June 2008

Travel Demand Management

Tackling Climate Change



	Call For Papers



	Name:
	Kathryn King

	Position:
	Senior Transport Planner

	Organisation:
	London Borough Of Islington

	Address:
	222 Upper Street, London N1 1XR

	Email:
	Kathryn.king@islington.gov.uk

	Telephone:
	020 7527 2062

	Fax:
	

	Title of Presentation:
	Targeting travel information in Islington

	Summary
	Islington council has produced two groundbreaking borough guides in the past year.  Utilizing research carried out for TfL by Dragon, the council targeted the two social groups most likely to change their travel behaviour.  By targeting these groups the council ensured that guides were as effective as possible.  

Walk Islington aims to overcome pedestrians’ fear of the unknown by raising awareness of the borough and its attractions.  It covers the benefits of walking and includes 6 themed walks across Islington.  The guide was designed primarily with women in mind, but was not explicitly labelled ‘for women’. Interviews with three inspirational female residents and their favourite locations helped personalise the content. The distribution was targeted by launching the guide in January and piggy-backing onto the plethora of marketing on health issues during this period.  5000 guides were handed out at cafes, local boutiques, pubs and GP surgeries.  

Cycle Islington targets young men through its design and content, though once again it was not explicitly labelled ‘for men’.  It covers the benefits of cycling, focusing on areas the target group respond well to- control of time, speed, their health and costs.  The guide includes a beginners guide to cycling, some popular commuting routes across Islington and interviews with famous and interesting local cyclists.  The guide was launched during Bike Week and the 5000 guides were distributed through events, cycle shops, pubs and local shops.  

	Background & Objectives
	Objective: To encourage two specific target groups to walk and cycle.  

The Walk Islington guide was aimed at young women, aged 20 – 40 in professional positions or with young children, with the intention to increase the number of these women walking for leisure and commuting trips.  

Cycle Islington targeted young professional men, aiming to increase the percentage of this target group that cycles to work.


	Implementation & Results
	The guides both included response slips in order to evaluate their effect.  Feedback was overwhelmingly positive.  For the Walk Islington, 98% of respondents liked the design, 95% said that the guide motivated them to walk more.  The guide received critical acclaim from Living Streets and the Ramblers Association.  

Cycle Islington was also very well received.  A 10% response rate was achieved, of those 94% liked the design. 90% of the respondents felt that the guide motivated them to cycle more and 94% thought the guide was useful. 

The guides were further recognized as an innovation in London with a number of awards.  Walk Islington won the Travel Awareness Campaign of the Year at the London Sustainable Transport Awards.  Cycle Islington won Best Art Direction at the Green Awards for Creative Marketing and Communication Campaigns, and was praised for its combination of exceptional design and practical information.  

	Conclusions
	Both Walk Islington and Cycle Islington proved to be very successful, not only with their target group but also with residents in general.  This was due to the high quality design used and improved distribution channels allowing more residents’ access to the guides.

These two projects prove how successful travel information can be in changing travel behaviours, so long as the information is well designed and targeted to a specific social group.  Too often local authorities aim to please all social groups by producing generic documents that fail to appeal to anyone.  Too often the materials are distributed through council offices and libraries with no thought given to where residents are likely to pick up travel information.

Well targeted, well designed travel information should be a key tool in the promotion of sustainable transport.  Islington Council has shown just how successful it can be.
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