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1 Introduction 

1.1 AENEAS in a nutshell 
AENEAS is a new European project in the framework of the Intelligent Energy 
Europe (IEE) programme. Its acronym stands for "Attaining Energy-Efficient Mobility 
in an Ageing Society." The project's objective is nothing less than to become the 
cornerstone for international reference projects in the field of urban mobility of older 
people. 

Europe is facing tremendous demographic shifts. As the "car generation" is growing 
old, older people (50 and above) are increasingly using the private car instead of 
environmentally sustainable modes of urban transport – with massive impacts on 
energy efficiency. Bringing together leading European players in the field of older 
people's mobility, AENEAS will improve the attractiveness of sustainable transport 
and will contribute to modal shifts towards energy-efficient modes of transport 
among older people. There will be two main activities: 

• Exchanging good practice among European cities on energy-efficient 
mobility in ageing societies via a "Good Practice Exchange Ring" involving 
50 cities and organisations and using tools like training workshops and 
implementation handbooks; 

• Enabling and encouraging older people to use energy-efficient mobility in 
five European cities through concrete measures in the areas of mobility 
management, training, awareness raising and communication.  

 

In AENEAS, the cities of Donostia-San Sebastián, Kraków, Munich, Odense, 
Salzburg and their supporting organisations will pursue the following aims: 

• Raise awareness concerning the challenge of energy-efficient urban mobility 
in an ageing society among stakeholders in European cities; 

• Enable key actors to address these issues by applying successful, non-
technological concepts; 

• Raise awareness concerning energy-efficient travel options (walking, public 
transport, cycling, car sharing and public bicycles) and promote them as 
alternatives to the private car; 

• Train older people on how to use sustainable transport according to their 
needs and expectations; and 

• Improve the attractiveness and safety of energy-efficient modes by small-
scale, innovative interventions. 

 

Find out more on www.aeneas-project.eu! 
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1.2 The AENEAS training approach 

1.2.1 Training Methodology 

The main target group of the AENEAS training workshops are professionals from 
city mobility departments and public transport operators. Representatives from 
NGOs working on the theme of sustainable transport are also considered as part of 
the target audience. There is a maximum of 30 participants for each workshop. The 
training workshops last two days. The first day has a more plenary character where 
the 30 participants are all in the same room. During the second day, AENEAS works 
with smaller groups of up to 15 participants. 

Before each workshop, AENEAS produces a Workshop Reader with background 
material to allow participants to prepare themselves. After each workshop the reader 
is complemented with the conclusions from the training workshop.  

1.2.2 Further Training Workshops 

There will be five training workshops during the AENEAS project. The first workshop 
was organised in Kraków in June 2009. The topic of the first workshop was 
“Understanding Mobility of Older People”. The topic of the second workshop, held in 
San Sebastián, was “Walking and traffic safety”. 

Two further workshops will be organised in 2010. The themes and dates of all 
workshops are included in the table below. Registration for the workshop in Odense 
is open, please see http://www.aeneas-project.eu/?page=odensetrainingworkshop  

 
AENEAS training workshops 
Date Location  Theme  

17-18 June 2009 Kraków Understanding mobility of older people 
28-29 October 2009 San Sebastián Walking and traffic safety 
4-5 March 2010 Munich Multimodal mobility marketing in an ageing 

society 
8-9 June 2010 Odense Cycling and health 
25-26 November 2010 Salzburg Older passengers: It’s all about 

communication. How to address them? 
How to keep them? 

 

1.2.3 Scope and structure of this report 

This report contains both background information on the topic of mobility marketing 
and the proceedings and conclusions from the Munich workshop. Chapter 2 
contains background information related to the theme of the workshop. Chapter 3, 
contains the abstracts of the plenary presentations and the outcomes of the group 
work and site visits. The results from the evaluation among the participants are 
presented in chapter 4, while chapter 5 contains the conclusion from the workshop. 
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1.3 The Munich training workshop 

   
 

 

1.3.1 Aims of the workshop 

The aims for this third training workshop were: 

• Provide participants with a basic understanding of the mobility needs of 
older people and how mobility marketing can take these needs into account; 

• Provide examples of practical experiences with developing marketing 
campaigns and training for older people on mobility; 

• Create an interactive environment and work in small groups to enhance 
learning and knowledge exchange; 

• Give an insight into multimodal marketing and mobility in Munich, through 
technical site visits and case study transfer sessions. 

 

During the first day mobility management and marketing experts presented 
experiences with the implementation of successful marketing concepts. Working 
group sessions during the second day addressed the possible transfer of concepts 
between cities across Europe.  

 

Photo: Green City 
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Agenda 
 Thursday 4 March 

Venue: MVG/SWM, Emmy-Noether-Strasse 2, Munich 

 
Introduction 

09:00 Official welcome Sabine Nallinger, 
Councillor City of Munich 

09:15 Introduction to the training workshop Kerstin Langer, 
komma.plan (Moderator) 

09:20 The AENEAS project; objectives and actions Matthias Fiedler, 
Rupprecht Consult 

09:50 Mobility in Munich Florian Paul, MVG 

10:20 Who is who in the training Kerstin Langer, 
komma.plan (Moderator) 

10:30 Coffee Break  

11:00 Key note on Marketing for Older people John Porter, interactions 

 
Experiences with implementation 

11:45 Individualised Marketing of sustainable 
transport modes for older citizens – 
experiences from Munich 

Johanna Balthesen, City 
of Munich 

12:30 Lunch  

13:30 Activation exercise Kerstin Langer, 
komma.plan (Moderator) 

13:45 Peer to peer consulting to promote public 
transport use in Cologne 

Birgit Kasper, bkplanung: 
Agency for Municipal 
Research and Consulting 

14:30 Self activation approach for developing 
sustainable mobility projects by older people 

Patrick Auwerx, Mobiel 21

15:15 A multimodal mobility training approach for 
older people in Munich 

Andreas Schuster, Green 
City 

15:45 Coffee break  

16:15 Introduction to stage performance Kerstin Langer, 
komma.plan (Moderator) 

16:30 Stage performance All participants 

17:30 End of first day  

19:30 Official dinner  
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 Friday 5 March  
Venue: MVG/SWM, Emmy-Noether-Strasse 2, Munich 

 
Morning training session 

09.00 Welcome, what were the highlights of the first 
day and short presentation of second day 
programme 

Kerstin Langer, 
komma.plan (Moderator) 

09:15 Transferring Good Practice to other cities in 
Europe 
Parallel sessions:  

• Multimodal Training 

• Individualised Marketing 

• Peer-to-Peer Consulting 

Work in small groups 

11:15 Reporting back Rapporteurs 

12:00 Lunch  

13:00 Closing and evaluation of workshop Kerstin Langer, 
komma.plan (Moderator) 

 
Site visits 

13:45 Site visits: Sustainable mobility in Munich 
Group 1: Guided tour “Nahmobilität” 
Group 2: Cycling training scheme  
Group 3: Innovation in public transport  

Local guides 

16:00 End of the programme  
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2 Background Information 

2.1 Key facts on Mobility of Older People 
This section aims at providing brief information on the mobility behaviour of older 
people and age related constraints. A more detailed version of this section can be 
found in the report on the first AENEAS workshop in Kraków, free download via 
http://www.aeneas-project.eu/docs/KrakowTraining/TrainingReport_Krakow.pdf 

2.1.1 Definition of “Older People” 

Who is an old person? Is it a person beyond a certain numeric age or beyond 
working age? Are abilities and activities crucial or is it the individually perceived 
age? Various approaches can be found and are valid. In terms of mobility behaviour, 
there is a clear difference between the working population and retired people. 
Therefore, we will focus on people beyond working age within the AENEAS project. 
As this definition is not often to be found in statistics, we use in parallel the age limit 
of 50 years. At this age, the share of retired people equals the share of working 
people in European countries. In addition, the number of people with locomotor 
disabilities starts to rise notably at this age. 

2.1.2 General Trends 

With the ‘Baby Boomer’ generation entering retirement age, increased life 
expectancy and decreasing birth rates, the proportion of older people will 
increase in all European societies. The share of the 55+ population in Europe is 
forecasted to rise from 28% in 2005 to 40% in 2035 (cf. Figure 1). While the group of 
the “young old” (55-64) will only grow for the next approx. 20 years, the share of 
“very old” (75+) citizens will continue to grow steadily. 

 

Figure 1: Expected Demographic Shifts in Europe 

U.S. Bureau of Census – International Database (2006) 
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However, the ageing of the population will not have the same character and 
dynamics all over Europe. In the year of 2035, the population aged 65 or more will 
make for up to 28 – 33% in many European countries such as Austria, Bulgaria, 
Germany, Italy, Slovenia and Spain. The “youngest” six countries of the EU-27 (with 
20-23% older than 65 years) are expected to be Cyprus, Hungary, Ireland, 
Luxembourg, Romania and Slovakia. All other EU-27 countries as well Norway and 
Switzerland will have rates around 25%. 

2.1.3 Facts and trends on Mobility of Older People 

Age related personal constraints 
The likeliness of impairments, which affect mobility, is increasing with age. While 
only 10% of the 45 to 54 year olds in the EU suffer from locomotor disabilities, the 
figure is more than 20% of the 65 to 74 year old and more than 50% for persons 
aged 85 and beyond (see Figure 2). This means that there is a clear link between 
age and disability. It is also worth mentioning that above the age of approx. 75, 
women are more likely to suffer from such a disability than men (see Figure 2). 
Figure 2: The link between age and locomotor disability (EU) 

Department for Transport (2005) 

 

Mobility behaviour and car ownership 
Based on the MOBILATE1 survey and national data from Germany, the United 
Kingdom, France and the Netherlands, Matthias Fiedler2 identified the following 
conclusions on the mobility behaviour and car ownership of older people: 

• Older people use public transport more frequently than middle-aged 
persons. They also walk and cycle more, while car usage still is lower; 

                                                      
1 MOLLENKOPF Heidrun, MARCELLINI Fiorella and Isto RUOPPILA (2003/1): The 
MOBILATE Cohort Study 1995 – 2000. Enhancing Outdoor Mobility in Later Life: Personal 
Coping, Environmental Resources, and Technical Support 
2 FIEDLER Matthias (2007), Older People and Public Transport, EMTA & Rupprecht Consult 
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• They cover lower distances and make fewer trips than younger people. Also 
less time is dedicated to outdoor mobility; 

• The trips are getting shorter. Older peoples’ mobility focuses on the 
proximities of the own home; 

• When analysing the mobility of older people, age effects and generation 
effects must be separated. This means that it is unlikely that an average 75 
year old person in the year 2025 will have the same mobility behaviour as a 
75 year old person today. 

 

Figure 3: Increasing driving license ownership among women in Europe 

Women with Driving License
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Rupprecht Consult (2009) based on data by BMVMS, AAV and DfT 

 

Future trends mobility behaviour and car ownership  
Based on the same sources, Fiedler (2007) predicts the following future trends: 

• Car ownership (and thus car usage) of senior people will increase during the 
coming years. This is due to the fact that the middle aged people of today 
will probably maintain their mobility behaviour in old age (“Ageing of travel-
intensive lifestyles”). It is also expected that mobility levels (i.e. number of 
trips and distances) will increase within the next years; 

• Other trends in urbanism (e.g. suburbanisation, concentration processes in 
retail) and changes in society (individualisation, migration and 
diversification) will also have an impact on mobility behaviour; 

• Within the next 20 or 30 years, women will reach almost the same car and 
driving license ownership levels as men in most countries (see Figure 3); 

• In Central and Eastern European countries, these changes are expected to 
emerge much slower; 

• Even if older people benefit from improved health conditions, it is likely that 
very old people will reduce or give up driving. However, this can not be 
expected before the age of 75 or 80 on average. 
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2.2 Marketing and communication 

2.2.1 Mobility management and older people 

Mobility Management – an introduction3 
Mobility Management (MM) is a concept to promote sustainable transport and 
manage the demand for car use by changing travellers’ attitudes and behaviour 
towards more sustainable transport modes. Mobility Management makes use of 
"soft" measures like marketing, information and communication, organising 
services and coordinating activities of different partners.  

The approach of Mobility Management is taking into account that traffic demand can 
be actively managed by changing behaviour. MM addresses each individual road 
user in order to convince him or her of an intelligent and energy-efficient transport 
choice. This usually does not require large financial investments and is therefore 
seen as a cost-effective alternative to increasing infrastructure capacity.  

Mobility Management is demand driven – rather than supply oriented. This means 
that building new tram lines, new bicycle paths, or new roads considered 
complementary to mobility management.  

The objective of mobility management is to reduce the negative effects of mobility 
(emissions) but to increase at the same time access to mobility.  

 

Why is Mobility Management necessary? 
There is a huge variety of mobility options – however most people are not 
sufficiently informed about all the different possibilities they have. They just follow 
their routine, and this frequently results in the private car use, even if another 
mobility option would be faster, more relaxing, cheaper or healthier. The measures 
of MM communicate the following message: Seek information, be clever, to make 
sure that your ride in the city will be faster, less expensive or healthier.  

A change in attitude is more likely if there are personal changes affecting 
mobility, either on the demand side (e.g. relocation, new job, decrease of physical 
abilities) or on the supply side (e.g. new public transport lines, restriction for the car 
use like parking space management). 

