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preparing a guidance booklet for older cyclists, as well
as leaflets and posters. Announcements in local news-
papers are cost effective since they have a large reader-
ship among older people.

Ongoing costs
� Programme coordination and implementation

(staff ): Once the scheme is running, staff will have few
tasks. However, a training session cannot be run by a
single person. Depending on the topics covered, the
abilities of the participants and the size of the group,
there should be three or four trainers present. e ad-
ditional trainers do not necessarily need to be employed
full time but can even be hired just for the training days.
Further resources are needed for preparation/follow-
up, registration and PR/communication.

� Rooms and equipment: If you do not have access to
an appropriate venue you will need to rent rooms for
the teaching sessions as well as an indoor/outdoor
training area. Special equipment will also be needed for
the training area (e.g. traffic signs, traffic cones etc.).

� Bicycles: Some participants may not have their own
bicycle, or you may want to encourage them to try out
specialised bicycles. You can cooperate with retailers or
manufacturers, although retailers will probably cover
at least the shipping costs.

� Expert fees: It is advisable to involve experts on spe-
cific topics, such as a physiotherapist.

� Catering: A simple lunch or coffee and cake will not cost
much but will be greatly appreciated by participants.

Possible cost savings
� Since it is difficult to generate income from cycling

training schemes, you will need to apply for public
funding. Most of the cycling schemes analysed in this
document are free of charge for participants (only one
of them requested a participation fee of EUR 10).

� It is highly recommended to identify partners who can
help keep your costs low. You must have good facilities
for the theoretical session and a well-equipped training
area. Some municipalities and police have such facili-
ties at their disposal.

� Bicycle retailers and manufacturers may offer you test
bicycles for free, which is particularly valuable if you
want to provide an opportunity for participants to try
out specialised bikes.

� In Graz, the scheme organisers work in cooperation with
the local newspaper, which is responsible for announ-
cing the scheme and managing the registration process.

� Health insurance providers may be interested in spon-
soring your scheme and in helping you to cover at least
part of the costs.

� You might also identify volunteers to support the core
team in the implementation of the training and to take
over certain tasks.
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Further information
Project contacts

Bicycle Information Days (e Netherlands)
Fietsersbond � Mr Mario Kramer � Tel: +31 36 521 61
73 � E-mail: mgkramer@almere.nl
Project presentation: www.aeneas-project.eu � down-
load � Odense, June 2010 workshop presentations �
training for safe cycling (English)

Cycling for Health (England) � CTC
Mr Steven Bailey � Tel +44 844 736 8450
E-mail: steven.bailey@ctc.org.uk

Project presentation: www.aeneas-project.eu� down-
load� Odense, June 2010 workshop presentations�
activating older people (English)

Four-stage cycling training (Graz, Austria)
Familien- & Gesundheitsmanagement
Mr Arne Öhlknecht & Mr Jürgen Pucher
Tel +43 676 82 14 16 55
E-mail: office@familienmanagement.at
Web: www.familienmanagement.at
Project description: www.diesportwissenschaer.eu/
Seniorenrad.pdf (German) or www.graz.at � search
“Senioren Rad” (German)

“Radeln im Alter – aber sicher” cycling training for
older people with a focus on specialised bicycles
(Munich, Germany) � Green City e.V.
Mr Andreas Schuster � Tel +49 89 89 06 68 33
E-mail: andreas.schuster@greencity.de
Web: www.greencity.de� Projekte (German)
Project case study: www.aeneas-project.eu� case studies
� search “Munich Internet courses” (English)

Further reading

A physically active life through everyday transport
with a special focus on children and older people –
World Health Organization, Regional Office for Europe
(2002): Retrieved from: www.euro.who.int � search
“physical activity through everyday transport” (English)

Cycling and Health in an Ageing Society. Report on
the Odense workshop – AENEAS (2010): Retrieved
from www.aeneas-project.eu � download � Odense,
June 2010 training report (English)

Cycling and health: What’s the evidence? – N. Cavill
and A. Davis (2007): Cycling England. Retrieved from:
www.d.gov.uk/cyclingengland � health and fitness �
health benefits of cycling (English)

