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 Summary 
The dependence on the car in everyday travel has increased enormously in the last 
decades. This has serious and growing consequences for the environment and health and 
for many communities damaged by road traffic. At the same time, these consequences are 
very expensive for business, environment and society. Ways have to be found to overcome 
this car dependency and make people use other modes of transport. 

 
The traditional approach to achieve mode change has been through the provision of 
transport services and infrastructure, including pricing and longer term land use policies. 
They are surely necessary for an increased use of the transport system, but they are only 
of limited value if people are unaware of the system improvements. 

 
In order to make people change their personal travel behaviour people need to be aware of 
decent alternatives to car travel. One might think that all necessary information about these 
alternatives – walking, cycling and public transport – is readily available. But all empirical 
surveys show that this information does not reach the respective target group. If the 
concept of customer orientation is taken at all seriously, information has to be brought to 
the customer instead of expecting him/ her to catch it from the provider. 

 
Recognising this lack of information and motivation that caused an opposition to the use of 
public transport Socialdata developed the concept of Individualised Marketing (IndiMark®), 
a dialogue-based technique for promoting the use of public transport, cycling and walking 
as alternatives to car travel. It is a programme based on a targeted, personalised, 
customised marketing approach which empowers people to change their travel behaviour. 
Using these “soft policies” to make people think about their travel behaviour has proven to 
be highly successful in achieving shifts in mode from the car; shifts that are proving to be 
sustained in the longer term. 

 
Socialdata conducted many pilot projects in different European countries and in Australia 
where Individualised Marketing has been applied successfully. In all these projects a 
reduction of car usage around 10% has been achieved. The increase especially in walking 
and cycling has been great. In the meantime there have been several large scale 
application with several tenthousand participants. The evaluation of these projects shows 
that the reduction of car usage was even greater than in the pilot projects. The use of the 
car could be reduced by 14% in South Perth. Similar results were achieved in two other 
large scale applications in Germany (-12%) and Sweden (-13%) and evaluations made one 
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and two years after the IndiMark®-campaign show that the results are sustainable. For 
environmentally friendly modes a strong increase in usage could be noticed. In the South 
Perth project for example increases in walking of 35%, cycling (61%) and public transport 
(17%) were reached. Results from other large scale applications will be available soon. 

 
This shows that Individualised Marketing is a cost-effective measure to reduce the number 
of car trips sustainably without constraining people’s mobility. It is not necessary to 
completely change people’s lifestyle. If everyone could change using public transport, 
walking or cycling just once a week instead of using the car, this would have a great effect 
overall. Reducing our reliance on cars has many environmental and health benefits – traffic 
congestion will decrease, air quality will improve, there would be less road trauma, and 
people will be fitter and healthier.  
 
 
1 Perth, Western Australia 
By world standards, car use in the Perth metropolitan area, Western Australia, is high, with 
about 80% of all personal trips currently undertaken as either a car driver or a passenger.  
Since 1986, the number of car trips as driver has increased alarmingly, and many would 
think the task of changing travel behaviour in such a car-dominated city as Perth would be 
difficult, if not impossible. 
 
The municipality of South Perth comprises seven suburbs in close proximity to Perth City 
Centre, with a population of around 35,000.  It provides a wide variety of travel  
options to residents and visitors, through an extensive network of cycleways, walkways, bus 
routes and a ferry service.  

 
 1.1 Existing Behaviour Trends 
 

A comparison of mobility survey results of South Perth residents on an average day in 1986 
and 1997 reveals the changes in main mode share over time in the travel behaviour of local 
residents (Fig. 1).  What is interesting, is that the amount of travel has remained virtually 
the same, only the way people travel has changed.  
 
 
Figure 1 Mode Choice in South Perth 
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The share of all environmentally friendly modes has decreased, walking from 15% to 12%; 
bicycle from 3% to 2%; public transport from 7% to 6%. These trips have been switched to 
the car as driver, the share of which has increased by five percentage points (from 55% to 
60%) over the eleven years.  The use of car as passenger has remained constant (20%). 