 

Why does Mobility Management for older people make sense? 
Entering retirement is a typical personal change as it leaves more time for leisure 
activities rather than commuting to work every day. Retirees are increasingly mobile 
and such a break or transition period is suitable to reconsider the personal 
mobility decision towards more sustainable transport modes. 

The likeliness of impairments, which affect mobility, is increasing with age. The 
individual mobility routine of the last decades might not be appropriate any more. 
Older people would then run the danger to be less mobile if they do not look out for 

                                                      
3 Compare EPOMM / MAX: Definition of Mobility Management (www.epomm.org)  
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other options. Or, even worse, the decrease of ability leads to accidents. Mobility 
Management for older people secures their mobility and makes it safer! 
That’s why older people are a meaningful target group for particular mobility 
management measures. 
 

How can Mobility Management be applied to older people? 
A wide range of mobility management options are equally relevant for elderly as for 
the entire population. Marketing and communication efforts focus on collective 
transport, such as public transport, cycling and walking and new forms of car 
ownership. For example, the kilometres travelled by older people usually drop below 
10.000 km per year which makes them suitable customers for carsharing services. 

 

Trip planning and information 

• Older people prefer having accurate, updated and real time information on 
the entire trip, not just a portion of it, so providing them with the transit 
details is crucial to help them plan their trip in a way that is safe and 
convenient for them; 

• “One-stop” information centres (through mobility centres, Internet websites, 
automated phone systems, kiosks) that coordinate information on all 
transportation options, including walking and cycling, and transit stops 
together with automated information could improve the door-to-door route, 
making it simple and accessible; 

• Walking and cycling trip planners and maps that include information for 
elderly people, such as comfortable routing, adapted infrastructure, relevant 
services, etc. will increase their attractiveness. 

 

Tariffs and payment methods 

• Individuals with mobility barriers are often found in decision situations. This 
is particularly important as mobility is a means to obtain goods and services 
such as access to health care, acquire food/living supplies, leisure, social 
interaction and employment. When mobility/travel options are available, they 
may have to choose between paying a high mobility cost to obtain the 
desired service or not paying the cost and foregoing the desired good or 
service. Therefore, giving them the option to obtain the good or service at a 
low mobility cost is essential; 

• Easy payment methods; electronic fare payment may facilitate payment and 
avoid waiting lines but older persons need explanations on how to use 
special tariffs, universal tickets, and free services; the presence of staff on 
site is always the greater and most reassuring help for them; 

• Standardised interface (as simple as possible) used to issue tickets for 
buses, trains, or for public bicycle hiring etc. so that they don’t have to be 
trained to use a system more than once; this could be combined with a 
common ticket for more transport means. 
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Quality of services 

• The aging generation is strongly used to the privacy of individual transport 
means. Improvements to the effectiveness, efficiency and quality of the 
travel services being delivered (for example public transport or car sharing) 
can help to overcome such barriers; 

• Accessible (i.e. adaption of assistive equipment, ramps, lifts, walkways, 
special toilets and doors), user-friendly transport options (i.e. big signs, 
environment with lights and possibly not too crowded); and personal 
assistance (for example staff from transport operators); 

• Specialised services, such as door-to-door solutions, community mini bus 
etc; and feeling of security (sufficient lightening and surveillance at PT stops, 
stations, car sharing stations, bicycle parking, walkways etc.; 

• Acceptability: public transport, walking and cycling and ‘not-owning-a-car’ 
must be considered as fashionable. 

2.2.2 Older People as clients of sustainable mobility services 

 

Summary of Trends 
The coming decades will see the ageing of generations accustomed to car use and 
with travel-intensive lifestyles. It is expected that people will try to maintain their high 
mobility levels. This is partly due to an increasing motorisation of older people, 
particularly among women (see 2.1 Key facts on Mobility of Older People). 
Therefore modal shifts towards the private car can be expected compared to 
previous generations.  

In contrast, public transport will have an increasingly important role to ensure 
independent living and social inclusion when age-related constraints make driving 
difficult in later life.  

This implicates a mutual dependency: Public transport relies on older people to gain 
revenues, while older people will need it to maintain personal mobility. 

On the other hand it will be difficult to identify common requirements and needs. 
Older people can be very active and fit, but can also suffer from bad health and 
decreased mobility. They changed from comparable age groups of yesterday and 
this differentiation will increase even more. In addition to the generation alteration, 
each generation itself will become more and more inhomogeneous and spread to 
individual needs and abilities.  

For these reasons mobility management has to be adapted to the needs and 
expectations of the increasing share of older people. Secondly, it will have to attract 
older passengers and also familiarise them with the usage of the services. Older 
people have to be recognised as customers and not as captive users. 

Moreover, mobility management has to concentrate on abilities and grade of activity 
than on the actual age.  

This should go hand in hand with focused marketing in order to attract more senior 
citizens. It should be considered how to make non-users familiar with public 
transport – using for example trainings, events or personal marketing. 
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Thus, integrated concepts are necessary that combine “hard” aspects such as 
infrastructure and vehicles with “soft” aspects such as service, safety and 
communication. 

 

Market studies/segmentation 
Experiences have shown that mobility surveys need to differentiate between age 
and gender of the respondents. There are significant differences between age 
groups and gender. For example, the latest survey in Salzburg showed that older 
passengers (>60) have different trip purposes, do not use the internet based 
information, make more use of the service centre for information and are more 
satisfied with several aspects of the quality of the public transport service. Older 
passengers are mostly faithful and grateful passengers knowing that public transport 
often is the only form of mobility they can use in higher age. 

 

Diversity 
About 60% of women in Austria use public transport but only 40% of men. Women 
often have a higher responsibility towards environmental issues and make their daily 
ways more often with sustainable transport modes (walking, cycling, PT). Women 
often own fewer cars than men and cover shorter distances. One target should be to 
approximate the mobility behaviour of men to women (VCÖ Wien 2009). 

Campaigns and promotion of sustainable mobility have to take into account that men 
have an emotional relationship towards their car use and their mobility behaviour is 
often not dominated by rational reasons. 

Persons with a background of migration are often forgotten when planning a mobility 
campaign. Immigrants now become older and sometimes are not capable of reading 
information in the language of the country. Pictograms and picture help to 
understand the information. Translations into foreign languages should be provided. 

2.2.3 Communication with older people and marketing tools 

Older people prefer personal communication and advice to “anonymous” 
information. Beyond this, not all older people are familiar with electronic devices and 
the internet. It is thus crucial to bring in a personal touch when applying marketing 
and communication measures addressed to seniors. Telephone communication and 
letters are in more appreciated among this target groups than e-mails, internet and 
leaflets.  

Although there are differences among individuals, aging is related to the gradual 
loss of physical abilities. Relevant abilities for mobility are: 

• Sensory abilities such as seeing, hearing, touch, taste, smell and balance;  

• Physical abilities such as speech, dexterity, manipulation, mobility, strength 
and endurance; 

• Cognitive abilities such as intellect, memory, language and literacy. 

The reduced abilities should be taken into account for marketing actions directed at 
older people, as well as in direct communication with this target group. 
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During the AENEAS workshop in San Sebastián, Gerardo Zamora (2009) pointed 
out further details related to communication and reduced physical abilities among 
older people. Firstly, elderly users may have a decrease in information processing 
speed, including slower reactions and slower reasoning and thinking capacity. 
Sometimes older people need a second round or a second explanation. This is 
relevant for bus drivers, for example, and when organising training courses for older 
people. 

On the other hand, older people may still have many abilities, although some of 
them can think they do not have them anymore just because of their age. This can 
be important when designing marketing and mobility management tools. An 
approach can be to stimulate users to activate their “forgotten” abilities. 

Besides reduced physical abilities older people can be different from younger 
generations because they have a different cultural background. The rapid cultural 
changes in the last fifty years have a great impact on how individuals from different 
ages perceive information. A typical example, valid in many EU countries, could be 
the greater respect for uniforms and authority among older generations. Related to 
this are also the differences in mobility behaviour between older men and women, 
discussed in the previous section. There is, however, not a clean-cut approach to 
this since one can also observe cultural differences among different groups of older 
people.  

In continuation, different forms of communication are discussed, addressing the 
specific situation for older people. 

Talking with older people 
When talking to older people the possibly reduced hearing and cognitive abilities 
need to be taken into account by: 

• Use easy language, avoid not technological terminology, not only English 
terms;  

• Be patient and repeat;  

• Give time for questions. 

Written information 
Although live demonstrations are more likely to increase understanding, written 
information is important to help older people remember, for example through 
brochures or timetables on a bus stop. In these cases the reduced sight of older 
people is of importance. An obvious, but easily forgotten guidance is to never use 
font sizes below 12 points for printed information.  

Individualised Travel Marketing 
Individualised Travel Marketing is a powerful tool to promote sustainable mobility 
among different target groups. Individualised Travel Marketing however is more than 
just mailing a mobility information kit to selected households which provides 
information suitable for the mobility needs of the chosen target group. The mailing is 
only the first step and the “door opener” for a more intensive marketing dialogue.  

For example, in Munich very good experiences were made with the Individualised 
Travel Marketing tool in order to influence the mobility behaviour of new residents: 
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Every year, approximately 85.000 persons are registering their primary residence in 
Munich for the first time. As a welcome gift they receive an information kit shortly 
after the registration by mail from the MVG, the public transport provider and the City 
of Munich. The material provided contains useful information as well as the option to 
obtain additional information, a public transport ticket on a trial basis and optional 
mobility guidance on the phone. An evaluation of this kind of dialogue marketing with 
5.000 addresses revealed a drop of automobile traffic by 3,3 % of the modal split.  

The Individualised Travel Marketing approach is considered to be suitable also for 
older people. Therefore the City of Munich adapted the above described approach 
to the target group of older people and developed a “Mobility-Guidebook” which was 
sent to 10.000 households aged 60 – 75 years in late January 2010. First results will 
be presented at the workshop. 

It can already be stated that direct mailing is highly appreciated by older people if 
the sender is well known and has a high reputation, e.g. the mayor of the city or the 
CEO of the public transport company. This gives trust and respect. Older people are 
frequently more sensible on issues like privacy and data protection so a trustful 
sender helps to reduce suspicions. 

 
Personal approach: training sessions, information stands 
A personal approach is an effective marketing method when targeting older people. 
A first reason for this is that individuals do not like to be addressed as belonging to a 
group of older people. However, when addressing them individually or in smaller 
groups their specific circumstances can be taken into account.  

Personal contact can be established by being present with an information stand at 
larger public events like market places or fairs.  

When organising training sessions, smaller groups are preferred to be able for the 
older participants to feel safe and be able to follow the programme. 

The user friendliness of an event can be improved by involving older people in the 
organisation. This way, obvious mistakes can be avoided and the constraints of 
older age are taken into consideration. Different ways of informing older people 
about future events helps to encourage them to participate in those events. 

 

Electronic information services for older people 
Older citizens believe what they read in the newspaper, what they hear on local 
radio and what they see on local TV. As older people are at home a lot they spend a 
lot of time watching TV and reading the newspaper or a city magazine. 

Older passengers get their information about public transport services at the bus 
stops, reading posters, notices, city lights or electronic information services.  

Older and very old people do not yet use the internet to obtain information about 
mobility services. In the group of citizens younger then 65 years internet is already 
fairly common. Internet courses which concentrate on mobility services are very 
successful as they provide practical information which is useful in everyday life. 

Precondition for using electronic information services is the knowledge about them 
and how to use them practically. Training courses are relevant to enable older 
people to use the Internet to plan trips, use the mobile phone to query train 
schedules, use bike rental systems, use train ticketing machines and use car 
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sharing systems. For example, in Munich, such courses are split in five teaching 
units, each two hours time, and take place at the „Mediencenter 50plus“, located in 
down town. The participants can either take their own laptop to the course or borrow 
one for free. The training is highly participative. First, the course instructor explains 
how to solve a particular problem and then the participants try on their own. 

2.3 Good practices Marketing and Communication 
A good deal of initiatives of mobility management marketing exists for children and 
youngsters. There are less experiences and examples addressing the aging society. 
In this section we provide information on a number of initiatives from different EU 
countries to improve traffic safety of older people for different modes of transport: 
public transport, walking, cycling and car driving. 

2.3.1 Mobility management in Cologne and Flanders region 

 

“PatenTicket” – Peer to Peer Consulting for the generation 60+ 

PatenTicket is a competence building project for older people with regard to public transport 
use, implemented in Cologne, Germany. The project encourages people older than 60 years 
who are frequent users of public transport (owners of a season ticket) to introduce and 

accompany friends or relatives of their age 
group who are not yet familiar with public 
transport. The project showed that the transfer 
of age-relevant coping strategies and know-
how is a very important factor in order to 
familiarise older people with public transport. 

To enable the "godchildren" to try out and to 
establish routines they received a three 
months valid ticket for the whole public 
transport network from their "patrons". 

The "PatenTicket" follows the well-proven 
method that people are more likely to follow 
the advice of a familiar person if trying 
something new. A crucial part of the whole 
project is to acquire motivated and 
experienced "godparents". Information 

meetings proved to be the best way to inform them about their tasks and to show them the 
seriousness of the project. 

An evaluation found out that most of the tandems were successful - the "godchildren" used 
public transport much more frequently than before, 30% purchased a season ticket right 
away and half of them stated that they will subscribe for a season ticket. 

