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The whole TDM toolkit 
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TDM is typically delivered through a combination of Policy change 
supported by ‘soft’ and ‘hard’ interventions  

Ι‘Soft’ interventions include communications to encourage people to view 
active travel positively and information to facilitate change: 

■ ‘Pro-active’ campaigns, such as personal travel planning, led cycle 
rides, healthy travel 

■ ‘Passive’ information, such as wayfinding, route and network maps, 
real-time departure info, route planners 

Ι‘Hard’ interventions include improved facilities to support walking, 
cycling and public transportation use such as cycle parking, modal-
interchange, pedestrian scale lighting, car or bike share programs 

 

TDM Interventions 

BMaycock
Cross-Out
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Delivering TDM communications & information 
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Delivering TDM communications 

Ι Distinctive identity (communications & infrastructure) 

Ι Coordinated, multi-platform campaigns 

■ Paid for media 

■ Social media 

■ Online resources 

Ι Clear and consistent messaging 

Ι Relevant and targeted to the audience 

Ι Build stakeholder support (employers/ advocates etc.)  
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Credit: Legible London 
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Benefits of wayfinding 

A Steer Davies Gleave evaluation study of three Legible London pilot 
schemes demonstrated that almost nine out of 10 people wanted the 
system to be rolled out across the Capital. 

Ι The number of pedestrians getting lost on a journey fell by 65% 

Ι Over 80% of users agreed Legible London helped them find their way 

Ι Over 75% of users surveyed felt confident to explore an area with 
Legible London installed; 

Ι Those who had used the system confirmed that it would encourage 
them to walk more often and further, to explore more and to walk 
rather than use other modes of transport.  
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Personal travel planning 
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What is PTP? 
[Personal Travel Planning] 

Ι Personal Travel Planning (PTP) 
seeks to overcome habitual 
use of the car, enabling more 
journeys to be made on foot, 
bike, bus, train or in shared 
cars. 

Ι This is achieved through the 
provision of information, 
incentives and motivation 
directly to individuals to help 
them voluntarily make more 
informed travel choices. 

 
UK Department for Transport 2007 
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Personalised Travel Planning (PTP): what is it? 

Ι It’s a conversation…. 

■ Hello, my name is and I’m here to…. 

■ How do you currently travel about – focus on the car trips? 

■ What frustrations do you have with your current travel?   

Ι It usually takes place at every door in a target area – or in a 
workplace – or by telephone 

Ι The conversation is supported by the delivery of the 
information and incentives to facilitate a change 
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How effective is PTP in reducing car travel? 

“Within the UK PTP has been reported to reduce car 
driver trips by 11% (amongst the targeted population) 
and reduce distance travelled by car by 12%.” 

 
DfT (2007) Making PTP Work 

 

“evidence that personal travel planning can reduce car 
use by a significant amount is accepted by those who 
challenge the technique as well as its supporters”  

 Cairns et al., 2004 
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What makes PTP so effective  

Ι Motivational interviewing 

■ Proven to be affective in the health sector in tacking long term health 
issues such as drugs, alcohol 

■ Seeks to get the individual to reach their own conclusion about 
changes that could be made towards more sustainable travel patterns 

■ Uses open ended questioning, affirmations, reflections and summaries 

Ι Targeted approach 

■ Smarter Travelstyle 

■ Catchment areas and indices (CPI, PTALS) 

Ι Tailored resources 

■ Tailored local information developed specifically for the project 
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So why don’t people change?  
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… and what does it take? 

They don’t see (denial,  
insight, etc.)… 
 

They don’t know… 
 

They don’t know how… 
 
They don’t care… 

• Give them Insight - if you can 
just make people see, then they 
will change 

• Give them Knowledge - if 
people just know enough, then 
they will change 

• Give them Skills - if you can just 
teach people how to change, 
then they will do it 

• Make them “concerned” - if you 
can just make people feel bad or 
afraid enough, they will change 

    But it is a bit more complicated… 

Motivational Interviewing 
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“People are generally 
better persuaded by 
the reasons which 
they have themselves 
discovered, than by 
those which have 
come into the mind of 
others” 
 
Blaise Pascal, Pensées, (1670) 
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Ι What is Smarter TravelStyle? 

■ a geo-demographic profiling and targeting system 

■ developed in-house by Steer Davies Gleave 

■ based on the fusion of a commercial geo-demographic 
system (MOSAIC) and travel behaviour data 

■ segments the population according to a combination of 
travel behaviour and lifestyle variables 

■ based at an individual postcode level, allowing a fine 
geographical segmentation of the population 

 

 

Targeting Using Smarter TravelStyle to 
identify target locations 
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Affluent Professionals 
Highest participation 

Car users 
ABC1 Employed 

High income 
Married 

Young Minded 
 

Younger 
Single or co-habiting 

Students 
Have car 

Motorised Lifestyles 
 

ABC1C2 
25-44 years old 

2+ cars 
Short time at address 

Urban Challenge 
Lowest participation 
Single  Divorced 

18-29 years old 
Poor health 

No car DE Social grade 

Independent Elders 
 

Small household 
Married Widowed 

60+ years old 
1 car Poor health 

State Support 
 

All age groups 
No car 

DE Social grade 
Poor health 

Family Focus 
 

C1C2D 
Large households 

Married with children 
Middle aged 

Traditional Values 
 

Small household 
1 car 

Married 
C2D Social grade 

Rural 
 

ABC1C2 
Married 

45+ years old 
2+ cars 

Smarter TravelStyle groups 
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Southampton Smarter TravelStyle profile 
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Thank you 
 
For more information contact: 
Lisa Buchanan +44 20 7910 5000 
lisa.buchanan@sdgworld.net 
 
 

mailto:lisa.buchanan@sdgworld.net
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