 
1.2 Potential for Change 
Further in-depth research was carried out from the 1997 mobility survey to obtain the 
reasons for an individual’s mode choice for each trip.  This analysis was supported by 
follow-up interviews, identifying the awareness, perception and choice barriers currently 
preventing individuals from using real alternatives.  These analyses make it possible to 
differentiate clearly between people’s subjective and objective situations and, with this 
information, to determine the opportunities for travel behaviour change to environmentally 
friendly modes.  

 
 

Figure 2 Potential for Environmentally-friendly Modes 
 

 

 

In South Perth, 80% of trips are made by motorised private modes and 20% by 
environmentally friendly modes.  15% of the trips undertaken by private car, use the car 
because there are constraints to using alternatives (Fig. 2).  As these constraints could be 
because the car is used for business reasons, or to carry heavy parcels, these trips have 
limited potential for change.  A further 31% of trips would require system improvements, 
such as the provision of an adequate bus connection or improved walking and cycling 
facilities, before a switch could be made. 

 
However, for about one third of the trips (34%) there are only subjective reasons against 
the use of alternative modes.  For these trips, if a behavioural approach to mode change is 
applied, changes are possible without the need for system improvements, pricing or 
changes in land use policy.  This group has the greatest potential for change and is the 
focus for the travel behaviour change programme.  
 
This programme would require no system improvements, only the implementation of a 
travel behaviour programme to inform, motivate and encourage people to use 
environmentally friendly modes - including the 20% of trips that already use alternative 
modes, so that they are not lost to motorised travel. 



         Socialdata 
 
 

 4 

The lack of information is an important reason why public transport is not used more often, 
although it is a real alternative. In South Perth half of the population is not informed 
sufficiently (Fig. 3). 
 
Figure 3 Extend of Information 

 
Although one might think that in the information-technology area people should be informed  
better, research shows the opposite. The extend of information has decreased in the last 20 
years. 
 
Besides this lack of information the negative perception of public transport, especially of the 
travel time, is another reason why alternative modes are not used.  
 
Figure 4 Perception of Traveltime 

 
The inhabitants of South Perth overestimate the time they would need for a trip by Public 
Transport by half of the actual time. They believe, the trip by car would be much faster than 
it actually is (Fig. 4). 
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2  Individualised Marketing - The Basic Principles 
 
Using the "soft policy" approach, measures to activate these opportunities for change must 
be professionally adapted to the specific needs of the alternative modes as well as to the 
potential customers.  It might be thought that all the necessary information about alternative 
modes - such as walking, cycling and public transport - is readily available.  But all empirical 
surveys show that this information does not reach the respective target groups.  Even with 
more sophisticated marketing methods, the (potential) customer is still required to enquire 
for information (e.g. customer information centres).   
 
Priority has to be given to distributing information effectively.  If the concept of customer 
orientation is taken seriously, information has to be "brought" to the customer instead of 
expecting him/her to get it from the provider. 
 
In the 1990s Socialdata undertook a series of projects of an experimental nature, in order to 
prove the effectiveness of so-called "soft policies" for public transport. The starting point of 
these experiments was the recognition that much opposition to the use public transport is 
due to a lack of information and motivation. 
 
Potential users of public transport were contacted directly, to motivate them to think about 
their travel behaviour.  They were then thoroughly informed about the availability of public 
transport to meet their specific needs.  As an added incentive, selected test candidates 
were given a special ticket to use the public transport system free of charge for one month. 
 
 The first experiment was carried out in 1991 in the German city of Kassel.  This was 
extremely successful: the use of public transport for the test group nearly doubled, with 
constant mobility indicators.  A similarly encouraging result came from a second experiment 
in Nuremberg in 1993.  These results remained nearly constant for almost four years 
(without further measures).  Both experiments showed that the largest percentage of new 
trips was won in off-peak traffic periods (the field with the largest potential).   
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2.1 The "Switching to Public Transport" Project 
 
These findings led to an International demonstration project called “Switching to Public 
Transport”, initiated by the UITP (International Union of Public Transport) - an operators' 
association, with scientific leadership from Socialdata.  About 45 projects in 13 European 
nations were carried out (Fig. 5) and these projects were hugely successful (Laconte and 
Brög, 1998, Brög, 2000). 