More information (in German) on http://www.bkplanung.de/Patenticket.htm  

 

“Godparent” and “Godchild” in 
Cologne (Photo: bkplanung) 
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“Slim Mobiele Senioren – Smart Mobile Senior Citizens” 

“Smart Mobile Senior Citizens” (Mobiel 21) engaged senior citizens throughout the Flemish 
Region (Belgium) to get to know sustainable transport modes in real life and increase their 
use. 

Research figures indicate senior citizens in Flanders 
prove to be very linked to their car. In order to change 
senior citizens’ negative perception of sustainable 
modes and to encourage them to walk and cycle more, 
in this project four themes or actions were offered to 
senior citizens and their organisations: 

• Make a smart mobile trip: encourage senior 
citizens organisations to go on foot, by bike or 
use public transport when organising a group 
trip;  

• Test the bus: setting up a 'test the bus’- 
programme where skilled bus users accompany 
lesser skilled bus users in the same municipality 
on how to use the bus; 

 

• Short trip contract: members of senior citizens 
organisations engage themselves to walk, cycle 
or use public transport more during one month 

signing a short trip contract; 

• Policy recommendations: Mobiel 21 supports senior citizens organisations in 
participating in their local mobility policy.  

In total, actions were started up in 12 Flemish municipalities. 

Results showed that in order to engage senior citizens in using more sustainable travel 
modes the following issues are relevant:  

• The topic of traffic safety proved to be very important; 

• Involvement of younger senior citizens (55-60 years of age) proved to be substantial 
in all actions because they lead more active lives and can pull along the other 
members; 

• It is important to present easily manageable ideas to senior citizens organisations. 

More information (in Dutch) is available via http://www.mobiel-
21.be/Index.aspx?SGREF=627&CREF=2005  

 

“Supopa” (Figure: Mobiel 21) 
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2.3.2 Training methods and Communication 

Passenger and Driver Training in Salzburg (Austria) 

Falls and accidents are a serious threat to older people during public transport trips. One 
bad experience can make people stop using buses and tramways. In order to encourage 
older people to use buses and to give them tips and tricks on how to prevent accidents, the 
Salzburg bus operator started a training scheme for both Passengers and Drivers.  

During the passenger training sessions, people learn in smaller groups how to enter the 
bus, how to stand safe inside the vehicle or how to get a seating easily. Afterwards, a trip is 

organised, where the newly learned knowledge 
can be practised. The training sessions also 
address people who recently had an accident 
and are in danger of becoming immobile. The 
evaluation showed that people use the bus 
more frequently and feel safer after the training. 

In parallel, training sessions to bus drivers are 
provided in order to sensitise them for the 
mobility issues of older people and teach them 

how to drive safely.  

More information: www.zgb.at, www.stadtbus.at 
and www.aeneas-project.eu  

 

Different Communication tools in Salzburg (AT) 

Brochure for safe mobility in the bus 
This brochure contains valuable tips for safety in the bus. It was sent to 4500 addresses of 
senior card holders and was handed out at information stands and events. Several cities 
followed the example from Salzburg and produced similar copies (for example Vienna, 
Krakow, Gelnhausen, Offenbach). 

Coffee parties in senior clubs and old people’s homes 
The public transport company visits clubs, gives presentations and provides information. It 
is important to build up a good relationship with the older passengers to raise confidence 
and trust. Older people use to make bad experiences in the bus and they want to talk about 
it. The main problem is that the bus does not approach the sidewalk close enough and the 
older passengers fear the gap when getting off the vehicle. 

Information stands  
The weekly market is an ideal place to set up an information stand and to get in contact with 
the passengers. They complain and also express their satisfaction. Older people usually are 
faithful and content customers in PT. The information stand is always present at street 
parties and events in the city. Older citizens like to come to the “day of the open door” in the 
PT company. 

 

Training for Older Passengers in 
Salzburg (Photo: www.zgb.at) 
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How to use the Internet for Sustainable Travel Planning? 

The main goal of these courses is to enable older passengers to use the internet to get 
information about mobility services or even buy tickets, make train reservations and use car 
sharing. The target group includes people above the age of 55 who have an active lifestyle. 

The groups are rather small (around 12 persons) and participants are allowed to use 
individual computers, therefore the working sessions are very efficient. Each course is 
divided in five sessions of two hours each, altogether ten hours. 

A key condition for implementation is 
in this case an already existing and 
well known IT training centre for older 
people, namely the Mediencenter 
50plus in Munich. Green City, a 
Munich based environmental 
organisation, acts as partner for the 
Internet courses. It supports the 
courses by having staff participate to 
give further information about energy-
efficient mobility and also supports 
with dissemination measures. 

 

A common challenge is to convince 
the participants that energy efficient 
transport can actually reduce CO2 
emissions and have a real impact on 
the environment. The use of a private 

car is still very common and it is not easy to change this kind of habits.   

Further information: 

Mediencenter50plus: http://www.mc50plus.de/ (DE) 

Green City: http://www.greencity.de/category/projekte/mobilitat/aeneas/ (DE) 

 

Training at Mediencenter 50plus, Munich 
(Photo: Green City) 
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2.3.3 Individualised Travel Marketing 

The Munich Sustainable Mobility Guide for older citizens 

In January 2010 the Mayor of Munich has send a 
personal letter and a Guidebook to 10.000 
households in the age range from 60 to 75. The 40- 
page Guidebook contains a comprehensive 
overview of sustainable mobility options in the city of 
Munich, as well as arguments for a smarter use of 
the private car. The options include public transport, 
walking, cycling and car sharing. For each of the 
mobility options targeted information for older users 
is provided, including ticketing, training courses and 
information services and useful telephone numbers 
and web-links. 

By sending in a reply card with three questions on 
sustainable mobility, the older citizens can obtain 
one of 50 free weeklong public transport tickets. The 
answers to the questions can be found by reading 
the guidebook.  

The readers can order further free information 
material, including maps and information about 
special tickets. The reply card also provides the 

possibility to express interest in one of the presented training courses. In this case, the older 
citizen will receive a personal telephone call to provide more detailed information and 
register for the course. 

Copies of the guidebook will be available during the AENEAS workshop in Munich. 

 

Reply card for further 
information (Photo: LHM) 
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2.3.4 Citizen participation & co-production 

 

Neighbourhood Accessibility 
Planning 

There are different schemes in 
Germany, the best known ones are 
Frankfurt and Munich. In Munich, a pilot 
project started in 2002, focusing on a 
centrally located area with about 50.000 
inhabitants. While addressing all 
transport modes and age groups, older 
pedestrians have clearly been one of 

the main target groups. More than 500 
suggestions for interventions have been 
collected via different media, workshops 

and site visits. After that, priorities for measures have been set in citizen workshops, 
formulating the citizens’ recommendations in a dedicated report (“Bürgergutachten”). The 
focus was on smaller interventions with low costs and on the organisational level. Four 
departments of the city administration have been involved in this project, so it was also a 
pilot in what regards institutional cooperation. A second scheme is currently implemented.  

More information: http://www.kommaplan.de/html/referenz.htm (DE)  

Suggestions for improvement at a citizen 
workshop in Munich (Photo: Paul 
Bickelbacher) 
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2.4 Related [European] Projects 
Since the late 1990ies, there have been a couple of projects dealing with 
demographic change and mobility. Far from being exhaustive, AENEAS wants to 
provide a short overview of some selected projects on the European and national 
level. AENEAS put emphasis on initiatives that are going beyond the technical 
accessibility focus and are also addressing the issue of a car generation growing old 
and “soft” issues (psychological & cognitive). 

2.4.1 MESsAGE - Mobility and Elderly: Successful Ageing in a 
Sustainable Transport System 

The recently finalised Belgian MESsAGE project (2007-09) can be considered as 
complementary to AENEAS, since it is very much addressing the same issue: How 
can an ageing car generation be convinced of sustainable alternatives (walking, 
cycling, public transport & more), using mobility management, investments and 
policies/ strategies? While AENEAS is focusing on the implementation of soft 
measures, MESsAGE worked on the theoretical background.  

The project aimed at identifying policy measures that contribute to maintaining 
independent mobility of the older generation and to achieving shifts towards more 
sustainable modes, particularly among the 55-70 years old. It also sought for good 
practice on participatory actions of older people in local mobility policy. 

More information (in English) is available via http://www.mobiel-
21.be/Index.aspx?SGREF=627&CREF=3214. 

2.4.2 TAPESTRY, Campaign solutions for transport 

TAPESTRY is the acronym for a collaborative research project with the objective of 
improving the knowledge and understanding of how effective communication 
programmes or campaigns can be developed to support and encourage sustainable 
travel behaviour throughout Europe. Based on practical experiences with campaigns 
in different European cities, the TAPESTRY project produced recommendations, 
which can be downloaded by following the link below. 

Some results from analysis of the TAPESTRY case studies are: 

• Some attitudinal shifts are more easily achieved by campaigns. For example 
few campaigns were able to alter people's perceptions about the cost of bus 
travel, while they were able to change opinions about personal security or 
comfort; 

• Changing levels of awareness, attitudes and perceptions, prior to 
behavioural change are valid and useful campaign objectives. Some 
campaigns demonstrated attitudinal changes without behaviour change. 

The project was finalised in 2003, but the website and reports can still be accessed 
through: 

http://www.max-success.eu/tapestry/www.eu-tapestry.org/  
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2.4.3 MAX, Successful Travel Awareness Campaigns and Mobility 
Management Strategies 

 

The MAX-project ran from 2006 to 2009 and was a research project on Mobility 
Management within the EU’s sixth framework programme. The MAX consortium, of 
28 partners, served to extend, standardise and improve Mobility Management – it 
did so in the fields of quality management, campaigns, evaluation, modelling and 
land use planning. 

http://www.max-success.eu/  

The MAX project has developed several tools for the development and evaluation of 
Mobility Management projects. These tools can be found on the EPOMM website at: 

http://www.epomm.org/index.phtml?Main_ID=2174  

MaxExplorer is an interactive tool designed to help people who are not experts in 
mobility management in choosing the MM measures most appropriate to their 
specific problems. 

The Quality Management System for Mobility Management (QMSMM) focuses 
on developing, monitoring, assessing and improving both the overall Mobility 
Management policy and separate Mobility Management measures. 

The MAX project developed different tools for evaluation and monitoring: 

• MaxSumo is a systematic step-by step guide for evaluation of Mobility 
Management measures and projects. With this tool you can plan, monitor 
and evaluate Mobility Management measures and programmes with several 
measures; 

• MaxEva is an interactive database that provides a resource for 
benchmarking of achievements, using the MaxSumo structure; 

• MaxSem is a psychological model that shows that behavioural change 
moves through stages. MaxSem provides stage-diagnostic questions that 
can be used to group a target group into sub groups for which more tailor-
made Mobility Management measures can be made; 

• MaxImise experimental tool is an assessment tool intended to help evaluate 
the likely effectiveness of one mobility management measure: personalised 
travel planning (PTP).  

 

MaxLupo – Consists of a set of Guidelines for the integration of Mobility 
Management with Land Use planning. 

MaxTag - The Travel Awareness Campaign Guide. The guide offers a 10-step 
guidance in setting up successful campaigns. 

2.4.4 Mobil sein und mobil bleiben – To be and to stay mobile 

It might not be 100% correct to call it a project, it is actually a local initiative in the 
Swiss town of Thun that has been extended to other Swiss localities in the 
meantime. Being among the first to deliver mobility training to older people with the 
combined aim to strengthen independence of the aged and sustainability in urban 
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transport, the activities in Thun have exemplary character for many activities across 
Europe.  

The mobility trainings address citizens 50+, focusing on public transport and 
walking. Compared to the Salzburg example, the training courses include different 
means of public transport (bus, trolleybus, tram, train etc., depending on the supply 
in the relevant city). The courses furthermore go beyond the scope of safety and 
very much address handling issues (e.g. ticketing machines) and orientation (e.g. at 
major hubs or in public transport one is not familiar with). The main aim is to 
maintain independent mobility of older people without being dependent on the 
private car,. The initiative cooperates with different public transport providers across 
Switzerland.  

http://www.mobilsein-mobilbleiben.ch/ offers more details on the activities in German 
and French.  

2.4.5 FRAME – Freizeitmobilität älterer Menschen (Leisure related 
mobility of older people) 

This German research project ran from 2000 until 2003, highlighting a very 
important part of older people’s mobility: Leisure related trips. Since the elderly 
usually do not work anymore, this kind of trips makes up a good part of their daily 
mobility. However, it became clear that there are very different forms of leisure 
related activities, and very different forms of being mobile. With pluralising lifestyles 
of the older generation, leisure related mobility even becomes key to understanding 
the changes in mobility patterns of older people compared to twenty or thirty years 
ago. The study setting also differentiated between urban, suburban and rural areas, 
showing barriers and promoting factors for older people’s leisure related mobility, 
particularly as regards reducing car use.  

Unfortunately, only some basic parts of the FRAME website are still available (in 
German http://www.evaluation.uni-bonn.de/FRAME/index.htm). However a 17 p 
abstract in English can be accessed via: 
http://www-sre.wu-wien.ac.at/ersa/ersaconfs/ersa03/cdrom/papers/159.pdf. A couple 
of further documents are available from Matthias Fiedler (see contact details above).  
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3 Workshop presentations and group work 
The AENEAS workshop on 4 and 5 March consisted of 6 main blocks: 

• Introduction to the workshop;  

• Keynote on Mobility Marketing for Older People;  

• Practical experiences with marketing and training concepts;  

• Stage performance by workshop participants;  

• Transfer of projects to other European cities;  

• Site visits.  

In this chapter a summary of the presentations and discussions of each of the 
blocks is provided. The complete power point presentations can be downloaded 
from www.aenaes-project.eu. The results from the evaluation among participants are 
presented in chapter 5. Chapter 6 contains the overall conclusions from the 
workshop. 

3.1 Introduction to the workshop 

Introduction 

09:00 Official welcome Sabine Nallinger, 
Councillor City of Munich 

09:15 Introduction to the training workshop Kerstin Langer, 
komma.plan (Moderator) 

09:20 The AENEAS project; objectives and actions Matthias Fiedler, 
Rupprecht Consult 

09:50 Mobility in Munich Florian Paul, MVG 
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3.1.1 Official welcome, Sabine Nallinger 

Sabine Nallinger, city councillor for 
Munich and representative of the 
public transport operator MVG, 
welcomed the participants to the 
AENEAS workshop. MVG is one of 
the largest public transport operators 
in Germany and, according to a 
recent survey by ADAC4, managing 
parts of the best public transport 
system in Europe. However, next to 
this great public transport system 
and extensive bicycle network, 
Munich also has a lot of car traffic. 

Even if the modal share for cycling increased from 10 to 14% in 2008, there are 
problems with congestion and air pollution, so there still is a lot of work to do.  

Munich has a relatively young population, but 23% of the citizens are 60 years or 
older. Many of these own and drive a car. It is consequent that Munich has a specific 
policy for elderly people. The mobility management project, “Gscheid Mobil” (Smart 
Mobility) targets different groups. The newest target group is older people. MVG 
expects to start soon with the public transport training for older passengers, which is 
one of the elements of the local project.  

3.1.2 Introduction to the workshop, Kerstin Langer 

Kerstin Langer explained her role as moderator, presented the agenda and 
introduced the guiding questions of the workshop: 

• How can mobility marketing take the 
mobility needs of older people into account? 

• Which practical experiences with developing 
marketing campaigns and training for older 
people on mobility have some of us already 
collected? 

• How can we transfer the existing knowledge 
and experiences to our own cities? 

• How does multimodal marketing and 
mobility work in Munich (site visits)?  

 

 

 

 

                                                      
4 ADAC is Germany’s largest motoring organisation.  
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3.1.3 The AENEAS project, Matthias Fiedler 

Matthias Fielder, AENEAS project coordinator, presented AENEAS, a project started 
in August 2008 and co-funded by the Intelligent Energy Europe Programme of the 
European Commission. The project is carried out by a consortium of five cities, two 
European networks, two supporting organisations and a project ambassador.  

Population 65+ is expected to double 
between 1995 and 2050 in the EU-25. 
Europe is challenged with a car 
generation growing old. More and more 
older people have a driving license and 
dispose of a car. We need to react both 
for sustainable mobility and for reasons of 
independence of older individuals. 
AENEAS is not about telling people to 
stop driving, but convincing people to use 
modes in a balanced way and to try other 
options then driving a car. 

The aims of the AENEAS project are: 

• Promote sustainable alternatives to the private car (encourage);  

• Make sure that older people can use them (enable);  

• Keep senior citizens fit and mobile;  

• Improve safety of older people in transport;  

• Exchange knowledge across Europe;  

• Create awareness for the (future) dimension of the challenge.  

 

Each of the five AENEAS cities has three local (soft) measures, which are actually 
being implemented. The AENEAS cities are Donostia-San Sebastián, Krakow, 
Munich, Odense and Salzburg. Examples of local measures are mobility 
management, awareness raising, training and mobility days. The local applications 
aim to achieve modal shift and to positively influence abilities of older people to live 
healthy and independently. More information on the local measures can be found on 
the AENEAS website. The Munich measures were presented during the workshop.  

What can AENEAS offer to mobility professionals throughout Europe? 

• Training sessions like the Munich event. There will be two further training 
workshops during 2010;  

• A webpage in different European languages. One of the features is the 
Good practice database. Everybody is invited to add further good practices 
to the database;  

• AENEAS will be producing high level printed deliverables, that will be 
distributed among the AENEAS network members;  

• AENEAS is building a network of professionals who want to share 
experiences on the topic of mobility for older people.  
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3.1.4 Mobility in Munich, Florian Paul 

Munich has 1,35 million inhabitants and 300.000 daily commuters entering the city. 
In addition there are 3,7 million visitors every year. In 2008 there were over 600 
Million passengers in public transport (agglomeration level). The extensive and 
growing PT network operated by the Munich Transport Ltd (MVG) consists of 
municipal buses (network of 464 km), trams (71 km) and underground railway (100 
km). The S-Bahn network of 442 kilometres has a regional function and connects 
the suburban areas.  

The Munich Urban Transport Plan sets as objectives to reduce the number and 
length of trips; to shift from individualised motorised transport to sustainable modes; 
and to manage effectively motorised traffic. The objectives are reached by 
implementing a coherent set of policies aiming at: 

 

• Integrate urban and development und transport planning from the beginning;  

• Create intermodality, that means easy walking access to public transport 
and user friendly bike + ride and park + ride facilities;  

• Create a safe environment and mixed use of functions in land use to reduce 
travel distances;  

• Create services that that enable people to travel without car even for 
complex trip chains (such as carsharing and public bicycles);  

• Create the right taxation and legal framework to strengthen PT (as far as it 
is up to local policies);  

• Integrate people’s feedback to the suggested measures to sustain them.  

Compared to other large German 
cities (> 500.000 inhabitants), Munich 
has a very high public transport usage 
ratio as well as a high share of bicycle 
trips. There is a cycle network of 
1.200 kilometres and 22.000 bicycle 
racks in downtown.  

MVG wants to change from a 
conventional transport company to a 
Mobility Service Provider and to 
create sustainable mobility-awareness 
among citizens, politicians and 

companies. Examples of mobility management project in which MVG is participating 
are: 

• Mobility management for New Residents:   “A Relationship Marketing 
Campaign in Munich”; 

• Autonomous use of PT by school children: “Mobi-Race”; 

• New forms of collaboration with Carsharing- provider; 

• Mobility Management for companies (e.g. cooperation with Bavarian 
Broadcasting Company, BMW Group, HypoVereinsbank, Siemens); 



D3.2.3 Multimodal Mobility Marketing in an Ageing Society  

 

 

Page 32 

• Park + Ride powerful bet to switch from motorised traffic to PT largely 
financed by MVG/SWM; 

• Bike + Ride.  

 
The new resident’s project is an individualised travel marketing campaign among 
people that have recently moved into Munich. The project reaches 85.000 new 
residents every year.  

Firstly, an information package on sustainable mobility is sent to the newly arrived.  
The information package offers to ask for more free information (for example city 
maps). In case of an additional information request, the new resident is called by 
telephone to discuss further needs. The new residents also receive a free weekly 
ticket to try out public transport. The project has positive impacts for sustainable 
transport, including a 7% rise in PT use and a 3,5% reduction of care use. 

Sustainable cities give clear priority to alternative modes to private car. These cities 
can reduce their overall energy consumption dramatically compared to cities 
favouring private car use. It is decisive that cities have a comprehensive strategy 
that is put into reality within a master plan. Only cities with a well-elaborated PT 
network will have success; single projects do not lead to sustainable use of PT.  

3.2 Keynote on Mobility Marketing, John Porter 
John Porter presented a way of thinking about marketing for older people based on 
the concepts of Personal Construct Psychology (PCP). PCP states that a person’s 
processes are psychologically channelized by the way in which he/she anticipates 
events. Anticipation is driving our behaviour. We behave like a scientist, formulating 
predictions, testing them and revising ways of 
thinking in the light of outcomes. When we do 
experiments we want to be validated. Validation is 
key to change behaviour. 

If we want to change behaviour we must first know: 

• How people ‘construe / interpret’ and 
differentiate things in their lives;  

• The language they use (content);  

• What is important (structure);  

• How thoughts are interlinked (process);  

• Know what the barriers to change are.  

 
Knowing about these properties before launching the 
campaign design means that we can use the right 
language, and create images and messages relevant 
to the audience. 

A construct says what a thing is and what it is not. Each side has a meaning and the 
meaning is different for everybody. For each construct each person has a preferred 
side. Through questionnaires you can find out where people are.  
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We do not have one construct in our head; we have many. From statistical research 
we now that the system of constructs of a person has a pyramidal structure. On the 
top of the pyramid are the core constructs. The core constructs are the ones that 
cannot be changed. In the middle of the pyramid are the values and on the bottom 
we find the materialistic or concrete constructs.  
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If we want people to change, we can sometimes change what is on the bottom but 
we cannot change the constructs on the top. The first step is to know what these top 
values of older people are and to not challenge them. 

Lasting personal attitudinal and behaviour change is often most effective when 
campaigns and communications suggest attractive alternatives and reward the 
change. We need to offer solutions to problems and personal advantage. 

There are four emotional conditions that make a person resist change and restrict 
the move into the unknown: 

Anxiety- No constructs to understand 

• How do I buy a ticket, how will I recognise my destination/stop? 

Fear- Awareness of incidental change 

• Being made to look stupid, buy the wrong ticket, get on the wrong train 

Threat- Awareness of comprehensive change 

• Physical inadequacy, unable to climb steps of tram 

Guilt- dislodgement 
• Always late, getting confused lost 

 

When asking people to use public transport for the first time we ask them to try red 
behaviour instead of green behaviour. The AENEAS trainings are helping people to 
find new connections by gently showing people a new way of doing and validate 
what they are doing. You have to show the positive beneficial outcomes. If you fail to 
positively validate the behavioural experiment, the connections between the 
materialistic behavioural constructs and the core constructs are cut. There is a loss 
of meaning and people feel anxiety and worry. An example of this is to offer free 
public transport on Car Free Day and confront fist time users with over crowded 
buses and no place to sit. 

While ageing, people’s life gets emptier because a lot of the things they did before 
have gone away. In the face of a lack of validation, peoples’ outlook becomes 
psychologically ‘constricted’ and they are unable to construe new possibilities, 
making going out and travelling impossible. 
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The job in marketing for older people is to fill to void (and shifting to the other 
behaviour), by validating behaviour change. For the non-travellers and impaired you 
have to rebuild the constructs. 

European Projects like TAPESTRY and MAX describe that changes in travel 
behaviour can be divided into stages. TAPESTRY presented seven stages of 
change and the Max project has simplified the model into four different changes: 

• Pre-contemplation, including awareness of environmental and transport 
problems and accepting that oneself is contributing to the problem;  

• Contemplation, being aware of alternatives to the car, qualitative 
perceptions of different modes;  

• Preparation/Action, Intentions to investigate options, trial of alternatives;  

• Maintenance, Current habitual behaviour.  

The stages need to be taken into account when designing campaigns. A first 
observation is that campaigns are most effective when targeting incremental 
changes. A second observation is that many people are already in the contemplation 
stage and it is not really necessary anymore to create general awareness 
campaigns about the negative impacts of car traffic.  

Campaigns often fail because people expect too much. When you put a campaign 
out it may sort of meet people’s needs, but it only exactly meets the needs of a small 
group of people. During the discussion Susanne Schinagl of ZGB, added that often 
PT companies do not know the target group of older people. To increase the impact 
of campaigns you need a partnership for example between PT-company and an 
organisation that is familiar with the needs of older people. 

Through branding different products can be aimed at different groups of people. 
Differences between the products may be negligible but effective, for example 
individual names, packaging and promoted separately - appropriate to each target 
audience. The strength of the brand provides powerful and emotional symbolism 
aimed at a specific market and is giving everyday products and services special 
characteristics through imaginative use of name, packaging and advertising. 
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An example of this is the public transport offer in Dublin, where brand differentiation 
was applied. On the one hand, the 'cheeky' IMP service with the characteristics- 
here there and everywhere, local, friendly, frequent, nippy, Young, female. On the 
other hand, there is the CitySwift, a serious commuting alternative, modern, clean, 
fast, frequent - Men can use this! 

 

From previous research we learn that different transport modes can be mapped into 
different brand types. 

 
 

To conclude, the proposed approach for a marketing campaign and training on 
sustainable transport is: 

• First define your target audience and be aware of the aspirations of your 
target audience (constructs);  

• Make sure that behavioural ‘experiments’ always work and make 
communications messages and images positive and achievable: 

o Freedom, control over own mobility 

o Open up the world of possibilities 

• Create a bold and consistent brand and avoid excessive reality (depictions 
of age and disability). 
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3.3 Practical experiences with marketing and training concepts 
 

Experiences with implementation 

11:45 Individualised Marketing of sustainable 
transport modes for older citizens – 
experiences from Munich 

Johanna Balthesen, City 
of Munich 

13:45 Peer to peer consulting to promote public 
transport use in Cologne 

Birgit Kasper, bkplanung: 
Agency for Municipal 
Research and Consulting 

14:30 Self activation approach for developing 
sustainable mobility projects by older people 

Patrick Auwerx, Mobiel 21

15:15 A multimodal mobility training approach for 
older people in Munich 

Andreas Schuster, Green 
City 

 

3.3.1 Individualised Marketing of sustainable transport modes for 
older citizens, Johanna Balthesen 

The presented activity is part of a larger 
programme for Mobility Management called 
“Gscheid Mobil” or Smart Mobility. The overall 
objective of the programme is to enable people to 
improve their mobility while reducing their car 
use. The City of Munich and its partners are 
applying soft and target group specific measures 
that contribute to faster, cheaper, more energy 

efficient, safer, healthier and more comfortable mobility.  