 

Figure 5 The UITP "Switching to Public Transport" Project 
 

 
 
This demonstration of Individualised Marketing showed that personalised encouragement, 
motivation and information could lead to considerable increases in public transport use,  
that the approach could be applied on a large scale and that it was relevant for many, very 
different, countries. 
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3 The South Perth Pilot Study  
 

In Western Australia, the Department of Transport has developed TravelSmart®, an 
integrated approach to encourage people to be less reliant on car usage by providing travel 
behaviour change programmes.  TravelSmart® is a world-first initiative to help preserve 
Western Australia's environment and quality of life. It is about empowering people, by 
providing them with localised information, advice and encouragement about alternative 
modes of transport, and leaving the choice to them.  Individualised Marketing is part of this 
integrated approach (Department of Transport, 1999. Department of Transport, 2001. www. 
travelsmart.transport.wa.gov.au) 
 
In 1997, Socialdata Australia was contracted by the Department of Transport to provide an 
Individualised Marketing (IndiMark®) pilot study in the City of South Perth.  
 
The pilot study consisted of applying the IndiMark® system, with 'before' and 'after' studies 
to evaluate changes in travel behaviour.  Further evaluations were carried out at a later 
date to determine whether the changes were sustained (Goulias, 2001).  

 
 

 Figure 6 Mode Choice in South Perth Before and After the IndiMark Pilot 
  Project 
 

  
  

The first "after study", conducted immediately following the campaign, in November 1997, 
showed that Individualised Marketing is an effective tool to increase the use of alternative 
modes and to reduce the share of motorised private transport: car use.  Car as driver trips 
went down by 10%, and at the same time walking increased by 16%, cycling by 91% and 
public transport by 21% (Fig. 6).  
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A second evaluation in February 2000 found that these figures for mode choice remained 
constant over more than two years.  Walking trips were constant at 14% of all trips, the 
same as in 1997 following IndiMark®, compared to 12% before.  Cycling doubled from 2% 
to 4% and then remained at this level.  The car-as-driver share decreased from 60% to 54% 
immediately following the IndiMark® campaign and then remained at this level.  The car-as-
passenger and public transport mode shares also changed following IndiMark® in 1997, 
and have remained constant to February 2000. 
 
Thus, it is evident that Individualised Marketing has long-lasting effects on mode choice 
even two and a half years after the campaign.  The changes in mode choice proved to be 
sustained. 
 
 
From the pilot study results, an extensive cost/benefit analysis was carried out by Ker and 
James (1999) to calculate the cost-effectiveness of the Individualised Marketing campaign.  
This showed that for every dollar invested in IndiMark®, there was a cost benefit of $13 
(Fig. 7).  
 
 
Figure 7 The South Perth Pilot: Cost-Benefit Analysis 
 

 

 

 



         Socialdata 
 
 

 9 

Since then further pilot projects have been conducted promoting all environmentally friendly 
modes (walking, cycling, public transport) using individualised marketing. In all projects the 
share of car as driver could be reduced significantly. 
 
In Brisbane the reduction of car traffic was 10%, like in Perth. The first project in Germany 
was in the medium sized town of Viernheim where a reduction of car traffic of 8% could be 
reached. Two other projects were conducted in England. One in Gloucester with a 
reduction of 9% and Frome with a reduction of 6% (Fig. 8). 
 
Figure 8 Pilotprojects 
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4 The South Perth Large Scale Demonstration Project 
 
In general, Individualised Marketing means establishing a dialogue through an 
individualised, direct contact approach via a detailed step-by-step procedure.  Through 
these stages there is a communication process based on personal contact, providing 
information and further support on an individual basis.  This personal contact can motivate 
people to think more effectively about their daily travel, providing them with information if 
requested, and supporting their need to try out the alternatives if required.  