The main objectives of the specific measure for older people are: 

• Reduce car use;  

• Increase Social inclusion (enable people to participate);  

• Improve road safety. 

Munich decided to address the younger segment of the older population that is the 
age range from 60 to 75. The age of 60 was chosen, because this is the age when 
people are eligible for PT fare reductions in Munich. The upper limit of 75 was 
chosen to have a target group that would still be able to use a private car; in order to 
achieve a modal shift towards more sustainable modes. 

The analysis phase consisted of group interviews, a review of existing surveys and 
studies and a scan of existing offer of mobility (management) services. The 
conclusions from the analysis phase were: 

• The group of older people is very diverse and individual older persons have 
different mobility patterns;  

• Older people are not captive riders of PT anymore. They often have the 
possibility to choose and a growing number has access to a private car;  
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• Older people do not want be addressed as old and are not interested in 
offers especially designed and tagged as “for older people”;  

• There is already an extensive offer of mobility services in Munich. Examples 
are a special tariff in public transport, cycling and road safety trainings;  

• The organisers of these services have problems with reaching the target 
group, especially the younger olds. This was confirmed by the focus group 
that stated that you can find everything but it is very complicated to find it. 

 

The older people did not find the information/providers of trainings. Because of this, 
the idea of the marketing campaign is to act as a broker by bundling information 
from different providers and to present the information to the target group in a clear 
and well-arranged form. This idea led to the production of a Mobility Information Kit, 
a high quality brochure with different chapters for different modes of transport. It also 
includes a general chapter with issues like 
climate change and safety. The objective is to 
have well informed and mobile senior citizen. 

The brochure was sent out to 10.000 
households within age range of 60-75 years. 
The 10.000 included 1.000 widows as a specific 
target group. After a few days they received a 
reminder call, especially to point out the service 
card for ordering additional information and 
registering for courses. When people complete 
the service card, within a few days they receive 
the requested materials. In case of a registration 
for a course, the person receives a phone call to 
set a time and date for the first training session. 

The brochure was accompanied by a letter from 
the Lord Mayor. In the letter there is no specific 
reference to “old people”. Besides sending in the 
reply card, people can also call one of the two 
contact persons at the city hall, whose names 
and telephone number appear in the brochure. 

It is calculated that, in case of a further roll out, 
the costs of the campaign would be 8 Euros per 
person. These 8 Euros cover the costs for the 
brochure and the telephone contacts in the follow up phases. It does not include the 
development costs, which have been part of the initial project. 

Up to the day of the workshop, 14% of the contacted households had reacted to the 
mailing (the mailing took place about five weeks before). The most common reaction 
was to order further information material, like over 600 times the city cycling map 
and over 1.000 combined PT and leisure maps. People also applied for training 
courses: 213 people for the physical fitness course, 160 for traffic safety, 146 for 
cycling training. In addition, over 100 people expressed interest in public transport 
travel trainings. 

The city of Munich received many positive phone calls and positive letters. For the 
officers working on the project, the most interesting part is the direct communication 
with older people over the phone. 
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After an evaluation, the City of Munich will decide on how to continue the scheme. 

3.3.2 Peer to peer consulting to promote public transport use in 
Cologne, Birgit Kasper 

The so-called „PatenTicket“ project 
(BuddyTicket / Peer-to-Peer consulting) was an 
applied research project funded by the German 
Transport Ministry and was carried out in co-
operation with the Dortmund University. The 
demonstration city was Cologne, a German city 
with about 1.000.000 inhabitants. 

The initial question of the project was: “How can 
we increase self-reliant mobility of older 
people?” A second research questions was: “Is 
a word of mouth marketing approach useful in 
this context (increasing the self reliance of older 
people’s mobility)?” 

Looking at the mobility of older people in 
Germany, you will identify car dependent 
lifestyles and ageing suburbs as main issues, 
particularly considering the 60- 75 year old. The 

“empty nesters” tend to move back to the city but they bring their car-oriented life 
style with them. In the next decades the question will be how mobility and public 
transport can be organised under the conditions of the expected demographic 
change and the differentiated spatial developments. 

The project design of the PatenTicket is based on annual ticket holders of 60 years 
and older who get an additional three-month ticket for the public transport network 
for free. These selected annual ticket holders are referred to as “patron” or 
godfather. The selected annual ticket holders give the three-month ticket to a 
relative, friend or acquaintance, who is 60 years or older – called “godchild”. The 
godparent is asked to look for a godchild with little experience in public transport and 
who – in their opinion – should use public transport more often or even regularly. 
This means that the patrons should to screen their friends, relatives and neighbours 
and determine who should use public transport more frequently and who would be 
most suited to receive this support. The godparents do not only give the ticket but 
also declare themselves willing to assist the godchild while travelling in Public 
Transport. 

For every choice of new means of transport, new routines have to be developed. 
This is not a daily decision: It is a routine. If you want to make a change you have to 
break up this routine. When you ask for a new doctor, you ask for a personal 
recommendation. The aim of the project is to transfer this to PT use. This especially 
works if the “experts” are of the same peer group. 

The project started in November 2007, identifying “godparents” (or buddies) and 
developing the marketing layout. In continuation, information and training sessions 
with the patrons were held. In total 870 people were contacted and in the end, 117 
godparents and godchildren really participated with a PatenTicket. In total, this is 
equivalent to an exhaustion of 14%, which is a good score for a marketing project. 
After several stages of evaluation the project ended in March 2009. 
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The average age of the godparents was 72; the godchildren were on average 2 
years younger. The majority of the participants were female, just like in the total 
population of annual ticket holders. 

The marketing focused on personal communication. A personal letter was sent to 
the godparents, with an information flyer. In a second step the godparents were 
invited to come in small groups to the central office of the public transport company, 
where they were introduced to a contact person for the entire project lifetime. There 
was no special reward for the group of godparents, but they were very pleased 
being valued as everyday public transport experts. 

During the three months PatenTicket trial period, there was a clear increase in the 
frequency of public transport use and shift from other modes of transport towards 
public transport among the godchildren. More than 60% used public transport one to 
three times per week and nearly a third stated that they used public transport more 
than three times a week. This is remarkable because only three of the godchildren 
were working in a job on a daily basis. The rest used public transport for other 
purposes like leisure, and shopping. 

The results also show that a large 
group of participants undertook longer 
trips than they were used to before 
and tried out new ways and 
destinations. The elderly without 
access to a car enjoyed very much the 
freedom they obtained by travelling 
with PT without having to worry about 
having the right ticket. Overall, about a 
third of the godchildren felt that they 
have gained competence and routines 
for using public transport.  

An important long-term impact is that 30% of the godchildren bought an annual 
ticket right away after the three months trial period. A further 6% stated their 
intention to buy a season ticket in the near future providing reasonable explanations 
(“when my wife turns 60”, “when we have sold the old car”, etc.). 

In addition a snowball effect of 11% was measured. This includes people, who were 
not directly participating in the project but were somehow involved in the 
communication between godparent and godchild, so they decided to buy a ticket as 
well (usually husbands or friends). 

So, what is in it for the Public Transport Operator? Based on experience from the 
Cologne Public Transport Company (KVB), the average time for older people to 
keep a season ticket is six years and the annual revenues per user are 
approximately 500 Euros. With about 13 to 15 new customers, the expenses for the 
campaign are paid (without evaluation efforts). In practice, over 30 new season 
ticket holders were gained, not counting increased ticket sales to participants who 
did not purchase a season ticket but use PT more frequently after the trial.. Overall 
this approach is definitely cost effective. Furthermore in a full cost benefit analysis, 
other positive societal impacts on environment, congestion and health could be 
added. 

During the discussion after the presentation, John Porter called the project one of 
the best examples of validation of change in mobility management projects. An 
important element is the confirmation of the godparents as valuable persons for 
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society. Birgit Kasper agreed on this and mentioned that most of the godparents 
want to continue being godparents in the future and that also the godchildren would 
like to become godparents to others. 

Birgit Kasper added that the personal selection of the godchild was a good approach 
and important for the success and positive impact. The project focused on the 
elderly because they take the time to accompany the godchild. 

An alternative approach brought up during the discussion was to use grandchildren 
to be the guides of their grandparents in public transport. Ragnar Domstad 
mentioned the example of Lille, where children received free tickets for the new 
automatic metro and they were asked to bring along their grandparents. 

3.3.3 Self activation approach for developing sustainable mobility 
projects by older people, Patrick Auwerx 

The symbol of the Smart Mobile Seniors project is the 
super-granddad. He symbolises the most energy 
efficient citizen. 

Smart means that we do not force people to change 
mode. We try to encourage them to leave the car at least 
two times a week at home and travel more sustainable. 

The aims of the project Smart Mobile Senior project are: 

• Meeting mobility needs of older people; 

• Tackling social exclusion; 

• Awareness raising & behaviour change on / 
towards sustainable mobility. 

 

Surveys show that 70 to 80% of Flemish citizens prefer the car as their main travel 
mode. Travel behaviour depends on where you live. Flanders is in fact a rural area 
with only three mayor cities. People in rural areas use their car more. 

The project approach is built from an NGO perspective. The aim is to promote 
sustainable transport. Mobiel21 is facilitating the process, by trying to convince 
people, not by forcing them to change. Projects are implemented in partnerships 
with senior organisations, municipalities and companies. 

The project is all about communication and works towards a sustainable change by 
applying the “4 Es”: 

• Enable: Guarantee basic mobility: In Flanders all citizens have access to 
Public Transport within 500 metres from their door; 

• Encourage: Social price police (incentives): In Belgium all citizens above 65 
get a free public transport pass. Even so, only 10% of the bus rides are 
made by older people while they represent 20% of the population; 

• Exemplify: Offer chances to test public transport; 

• Engage: Working with own (local) social networks. 
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When offering chances to experience sustainable transport modes, a step-by-step 
approach is needed. The first step is to have senior citizens themselves do a quick 
scan of the needs by taking questionnaires with other older people. The training 
programme then has to cover these needs. The trainers are older people 
themselves and are trained at the start of 
the project. Couples of trainer and trainee 
are formed. Since they are both older 
citizens they can be considered as peers. 
Elements of the training are repeated if 
needed. 

When working with social networks of 
seniors, the first step is to recruit 
volunteers/local champions amongst local 
senior advisory boards and to 
communicate transparently with them 
about the project. It is important to build a relationship based on mutual trust. Older 
citizen’s organisations normally have time to dedicate to the project and are open to 
peer group involvement. 

Mobiel21 has developed four actions that combine the elements of exemplify and 
engage. The actions are: 

1. Test the Bus: testing public transport with a buddy system 

2.  Short distance trips campaign. Aimed at short distance car trips under 5 
kilometres. One of the target groups are older people. In this project it was 
found that not environment but health was the most important motivator  

3.  Leisure trips with PT 

4.  Mobility scan to involve senior citizens in local transport policy and commit 
them to co-production with a focus on the needs of the elderly 

 

During the discussion Angelika Gasteiner noted that it is not the solution to offer PT 
for free. The price is not the problem. The other side is that a public transport 
company needs to earn money. The company is not motivated to do a project for 
older people if they do not get money. In Salzburg they are interested in older 
people as paying passengers. 

Maarten van Bemmelen asked how Mobiel21 gets in contact with the groups that 
carry out the projects. Patrick Auwerx explained that there is a newsletter to promote 
the project. If there is an interest from a municipally Mobiel21 gets into contact with 
the local senior advisory council and tries to convince them to work on mobility.  
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3.3.4 A multimodal mobility training approach for older people in 
Munich, Andreas Schuster 

In Munich the local AENEAS partners are implementing a multimodal mobility 
approach, covering: 

• Travel information, electronic devices and energy-efficient transport; 

• Bicycle Training; 

• Walking Training; 

• Public Transport Passenger Training.  

The first two training schemes are already operational. The latter two will be 
implemented in 2010. Andreas Schuster presented the design of the travel 
information and the bicycle training.  

The course on travel information, electronic devices and energy-efficient transport is 
a partnership of Green City and the local facilitator “Mediencenter 50plus”, who 
brings in the electronic devices and the know how about internet training for older 
people. There are 8-10 participants in the class room and the course consists of five 
sessions of two hours each. The aim of the course is to enable older people to 
internet travel information and services on their own. During the course the 
advantages and the delights of energy efficient mobility are highlighted. Examples of 
topics of the course are “how to buy tickets online?” and “how to plan a route in 
public transport?” Mostly we see that older people are afraid of using ticketing 
machines at the station, so online buying of tickets can be an attractive alternative. 
In addition, there is an online tool available to practice the use of ticketing machines, 
which is also part of the training scheme. The Mediencenter 50plus has a computer 
for each participant. However, the participants can also decide to bring their own lap-
tops to the class room. 

The bicycle training scheme started in 2006. It contains a theoretical and a practical 
part. The theoretical part is provided in co-operation with the Munich Police and a 
physiotherapist and includes: 

• A traffic safety section; 

• A presentation about age conditioned 
change, which physical conditions do 
you need for cycling; 

• Information about adequate clothing and 
transportation tools.  

For the practical part Green City has available a 
fleet of special bicycles for people with mobility 
problems. The participants have the opportunity 
to test a variety of bicycles and tricycles. This 
takes place in a dedicated area, so there are no 
disturbances by other road users. The aim of the 
training is to encourage people to use the bike, 
to feel safer on a bike and to show that there is a 
bicycle for everyone. 

The walking training is still in preparation. The 
aims are to make senior citizens more visible in 
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public space; to awake the pleasure of walking and moving in public space among 
the participants and to enable them to walk safely in their neighbourhoods. The 
public transport training will enable older people to travel safely comfortable and 
energy efficient and raise awareness among bus drivers on the requirements of 
older people. 

An additional outcome of the cycling training was the project Gunda-On-the Road 
(see http://www.gunda-unterwegs.de/). The goal of Gunda was to show older people 
that it is possible to be mobile, also if you have physical impairments. After a hip 
operation Gunda decided to start a 1.000 km cycling tour across Germany. The 
objective of the project was to show that there are alternative forms of mobility for 
everyone. 

3.4 Stage performance by workshop participants 
The last session of the first day was a stage performance carried out by six 
volunteers among the participants. The other participants watched the role play and 
joined in, on the discussion afterwards. 

 
Setting and roles 
The setting for the role play was a typical Bavarian restaurant in Munich. A group of 
older people is meeting there every two weeks – already for some years. They know 
each other quite well. Some of them were participating in AENEAS training 
measures or were contacted by the AENEAS individualised travel marketing 
campaign. They discuss today about mobility, their different experiences and habits. 
The ones who were participating in AENEAS measures tell the others about it. As 
always, everybody tries to convince the others of his/her personal opinion ergo 
mobility style.  

The roles were  

Mr. Robert Drive: He just bought a new car from the money he got from his life 
insurance. Other transport modes are for him out of question.  

Mrs. Marianne Drive: She is not so happy about her husband's decision to buy a 
new car. She likes to cycle and believes that the money would have been better 
invested in something different. 

Mrs. Linda Cycle: She wasn't able to cycle anymore due to hip problems. After trying 
a tricycle on the Green City event she straightaway bought one. Now she is 
extremely happy to be mobile with a bike again.  

Mr. Richard Grumpy: Doesn't like new developments. One of his most used phrases 
is: “Everything used to be better in former times“. He got the Mobility Information Kit 
and is now asking why the mayor is spending so much money for such nonsense. 
Actually nothing seems to be good enough for him – his comments are almost 
always negative, no matter what it is about. 

Mr. Peter Movemore: He had a routine fitness check-up last week and his doctor 
strongly recommended him to move more and to get rid of some weight. So he is 
quite interested in what the others tell about the AENEAS measures. 

Mrs. Maria Newmode: Her husband died half a year ago. After his death she was a 
little bit helpless as he used to drive her wherever she wanted to go. She got the 
Mobility Information Kit, ordered a lot of information material and registered for the 
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Internet Course. Meanwhile she gained some confidence with the different transport 
modes.  

 
Short summary of the role play 
During the role-play the reluctance to change, especially expressed by Mr. Robert 
Drive and Mr. Richard Grumpy, governed most of the conversation. Attempts of Mr 
Peter Movemore to make a date with one or several of the ladies to try out the 
special bicycles were not successful. Some of the older ladies had read the 
brochure on alternative mobility modes send to them by the city but arguments 
against cycling and public transport, were quickly and easily expressed (Oh yes, that 
boring book about cycling!). By the end of the role play, no concrete appointments 
for trying out alternative transport modes had been made. 

 
Observations after the role play 
Now, I know why on a Stammtisch nothing ever is decided. 

It was interesting to taking to role of the opposite side (the car driver). Now I 
understand why it is so easy to stay in the negative role. It is difficult to get people 
from one side to another. It is easier not to change. 

Peter Movemore tried to convince somebody to make an appointment for a real 
experiment. However, since no exact time and date was set, the experiment will 
probably not happen. It was interesting to see the moment of truth: will there be a 
concrete date? This issue is picked up in the Munich direct marketing project where 
people are called and presented with a time and a day for the first training course. 
Also in Göteborg, the people are called the day before but they often have a last 
minute excuse. It does not always work. 
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It is important to find out what the motivations of people are. The motivation of 
Peter Movemore was to save money from insurance and to get a date with a(n 
older) girl. 

You have to accept that there are many people who do not accept to change or 
even to try something. A mobility manager needs to have a high tolerance for 

failure and frustration. 

What was really classic was the 
gender difference: The men were 
oriented to the car and to money, 
while the women were much more 
willing to be active and do 
something. Peter Movemore is only 
trying to change because his doctor 
has told him to. The women were 
more interested in new ideas and 
other options.  Men are more often 
sticking to their routines and try to 
neglect the fact that they get older. 
Related to this is the issue of 

deciding not to drive a car anymore or to start using a rollator / walking frame when 
walking. 

3.5 Transfer of projects to other European cities 
The workshop participants were divided in small groups to investigate how the 
presented projects could be implemented in cities from different areas in Europe. 
The main question to be answered was “How could the successful concepts of 
individualised travel marketing and mobility training for older people from cycling 
training from Munich and peer-to-peer consulting in Cologne be transferred to other 
cities?” All working groups will addressed a set of common questions: 

• Which key objectives do you want to achieve with the measure in your city? 

• Which target groups do you want to reach? 

• What are the main steps to be performed towards implementation? 

• Which are the key persons and main stakeholders to be involved and how? 

• Who will fund the measure and how could the financial supporters be 
convinced? 

• What are the barriers and drivers for this measure? What are possible risks, 
do you have a contingency plan for them? 

The outcomes of the group work were presented in a market place setting, were 
participants rotated between the stands to hear the results. In continuation a 
summary is provided for each of the four groups. The groups were free to discuss 
the topic imagining a concrete take-up city or in a more general setting.  
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3.5.1 Cycling training approach for older people in Prague 

Rapporteurs: Nena Georgantzi and Dariusz Niewitała  

The aim of this group was to transfer the initiative 
of multimodal training to another city while looking 
at the various aspects of the Munich project. 

The group decided to use the City of Prague as 
an example. In Prague there is a good quality and 
reliable public transport infrastructure but during 
the 90s there has been a shift from PT to private 
cars. Even so, during rush hours the PT system is 
overcrowded. There are 10 mini-buses for older 
and disabled people at the disposal of citizens on 
demand, which is considered a very successful 
initiative. There is a possibility to buy tickets online, 
but only for those already registered and only for 
monthly tickets. Alternatives include: machines and 
payment to the bus driver. There is a special rate 
for 3-month tickets for seniors. 

Cycling is not yet a strong aspect of Prague; 
despite investments in infrastructure, the number 
of cyclists remains low. Only young people use 
bicycles. There is no public bike-sharing system 
but some private initiatives do exist. 

The main objective is to increase number of cyclists in Prague; the idea is to create 
alternatives to PT by making use of the existing infrastructure (bike lanes and 
special pass for cyclists) and creating a cycling culture. There are two main target 
groups: Younger older people: divided in two sub groups, 50-60 and 60-75 years 
old. The reason for this distinction is that the first group is still professionally active 
(and possibly also physically active, in relation to the 2nd group), might have less 
free time and are interested in health aspects while they are more likely to have 
confidence in using a bike and be more familiar with road safety issues. As the fear 
and the motivation of the target group need to be addressed, this distinction helps 
us deal with these issues different ways according to needs and the expectations of 
each sub-group. However, this is not a very strict distinction. 

In Prague there is already a Municipal Commission for Cycling, which also has 
some financial resources. Therefore the idea is to keep the co-ordination of this 
initiative at the municipality level but also to involve NGOs and local cycling 
associations. Furthermore, engaging private entities, like bicycle shops and 
providers of bicycles, is important, in order to provide the program with bikes (the 
incentive for them would be a kind of indirect advertising). The need to involve the 
police and medical staff was emphasised, as they will bring added value and 
reliability to the program. Last, the local free-time clubs (for older people) would be 
used as a means to approach our target group. 

The action plan: The group focused on leisure cycling considering that changing 
every day routines is harder than influencing behaviour when it comes to free time. 
As awareness on the health and environment benefits of cycling is widespread in 
the Czech Republic the main issue to be addressed is the individual benefit, 
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addressing fears and motivation and making people ‘experiment and validate’ 
cycling. The central idea that came up was to organise guided bike tours where 
participants will be given the chance not only to bike but also provide them with 
information on road safety (by police), health concerns (by medical staff) etc. The 
tour in itself should be an attraction, that is a trip to a touristic place, organising a 
picnic, or some coffee and cake in, which could serve not only for social interaction 
but also in order to make people talk about their fears and motivations.  

To reach people, two main ideas came up: first to make use of the ‘captain system’ 
(cf. Odense) where active older people set the good example, or recruit younger 
cyclists asking them to bring along their grandparents. Another way to persuade 
people to come to these tours would be to use a popular person (i.e. a famous 
comedian) or the mayor to attract both the public and the media.  

Another incentive would be to have a lottery at the end of the trip (with the price 
being a bike), but that would mean attracting people already biking. To address the 
professionally active people ‘bike-to-work’ competitions could be organised, giving 
for example a price for the oldest employee going to work on a bike. This of course 
would require a partnership with private companies. 

Individualised marketing could be a means to attract the 50-60 years old, while for 
the second group regular meetings might be a way to provide them with support and 
discuss their concerns. At a second stage, there should be demonstrations of the 
different kinds of bikes and perhaps a public bike-sharing system, although there 
were concerns about stealing and vandalism. 

There were concerns if due to the hilly character of the area of Prague this was an 
appropriate measure. As the idea is to promote leisure cycling this should not be 
such an issue, besides there is always the possibility to use bikes together with PT, 
or in case of public rental to use them only to go down. An important thing to check 
is whether there is an area in the city of Prague where people can experiment with 
bikes in a safety environment. 

There was also a proposal to adopt in a later stage the example of London where 
cycling tours are organised within the city: there are certain meeting points and a 
captain who leads the group, people should normally have their own bike, but it’s a 
fun way to get to know the route, build confidence and be safer as there is cohort of 
bikes. 

Although the group focused on single-modal training, this model could be easily 
adopted, for example, for walking tours. 
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3.5.2 Individualised marketing to promote accessible public 
transport in Göteborg 

Rapporteur: Andrés Martínez 

 

The group discussed the 
way to transfer the example 
of Individualised Marketing 
from Munich to the city of 
Göteborg in Sweden. The 
starting point in Göteborg is 
the Kolla project. This has 
been a large project to 
improve the accessibility of 
public transport, both by 
interventions in the 
infrastructure around public 
transport stops and vehicles 
and by implementing soft 
measures like support at 

interchanges and individual travel coaches. The economic rationale behind the Kolla 
project was that by increasing the accessibility of regular public transport, the need 
for the costly special transport services (STS) would decrease. Until now, marketing 
actions have been directed at the users of STS exclusively. 

The objective of the new individualised marketing campaign is: To reach possible 
future STS users make them experiment/learn what Public Transport is. On a longer 
term the action would avoid the future need for STS.  

The target group is the range: of 65 – 75 years old people. At the age of 65 citizens 
of Göteborg can apply for a free public transport pass. The upper limit of 75 is 
chosen because it is essential for the project that people involved have the ability of 
changing their routines. It is considered that this group of people is still able to 
introduce changes in their lives. 

The partnership will be built on the existing Kolla project, with the City of Göteborg 
and the Public Transport Authority as main actors. Other actors are a marketing 
company for implementing the campaign and the University could support in 
organising focus groups for proof reading of the material. 

The campaign will consist of a direct mailing to households in the target group. 
The mailing will be a letter and a small brochure. The brochure will be much shorter 
than the Munich example and only focus on public transport. An existing brochure of 
the Kolla project could be used for this, although there were suggestions of including 
more attractive and positive photographs in a new version of the brochure. The 
Mayor of Göteborg will preferably sign the letter. The backside of the letter will be 
used to include an attractive map that combines public transport with mayor leisure 
destinations in the city. The idea is to show that public transport can easily transport 
you to attractive locations.  
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A few days after receiving the mailing, the households will be called by telephone 
and offered the possibility to 
try out public transport in the 
company of a travel coach. 
The travel coaches work on 
an individual basis or with 
small groups of older people 
and show them how to use 
public transport system while 
travelling towards a 
destination the trainee wants 
to visit. To make the offer 
more attractive and effective, 
the respondent is encouraged 
to bring a relative, neighbour 
or friend to the test ride so 
they can experience it 
together.  

For the implementation of the campaign several steps are needed: 

• Obtain address and telephone data of the target group. Although not easily, 
it is expected that these data are possible to obtain in Göteborg; 

• Test the text with reader groups of older people; 

• Design the map with leisure + Public Transport information; 

• Develop questionnaire/scenario for the telephone calls – training of 
interviewers; 

• Contract travel coaches and train the travel coachers. In Göteborg the travel 
coaches can be contracted within the framework of an employment 
programme for the long term un-employed; 

• Organise a first pilot which leads to 100 telephone interviews; 

• Evaluate and decide on wider roll-out. 