 
 
Figure 9 Market Segmentation - The South Perth Large Scale Project 

  

 

 
 

The first phase of IndiMark® is to personally contact all households in a given area.   
In South Perth there were 15,267 households; some households (967) were not contactable 
and 918 households preferred not to take part.  
 
The 13,382 households who were successfully contacted were classified into three main 
groups "I", "R", and "N" (Fig. 9). 

 
• Group "I", (interested/interesting households) are households that are not using 

environmentally friendly modes regularly, but who are interested in doing so.  This 
group is more likely to change and to continue to use environmentally friendly modes 
with personal contact, motivation and information.  There were 6,128 households in this 
group in South Perth, and they received the most attention. 
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• Group "R Without" (at least one member of the household is a regular user of an 
alternative mode, without a need for further information).  These 670 households were 
rewarded with a small gift.  

 
• Group "R With"  (at least one member of the household is a regular user of 

environmentally friendly modes, with information needs).  These 1,667 households 
received a gift, and their requested information. 

 
• Group "N" (not interested / not interesting households) are excluded.  In South Perth 

there were 4,917 households who did not wish to participate or there was no possibility 
for them to use environmentally friendly modes.  This group received no further contact, 
as it is highly unlikely that any of these households would be able to change their 
current travel behaviour. 

• Group "I" received further motivation, information and the opportunity to receive home 
visits by specialist staff.  For public transport, for example, a household not using buses 
or trains regularly, may receive a free "test ticket" for a month, to become more familiar 
with the system. 

 
 Figure 10  The South Perth Large Scale Project - Contact Record 
 

 
 

During the course of the IndiMark® campaign contact with individual households was made 
through over 3,000 home visits, 29,000 telephone calls and 37,000 letters (Fig. 10).   
 
Around 6,000 packages of information were individually collated, packaged and hand 
delivered to households in South Perth - totalling about 9,000 kilograms. 
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Figure 11 The South Perth Large Scale Project – Evaluation 

 
 

Random sample surveys of the population were conducted before and after the 
Individualised Marketing programme to measure its effect. In the 'before' survey, the mode 
share was: 12% of trips by walking, 2% by bicycle, less than 0.5% by motorbike, 60% as 
car-as-driver, 20% as car as passenger and 6% by public transport. The second column 
(Year) refers to the number of trips per person per year undertaken by the different modes.  
 
The programme achieved a 14% reduction in car trips, (Changes, Relative) with these trips 
changing to: walking (up 35%), cycling (up 61%), public transport use (up 17%) and car 
sharing (up 9%) (Fig. 11). The results from the 'after' survey are expressed across the 
whole population, not just those taking part (Fig. 6). 
 
People spent more time exercising through walking and cycling, and overall they made 
more trips within the City of South Perth than before. 

 
The 14% reduction in main mode share of car-as-driver trips has restored travel patterns to 
lower car dependence than the 1986 levels of 55%.  
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Figure 12 The South Perth Large Scale Project - Changes in Public Transport Use 
 

 

 
Independent bus counts (automatically when people entered the bus) were undertaken as a 
further measure to evaluate the effectiveness of the programme. IndiMark® took place in 
February to May 2000.  Between March 2000 and February 2001, there was a 25% 
increase in public transport trips that started in South Perth (Fig. 12).  
 
The results from March 2001 to June 2001 show an overall increase (+1%), which indicates 
that the effect of IndiMark® is sustained. 
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 Figure 13 The South Perth Large Scale Project  - Changes Satisfaction with 
Bus Services 

 
 

 
 

During this period in South Perth, there were no system improvements to the public 
transport system, only IndiMark®.  Yet, despite this, the results clearly show that residents 
were more satisfied with public transport “after” IndiMark® than “before”.  The satisfaction-
index “before” was -24 (31% - 55%) and rose “after” to +8 (47% - 39%).  At the same time 
the percentage of those which felt that the system has been improved increased from 23% 
to 38% (evaluation-index “before”: ±0; “after”: +30) (Fig. 13). 

 
 

5. Large scale applications 
 

The application in Viernheim 
 

This large scale application was conducted in Viernheim, Germany from the beginning to 
Mid 2001 in connection to the EU-project TAPESTRY (Travel Awareness Publicity and 
Education Supporting a Sustainable Transport Strategy in Europe).  

To find out about the impacts of the campaign thorough ‘before’ and ‘after’ studies were 
made. 

The following graph shows the mode choice before and after an IndiMark®-Campaign.  
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Figure 14  IndiMark Evaluation 

 

The evaluation shows that without IndiMark® almost the same amount of trips (Per person 
and year) are made as Car as driver and Car as passenger (441 trips) as by walking, 
cycling and public transport (442). After IndiMark® the trips that are made as Car as driver 
decreased by 43 and by 9 for Car as passenger. A significant increase can be noticed for 
trips made by public transport (+23), bike (+13) and walk (+16). This means that 
environmentally friendly modes increased by 52 trips while trips made as Car as driver and 
Car as passenger decreased by 52 trips. Relatively this means there is an increase of 
walking of 7%, of cycling of 10% and of public transport of 29%. Motorised private modes 
decreased, Car as driver of 12% and Car as passenger by 10% (Fig. 14). 

The total number of trips (887) after the IndiMark®-Campaign was the same as before. 
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The application in Gothenburg 

The large scale application in Gothenburg was conducted between February and May 
2002, with the ‘before’ study in January and February and the ‘after’ study between August 
and September 2002. 
 
Here a reduction of Car as driver of 14% was achieved by individualised marketing, while 
the share of walking had an increase of 4%, the share of cycling of 45% and the share of 
public transport of 4%. The share of all trips made by environmentally friendly modes could 
be raised from 53% to almost 60% of all trips. The total number of trips (888) after the 
IndiMark®-Campaign was the same as before (Fig. 15). 
 
 
Figure 15  Evaluation of IndiMark 
 

 
 
 
 
 
The following chart shows a summary of the results of all so far evaluated large scale 
applications for all environmentally friendly modes. It is obvious that in all cases the share 
of car as driver is reduced significantly after an IndiMark®-Campaign. The second 
evaluation of the South Perth project shows that the reduction of car use is sustainable. 
This shows that it is possible to achieve a sustainable travel behaviour change by 
individualised marketing. 
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Figure 16 Large Scale Applications 

 
Individualised Marketing has been used to promote public transport in 15 countries, and 
over 60 pilot projects and more than 100 large-scale applications (involving nearly 1.5 
million people) have been conducted (Fig. 17).  The South Perth project was the first large-
scale application to include walking and cycling, as well as public transport.  
 

Figure 17 IndiMark® Large Scale Application Projects 
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7 The Homeopathic Way 
 
Traffic congestion is a real problem.  Reducing the number of personal trips made by car 
will help preserve our quality of life and our environment.  To achieve real change, a natural 
way is necessary.  

 
Our approach is to work with the community and to motivate them to consider alternative 
ways of travelling. 
 
If the aim of fostering the use of environmentally friendly modes is to be taken really 
seriously, a “soft policy” approach must be used.  People should receive information, which 
enables them to improve their perception and to motivate them and to empower them to 
make their own decisions, rather than telling them what they should do.  
 
Figure 18 Changing Travel Behaviour the Homeopathic Way 
 

 
 
Through direct contact in an on-going communication process, people can be motivated 
more effectively to think about their daily travel.  This personalised approach means that 
the information needs of people can be identified and provided in a very specific way.  They 
receive only that information which they really need instead of a low-level “flood of 
material”.  Providing information tailored to individual situations is far more convenient and 
motivating, than having to filter through and select from multiple possibilities. 

  
 Everyone has trips that can be changed.  So it is not just a matter of making car trips more 

efficient.  For example, providing improved transport infrastructure will not necessarily 
encourage people to change their mode choice, only to use the system more efficiently.  
The decisive factor in improving the transport situation and everyday mobility is to change 
to alternative modes.  It is important for people to identify trips where alternative modes can 
be used, without having to make huge lifestyle changes – small changes across the 
population result in large changes overall. 