 

The pilot project can still be funded by the City authorities within the Kolla project. 
For future activities and campaigns others funds must be obtained. In Germany 
there are examples of partnerships with health insurance companies. 

The discussion on barriers and drivers is reflected in the table below. 
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Individualised marketing of public transport among older people, Göteborg 
Barriers Drivers 

Tickets are already free: 
• Can not offer free test ride 
• Additional passengers do not 

lead to additional income for 
the public transport company 

 

Accessible Public Transport system 
• Large effort in accessibility 

around the public transport 
• Accessible vehicles 

 

Quality of subcontractor 
The quality of the first phone call is 
crucial for the success. During the 
phone call several tasks need to be 
completed by the interviewer. Can a 
subcontractor really offer the needed 
skills?  

Political support for the Kolla Project. 

 

3.5.3 Individualised mobility marketing in the City of Stuttgart 

Rapporteur: Johannes Link and Ilenia Gheno 

During the working group session the issue of Mobility Marketing in the city of 
Stuttgart was discussed.  

Firstly, the participants from Stuttgart gave a short overview of what already existed 
as marketing measures: the “Mobility Day” taking place annually and offering 
information about mobility to all interested persons and the “Senior Ticket” for public 
transport which provides reductions to PT fares to older people. 

Secondly, the upcoming issues in the field of marketing were discussed. The results 
were as follows:  

The key objective is to increase the modal share of older people using public 
transport in Stuttgart. The target group is people starting from 60 years and above 
without age limit.  

Institutions that need to be involved are mainly the municipality of Stuttgart, the 
public transport providers, the senior citizen council and senior associations and the 
Federal Statistical Office of Germany to provide statistics. The role of senior citizen 
councils should be stressed twofold, as it acts for both recruiting older people and 
for the multiplying effect for the whole citizenship. As far as the leadership is 
concerned, the need of a general coordination has not been particularly expressed, 
but responsibilities and tasks among the institutions and actors involved are to be 
established and well defined a priori.  

The main steps of an implementation scenario are: 

To first invite older people for group interviews. The trainings should be organised in 
such a way to let the groups be composed by mixed people (age, gender, 
impairments); this will boost both the “peer-to-peer” involvement. Nevertheless the 
presence of grand children should also be allowed, for their important role as 
motivators for their grandchildren. The groups should be age and gender mixed, 
with mixed impairments; observers should attend the sessions and take notes, as 
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well as facilitate, whenever needed. Mobility advisors should also attend the focus 
groups. Moreover one single mode of transport should be tackled in the training, 
according to some game modalities. The training should be linked to the mobility 
day. 

After the first meeting, a second one will be organised, in order to communicate the 
results, to set up priorities and conceive further steps of actions together. 

Besides the provision of gadgets (i.e. pedometers, awards for winning a bike 
competition or for the most extensive use of car sharing), the use of lotteries and the 
involvement of celebrities could help. 

Special attention should be paid to the 
moment of shift from an active working life to 
the retirement, in order not to make the 
retired change their “mobility routine” from 
PT to car use (i.e. companies could provide 
mobility tickets/vouchers for people retiring). 

The funding should mainly come from the 
municipality, the public transport provider 
and from sponsors. The involvement of 
volunteers (family members) is not to be 
considered in this stage, because experts 
are needed instead. However a good 
connection could be made with the entrance 
to special fairs or museums on that day or as 
a general policy for the mobility of seniors.  

One main barrier is the issue of data 
protection and privacy when contacting older 
people for the group interviews. In order to 
cope with this only barrier (data protection), a 
direct contact with the person in charge of 

data protection should be sought. Additionally it is difficult to determine the “status 
quo” because of missing statistics and it is thus difficult to determine goals for the 
marketing activities. 

The dissemination and advertising of the activity should take into account radio 
advertising, besides direct letters to older people for inviting them to the formal 
meeting; the choice of older citizens should be done according to a random choice. 
The involvement of those citizens must be previously discussed and agreed with the 
statistic offices and data protection offices.  

3.5.4 Transferring the Peer to Peer approach to another city/region 

Rapporteur: Fernanda Sieverling 

The group discussed the transferability of the peer-to-peer approach in general, 
without selecting one specific city. 

The most important pre-requisite for the peer to peer approach is that the city/region 
where it will be introduced offers a well-established public transport (PT) system. 
If you want to market something you need a good product, otherwise your marketing 
campaign cannot be successful. 
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The elderly are the most difficult to reach sector of society with classic marketing 
techniques. Friends or relatives are in a much better position to convince them. The 
results from Cologne show that peer-to-peer consulting works very well with older 
people. 

 

 

Key objectives 

• You have to be clear about your objectives. First of all you have to answer 
the question- what do you want to achieve with your peer-to-peer project: 
raising revenues? Social inclusion? Sustainability? 

• Using the Cologne example again, the aim was to achieve a self-reliant way 
of life for older people. 

 
Choosing an responsible institution 

• Depending on what your key objectives are, you can determine which 
institution should be responsible for the project. It is also possible to make 
partnerships with institutions that would benefit in some way through the 
peer to peer marketing;  

• In Cologne the responsible institution was the city owned PT operator 
because it would make a profit in case the new customer bought a PT-ticket 
and began to use the transport-infrastructure;  
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• If the public transport system already offers a free ticket for elderly 
passengers, it will probably not be possible to have the PT operator as a 
partner, because it has nothing to gain by increasing the number of older 
passengers on public transports. In this case the partners would have 
conflicting interests. 

 
Target Groups 

• The target group is very complex, so you have to define who you want to 
reach; 

• It’s advisable to determine the “young” elderly as a target group, because 
they are more flexible and it’s a good way to convince the PT operator to 
work as a partner, since they will probably have a new customer for longer. 

 

Main Steps 

• The first step is finding the patrons (buddies). If you can get access to the 
data from the PT users through the PT operator then you can make first 
contact with a mailing or phone call. Mailing consumes less time and has 
similar feedback to a phone call. If the PT operator is not a partner or if it’s 
not possible to get access to the data through the PT operator another 
option is to try to find the patrons in associations but this requires more 
effort; 

• The second step is to offer an information-workshop for the godparents with 
a maximum of 10 participants. For identification it is very important that the 
trainers speak the language of older people and not use the technical terms 
of the PT operator; 

• Communicating to the PT controllers that there is a new ticket for older 
people;  

• Help desk for further questions from the buddies 

 

Funding of the project 

• In the case of Cologne, they got the funds for the project from Mobilität215; 

• If the PT operator is a partner it’s reasonable to ask for help from them with 
funding since the peer-to-peer approach will be a kind of indirect marketing 
for public transport; 

• With approx. 35.000 EUR it’s already possible to implement the peer-to-peer 
approach of the PatenTicket 

 

What are the barriers? 

• Low attractiveness of the PT system;  

                                                      
5 Mobilität21 is an initiative funded by the German Ministry for Transport (BMVBS), see http://www.mobilitaet21.de/ 
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• Lack of knowledge of the needs of older people;  

• If PT operator is not willingly to participate;  

• Shortage of time (time is necessary to convince older people to use the PT). 

3.6 Site visits: Sustainable Mobility in Munich 

3.6.1 Introduction to the site visits 

In the afternoon parallel Site visits were organised. The participants could choose 
one of three options. Some of people wore an ageing suit used a wheelchair or 
carried a walking frame. Before the start of the site visit Dr. Christa Erhart of ZGB 
gave an introduction to the ageing suits. The ageing suits simulate the loss of 
functional abilities that is related to the ageing process. At the end of the site visits 
the participants were asked to provide feedback in a questionnaire. The answers 
related to the lessons from the visit and transferability are included in the description 
below. Further evaluation scores are included in chapter 4. 

 

 

 
 

 

 

 

 

 

 

3.6.2 Guided tour “Nahmobilität” 

The project 
The visit included a walk to Munich’s Glockenbachviertel – a city district where 
citizens were involved in co-producing the mobility improvements. It is a very 
centrally located district at 10 minutes walking distance from the central square. Two 
metro lines meet here. It is a mixed use  district, with many residents, but also bars, 
smaller shops and offices and hospitals. 

The “Nahmobilität” (Neighbourhood Mobility) project started in 2001 and finished in 
2008. The project targeted improvements for cyclists, pedestrians and public 
transport users, and to some extent, skaters. The aim was to focus on small scale 
and organisational improvements. Older people were not the only target group, but 
the project proved to be particularly beneficiary to them, since older people make 
many short trips in the area around their neighbourhood.  

As part of the project citizens were asked to identify local mobility problems. Citizens 
were approached through leaflets, direct telephone calls, faxes and the internet. A 
random selection of 700 people was invited to the meeting and 35 actually came. In 
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the meeting they identified problems and looked at priorities. At the end of the 
project another brochure was produced which showed the proposed mobility 
measures. The results were published in a report. 

The project did not include funding to actually implement the measures. This was a 
lesson learnt that has been considered when a follow up project was initiated in the 
district of Obergiesing. However, from other budgets many of the proposals were 
implemented during the project lifetime or after. In the follow-up project there will be 
budget for actual mobility improvements. 

 
Description of the visit 
At the beginning of the walk an intersection was showed where since 10 years ago 
pedestrians were allowed to cross the street also in the surface, in addition to the 

underpass. Visibly many people used 
this option. The walk started at a 
street with many clinics. Here the 
street was closed for car traffic and 
only pedestrians/bikers are allowed 
to enter. 

Then, we crossed a wide avenue. 
Before, cyclists and pedestrians had 
to share the pavement. After the 
interventions the road space was 
reconfigured and cars and cyclists 
share the space. 

New parking rules were introduced. 
Only registered residents and paying 

visitors can park. The parking space was limited, now cars park only on one side, so 
there is more space for pedestrians. Some of the one-way roads are opened up for 
cyclists from the opposite direction. There is one person at the municipality who 
reviews one-way streets and proposes to open some of them up for cyclists from the 
other direction. Car drivers are notified of bikers coming from the other direction by a 
sign at the beginning of the street. 

The urban space is now quite pleasant, and we crossed one street which has many 
cafés in the summer. Benches were put at regular distances, which is very important 
for older people.  

Then we crossed through an old cemetery. It is a nice area, with the graves of many 
famous people. It is in the way to the city centre, so many people walk through. 
Cycling is not allowed. (However, cyclists do enter.) There are discussions in the 
municipality to open it up for cycling, however, this is not yet the case. 

After the cemetery we crossed a pleasant park area with creek, biking lane and 
benches. We looked at a square, which has a playground in the middle. There is a 
“May tree” (Maibaum) here, which has symbols of various social minorities (e.g. 
homosexuals). 

There were discussions if one road segment of the road should be closed for traffic 
or not. This was discussed at a public workshop. After that, it was temporarily closed 
(without really improving it aesthetically). For the second workshop 200 people 
came and voted clearly against this measure. So it was reopened for traffic. 
However, currently the plan is to host the weekly market on this street. 
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At the end of the walk we arrived to the Isar river. It was recently revitalised (made 
natural-looking). Before it looked like a canal, now it is wider and one can also bathe 
in the summer. The current plans include the construction of a pedestrian bridge by 
2014. 

 
Feedback from the participants 
From the group of 10 participants, 5 persons returned the questionnaire. The most 
important learning point for three of them was the method of consultation of the 
residents in the area. One respondent pointed out the need for a driving force, a 
person that is taking the lead to change the conditions. A last lesson was: “it is 
complicated to transform good ideas into political decision”. 

Three of the five respondents answered that all or most of the project could be 
transferred to other cities. A fourth respondent specifically mentioned the methods of 
public hearing and the prioritisation for identifying black spots as transferable 
element. 

3.6.3 Cycling training 

Description of the visit 
The cycling training site visit took place at the “Verkehrszentrum“ of the Deutsches 
Museum (transport department of the technical museum). The site visit had a total of 
eight participants, out of which five were trainees. Six cycles had been prepared in 
order to test them. Two of the bikes were electrical bikes, two were tricycles, one 
was a “low floor” bicycle and one was a normal city-bike. Additionally two aging suits 
were handed out to the participants, which included earplugs, glasses and devices 
to restrict flexibility of extremities.  

The training took place in a big hall 
and the participants had the 
opportunity to test all the bikes. First, 
the trainees drove the cycles without 
the aging suits in order to get used to 
the tricycles and the electrical bikes. 
After that, we had the occasion to put 
on the aging suits and drive the bikes 
for a second time to get a feeling of 
how it feels to be part of road traffic 
with several different health 
impairments. Overall the participants 
did not feel secure driving bikes in 
combination with aging suits. It was nevertheless a very interesting experience and 
the participants agreed that this training changed their way of thinking concerning 
bikes and older people. Especially for people who working with or training older 
citizens we strongly recommend to try out the aging suits. 

 
Feedback from the participants 
All five participants completed the questionnaire. Two participants mentioned the 
experience of the ageing suits and how it helps to understand the problems of older 
people when cycling, as the most important lesson. The need to present different 
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types of bicycles was an important lesson for two other respondents. The fifth 
participant learned that you have to careful when thinking about a bicycle marketing 
campaign for older people.  