 
 If it is possible in a car dominated city such as Perth, it is certainly possible for London.   
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8 Current Projects  
 

The Department for Planning and Infrastructure of Western Austalia conducts IndiMark-
Projects annually in different suburbs of Perth (Marangaroo, Subiaco). IndiMark® for all 
environmentally friendly modes is currently being applied in a pilot Portland (USA). 
 
Completed but not yet evaluated projects can be found in Bristol (UK) and in the Paris 
region (Fig. 19). 

 

Figure 19 IndiMark Projects to Watch 
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9 Conclusion 
 
The application of the large scale Individualised Marketing in South Perth exceeded the 
projections that, based on the pilot study conducted in 1997 were thought possible.   
Following IndiMark®, car as driver trips went down by 14%.  At the same time, walking 
increased by 35%, cycling by 61% and public transport by 17%.  These results show that 
this form of voluntary travel behaviour change is an effective tool for promoting sustainable 
ways of travelling. 
 
Similar results were achieved in the large scale applications in Viernheim (Germany) and 
Gothenburg (Sweden). Viernheim showed a reduction of car use of 12%. In Gothenburg a 
reduction of car use of 13% was achieved and also and an increase in all environmentally 
friendly modes (walking +4%, cycling +45% and public transport +45%). 
 
It also showed that only small changes were required.  Switching two trips a week (for 
example, walking to the local shops and back) instead of using a car, would achieve these 
significant effects. Reducing our reliance on cars also has many environmental and health 
benefits – traffic congestion will decrease, air quality will improve, there would be less road 
trauma, and people will be fitter and healthier. 
 
On a meeting of the London Assembly in January 2002 in London on “Reducing Traffic 
Congestion” different ways of reducing car traffic were discussed. As a consequence of this 
meeting Lynn Featherstone Chair of the Transport Policy and Spatial Development Policy 
Committee of the London Assembly summarises the result as follows: 
 
„We need to involve directly the people of London in finding ways to reduce congestion – 
rather than impose solutions on them – and persuade people that with their support we can 
achieve even more. That, as I see it, is one of the great merits of the individualised 
marketing approach; people are empowered to contribute to solutions through personal 
actions.“ 

 
 



         Socialdata 
 
 

 21 

References 
  

Brög, W (2000) Switching to Public Transport, UITP: 2nd Asia Pacific Congress, 
Melbourne, 10-13 October 2000  

 
Department of Transport (1999), "TravelSmart 2010, A 10 Year Plan"' Transport WA, Perth 
Western Australia 

 
Department of Western Australia 2001, "TravelSmart", Transport WA, Perth Western 
Australia (4 page brochure) 
 
Department of Transport (2001), "TravelSmart Individualised Marketing Program for Perth", 
Transport WA, Perth Western Australia (6 page brochure) 

 
Goulias, K.(2001).Audit of South Perth Individualised Marketing Evaluation Survey, 
Western Australian Transport, July 2001 
 
James, B., Brög W., Erl, E., Funke, S. (1999) Behaviour Change Sustainability from 
Individualised Marketing, 23rd Australasian Transport Research Forum, Perth Western 
Australia, 29 September – 1 October 1999   

 
 Ker, I. and James, B. (1999). Evaluating Behavioural Change – a Case Study of 

Individualised Marketing in South Perth, Western Australia, 23rd ATRF Conference, Perth 
September 

 
 Laconte, P and Brög W. UITP/Socialdata, Switching to Public Transport, 1998   
  
  
 Further information: TravelSmart website: www.travelsmart.transport.wa.gov.au 

 
 

Contact Authors 
 
Werner Brög  
Erhard Erl 
Nicola Mense 
Socialdata GmbH 
Hans-Grässel-Weg 1 
81375 München 
Email: socialdata@socialdata.de 
 

  

http://www.travelsmart.transport.wa.gov.au
mailto:socialdata@socialdata.de