Also in this site visit, most participants mentioned possibilities for transferring the 
project to other cities. Two people thought that (almost) all could be transferred and 
two other explicitly mentioned the experience with the ageing suits. 

3.6.4 Innovation in public transport 

Description of the site visit 
The group travelled in metro to the renovated intermodal station Münchner Freiheit. 
To get there, one change of metro needed to be made. Especially the participants in 
the wheelchair and with the walking frame experienced the use of the elevators at 
the interchanges. Participants tested the readability of maps and signing through the 
special glasses. 

The intermodal station is the starting point of the new tramline 23 destination 
“Parkstadt Schwabing”, which was inaugurated by the Munich Public Transport 
Company in December 2009. Modern technologies like for example dynamic 
passenger information systems but also 100% accessibility at every stop are 
important steps to make it a comfortable transport mode also for older people. The 

trams have a ramp/lift for wheelchair 
access. 

The new tramline is an integral part 
of the development of the new living 
and working district Parkstadt 
Schwabing, a former military and 
industrial site. A new attractive bridge 
for use by the tram and non-
motorised modes forms a highly 
visible landmark. The construction of 
the line was partly financed by the 
private developers of the housing 
area, who were obliged to co-finance 
the tramline.  

The new tramline now has 11.000 daily travellers, which is a doubling of the 
passengers of the busses that were previously operating on the route. The 
passenger number is expected to increase further to 18.000 when the building of the 
district is completed. 

The inauguration of the line was celebrated with a Christmas market half way down 
the line. The Christmas market was a huge success with 30.000 visitors on the 
opening day. The main newspaper dedicated two full pages to the opening of the 
line. 

 
Feedback from the participants 
All ten participants completed the questionnaire. The lessons people took home 
from the site visit can be divided into two main groups. The first group concentrated 
more on older people as users of public transport, while the second group answered 
more as public transport professionals. Two people mentioned the barriers of older 
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people are confronted with in PT as most important lesson, while a third person had 
noticed that the automatic ramps and lifts functioned everywhere along the 
trajectory. Two respondents had noticed that the silver handhold bars in the vehicles 
are not easy to see for older people. From the PT professional point of view, lessons 
mentioned were, the combination of revitalisation with transport planning and the 
perspective of rebuilding a PT network for the future. 

Six of the participants identified transferable elements, these were: 

• Clear signs at interchange hubs;  

• Coordinated planning of infrastructure and residential area;  

• Accessibility;  

• Bright yellow elevator doors;  

• Test public transport from the point of view of older or handicapped people;  

• Design of tram stops; 

• All of it! 
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4 Evaluation by participants 

4.1.1 General workshop evaluation 

During the closing plenary session, held before the site visits, 33 participants completed the 
workshop questionnaire. 

1.1. How satisfied were you:   
Level of 

satisfaction: 

1= low, 5 = high 

a) With the registration process and pre-event information?                 4,8 

b) With the organisation of the sessions 4,7 

c) With the training reader? 4,3  

d) With the networking opportunities outside the meetings 4,6 

1.2. Which parts of the event were most useful for you? 

- 7 times everything  

- 11 times two or more elements were mentioned. 

- 13 times the Working groups and Market Place was mentioned 

- 11 participants mentioned (some of) the presentations of the first day 

• Key note speech by John Porter, 4 times 
• Peer-to-peer approach (PatenTicket), 4 times 
• Direct marketing, 3 times 

- 6 times the networking opportunities were mentioned (during breaks and dinners) 

- 2 times the Moderator was mentioned 

- 2 people mentioned the Role Play 

- 2 times the Guided tours and ageing suits were mentioned (Even if they still needed to 
be held after the evaluation) 

1.3. Which parts of the event were of little or no use to you? 

30 out 33 did not mention anything (6 explicitly mentioned that everything was useful) 

Three persons mentioned something: 

The exercise – I still got sleepy after lunch; PatenTicket; It was difficult to really benefit from 
the training session, because it easily gets very blurry / unclear 
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1.4. What changes or improvements should be made? (or any other comments) 

14 persons had no answer 

7 persons said they had no ideas for improvement: 

No idea at the moment; It was perfect!; Difficult to beat!; No comments; It was an inspiring 
meeting; It was very good; Good to meet a lot of people in the field of MM; Go in the same 
way. 

4 persons mentioned improvement in the logistics and preparation of the workshop: 

More info in English when displaying brochures; The hotel should preferably be close to the 
meeting place; Chairs with table in order to be able to take notes; Reader could be more 
specific. 

4 persons commented about the balance between plenary sessions and group work: 

Afternoon session of first day had too many presentations – maybe it would be better to shift 
training parts of 2nd day morning towards afternoon first day; Have more practical sessions 
for participants, do exercises; During the afternoon of the first day it might have been better 
to take a break before the last presentation because it was a little difficult to listen and stay 
concentrated; More time for small groups, results in plenary. 

3 persons had other comments: 

Involve older people; Overall, I think public transport was dominating and not multimodal 
mobility. There were a lot of German conversations, which can be a problem if you do not 
understand it; I would have liked to hear John Porter for a longer time. 

1.5 Which future AENEAS Workshops are you interested in?  

Date Place Topic Interested? 

June 2010 Odense 
(Denmark) 

Cycling and health 21 of 33 

October 2010 Salzburg 
(Austria) 

Older Passengers: It’s all about 
communication. How to address them? 
How to keep them? 

26 of 33 

1.6 What would you like to learn in these workshops (topics, methods…)? 

15 times no comment 

9 participants would like to hear (more) practical info on how to implement a project 

4 participants mentioned the involvement of older people and successful 
communication with the target group 

2 times mentioned: How to finance good ideas? 

2 people had ideas for the sessions: Role play; more time for working groups 

2 participants mentioned specific themes: life –experience, bus driver-trainings, safety 
and security in cycling 
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4.1.2 Feedback on the site visits 

At the end of the site visits the participants were asked to complete a short questionnaire. 
The answers to the open question are included in the descriptions on the site visits in 
chapter 3. The table below shows the scores for the closed questions related to the site 
visits. 

 

2. How satisfied were you:   

1= low and 5= high 

Neighbourhood

Mobility 

N=5 

Cycling 

 

N=5 

PT 

 

N=10 

a) With the logistical organisation of the site 
visit? 

4,6 4,4 4,3 

b) With the technical explanations during the 
site visit= 

4,8 4,8 4,1 

c) With the extent the visited project takes the 
needs of older people into account 

4,3 4,4 3,8 
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5 Main conclusions from the workshop 
 

In Mobility Management and Marketing we have to set realistic goals 

• Especially European projects seem to have over ambitious goals related to 
changes in modal split; 

• A campaign can only exactly reach the needs of a small group of people; 

• Marketing can only change the materialistic or concrete constructs, not the 
core constructs. 

 

The target group of older people is diverse you should further define the group (also 
exclude some) 

• Gender, age, vision on mobility, physical ability, lost partner etc.; 

• Do not have the ambition to change the petrol head; 

• Direct marketing can provide targeted information; 

• In PatenTicket project (peer-to-peer approach), candidates are selected by 
family or friends; 

• Many project select the younger old (up to 75) since they are expected be 
more able to accept changes. 

 

Once the target group has been defined, it is important to obtain a better 
understanding of its needs 

• In his key note, John Porter provided examples of anxieties and fears of 
older people when using public transport; 

• Ageing suits can make professionals feel, what it is means to be older for 
your mobility, both in a physical and an emotional sense; 

• It is recommended to co-operate with organisations specialised in ageing 
and to make use of existing studies and knowledge. 

 

To make a change in mobility behaviour people need to experiment and to receive 
validation 

• How to get people to a training/experiment: 

Individualised travel marketing, telephone contact to set a date and place 

Work with peers: godfathers, cycling captains 

Grand children can have a convincing power 

Work with existing structures/organisations of older people (e.g. older 
citizen’s councils in Belgium and Denmark) 

• Provide positive feedback to participants in trainings; 
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• Validation can be provided by valuing the experience of an older person, 
This is for example done with the godfather and cycling captain concepts; 

 

Mobility marketing and mobility management measures can reach impacts in a cost 
effective way 

• Some examples 

o 14 % feedback from direct marketing among older people in Munich 

o 30% of participants in PatenTicket buy a season ticket right after the trial 
period 

 

Transfer of good practices in mobility management is possible 

• The conclusions from working groups on the second day provide examples 
of transferring good practice to the cities of Stuttgart, Prague and Göteborg; 

• The majority of the participants in the site visits found elements of the 
Munich projects to be transferable to their cities; 

• Several participants have asked for more information about practical 
implementation of mobility project for older people in the future AENEAS 
workshops; 

• AENEAS is working on making good practices available in the online good 
practice database. Everybody is invited to contribute to the database. 

 

The AENEAS consortium and our partners will continue to work on the topic of 
sustainable mobility and older people. You are invited to join us at one of the future 
workshops and at the final conference. 
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6 Participants list 
 

Name Organisation e-mail 

Sabine Avril EMTA sabine.avril@emta.com 

Patrick Auwerx Mobiel21 patrick.auwerx@mobiel21.be 

Johanna Balthesen City of Munich johanna.balthesen@muenchen.de 

Maarten van Bemmelen City of Donostia-San 
Sebastián mvbemmelen@mac.com 

Paul Bickelbacher statt+plan paul.bickelbacher@t-online.de 

Ingmar Bolle City of Frankfurt ingmar.bolle@stadt-frankfurt.de 

Simone Bröschke City of Berlin simone.broeschke@senstadt.berlin.d
e 

Liz Brooker London Borough of 
Lewisham liz.brooker@lewisham.gov.uk 

Bernd Decker Rupprecht Consult b.decker@rupprecht-consult.eu 

Ragnar Domstad Independent Senior 
Consultant ragnar.domstad@gmail.com 

Wilfried E.K. Ebser Green City w.ebser@web.de 

Dr. Christa Erhart ZGB  c.erhart@utanet.at  

Simone Fedderke City of Kassel simone.fedderke@stadt-kassel.de 

María Cruz Ferreira Costa City of Murcia direccion.agenciaenergia@ayto-
murcia.es 

Matthias Fiedler Rupprecht Consult m.fiedler@rupprecht-consult.eu 

Angelika Gasteiner Salzburg AG Angelika.Gasteiner@salzburg-ag.at 

Nena Georgantzi AGE nena.georgantzi@age-platform.org 

Ilenia Gheno AGE ilenia.gheno@age-platform.org 

Inge Grau City of Bielefeld Ingeborg.Grau@bielefeld.de 

Sabine Hanisch Green City sabine.hanisch@greencity.de 

Gabor Heves REC GHeves@rec.org 

Tobias Hoffstaedter e-motion Technologies 
GmbH 

T.Hoffstaedter@emotion-
technologies.de 

Julia Ingelmann City of Berlin Julia.ingelmann@senstadt.berlin.de 

Birgit Kasper bkplanung kasper@bkplanung.de 
Ramona Kenntner-
Mabiala 

Würzburger Institut für 
Verkehrswissenschaften Kenntner@wivw.de 

Dana Kunze Omniphon GmbH dana.kunze@omniphon.de 

Kerstin Langer Komma.Plan langer@komma-plan.de 

Melanie Leroy Eurocities melanie.leroy@eurocities.eu 
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Name Organisation e-mail 

Johannes Link Green City johannes.link@greencity.de 

Regina Lüdert City of Stuttgart regina.luedert@stuttgart.de 

Jaroslav Mach City of Prague jaroslav.mach@cityofprague.cz 

Andrés Martínez City of Donostia-San 
Sebastián Andres_Martinez@donostia.org 

Marcel Meeuwissen City of Enschede m.meeuwissen@enschede.nl 

Michaela Menclik Wiener Linien GmbH & 
Co. KG michaela.menclik@wienerlinien.at 

Sabine Nallinger MVG /SWM nallinger.sabine@swm.de 

Birgitt Neumann City of Stuttgart birgitt.neumann@stuttgart.de 

Thomas Niebauer Munich Police thomas.niebauer@polizei.bayern.de 

Dariusz Niewitała City of Kraków niewitda@um.krakow.pl 

Florian Paul MVG / SWM paul.florian@swm.de 

Barbara Penkner OÖ Verkehrsverbund barbara.penkner@perg.mobitipp.at 

John Porter interactions john@interactions.ie 

Robert Pressl FGM-AMOR pressl@fgm.at 

Dorthe Gyldenlund Råby City of Odense dgyr@odense.dk 

Heike Rau VBB  rau@vbbonline.de 

Eva Rödsta City of Göteborg eva.rodsta@fardtjansten.goteborg.se

Benedikt Scheiber Klimabündnis Tirol Benedikt.scheiber@klimabuendnis.at

Susanne Schinagl ZGB  susanne.schinagl@zgb.at 

Angelika Schlansky gekaplan schlansky@gekaplan.net 

Karel Schmeidler Transport Research 
Centre schmeidler@cdv.cz 

Martin Schreiner City of Munich martin.schreiner@muenchen.de 

Andreas Schuster Green City andreas.schuster@greencity.de 

Fernanda Sieverling City of Munich fernanda.sieverling@muenchen.de 

Alexandra Weiß ZGB  alexandra.weiss@zgb.at 

Mareike Wendel VRS Mareike.wendel@vrsinfo.de 
 