Fietsen zolang het kan – Fietsberaad (2006): Retrieved
from: www.fietsberaad.nl/library/repository/
bestanden/document000135.pdf (Dutch)

Ongevallen met oudere fietsers – eo Zeegers, Fiet-
sersbond (2010): www.fietsberaad.nl � kennisbank �
cijfers over fietsgebruik � fietsgebruik van ouderen
(Dutch)

Safe and joyful cycling for senior cyclists – Lars Leden,
VTT (2008): Retrieved from: www.vtt.fi � search
cycling for senior citizens” (English)

Time to Ride project. Final project report – Bicycle
Victoria (2006): Retrieved from www.d.gov.uk/cyclin-
gengland/site/wp-content/uploads/2008/11/time-to-
ride-project-report.pdf

European projects that include activities
related to cycling for older people
Active Access: www.active-access.eu

Lifecycle: www.lifecycle.cc

Presto: www.presto-cycling.eu

DESK WORK: Cycling training should also include a
theoretical component covering road rules, safety tips
and equipment. Photo: Verein für Familien- &
Gesundheitsmanagement



BREAK: Recreational bike rides can be a
gateway to riding for transport.

Photo: Odense Kommune
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About this activity
Background
Research has shown that the incidence of many lifestyle-
related diseases can be greatly reduced among older
people simply by incorporating regular physical activity
into their lives.

However, people of all ages generally need a compelling
reason for changing their habits, and changes in personal
mobility are no different. is chapter highlights a selection
of projects and programmes that encourage the use of active
and sustainable modes of transport. ey are (mainly) in the
form of offers for leisure activities or campaigns encouraging
active mobility. Rather than training people in a skill, these
events and campaigns motivate them to be active by offering
interesting social events that incorporate physical activity.

Benefits
A wide range of activities and events are described in this
chapter, which offer a wide range of benefits. In general,
the activities described encourage older people to be more
physically active, to use all the mobility options available to
them in their daily lives, and to establish healthy and sus-
tainable habits. Specifically:
� Road safety activities improve safety conditions for

pedestrians, raise awareness of the needs of older people
in the urban environment, and increase older people’s
awareness about their own safety.

� Mobility days are a good way for public transport
providers to show that they care about their loyal cus-
tomers and to promote public transportation as an
energy-efficient mobility mode.

� Cycling and walking campaigns show how enjoyable
physical activity can be — especially the social aspect
of group activities — and can lead to the formation of
new walking clubs or cycling groups.

� Neighbourhood maps for senior citizens can help
them enjoy daily walks and explore their neighbour-
hood on foot.

People involved
Target audience
e target group is very broad, including anyone over the
age of 50. Specific groups (based, for example, on age, fit-
ness level or mobility limitations) can be targeted for par-
ticular events or tours, and activities can be tailored to their
particular needs. When promoting walking, for example,
it is possible to address an older group. Even those with
mobility problems, on the understanding that they may
need extra support and that the distances covered will vary,
can benefit from physical (and social) activity. Distance
and level of difficulty (hills, stairs, uneven surfaces etc.) will
be deciding factors when targeting participants for each
event or campaign.

Mobility events
and campaigns

“New residents in Odense have used the trips to meet new people and get to

know the city ... The trips have been a good opportunity to introduce the variety

of cycling possibilities and to tell people about what is going on in Odense.”

— Dorthe Råby, organiser of the Odense cycle tours



A cycling campaign should only be targeted at those
who have cycled regularly in the past and who still feel rel-
atively confident on a bicycle, and/or at “younger” older
people for whom balance is less of a concern and a small
fall is less likely to have serious consequences.

When focusing on encouraging road safety, in addition

to senior citizens as potential walkers or cyclists, the target
audience should include drivers of all ages, and learner
drivers in particular.

If the focus is on encouraging walking through the
improvement of facilities in urban areas, city planners may
also become a target audience as designers of the urban
environment.
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Importance of road safety training

In Donostia–San Sebastián, walking is a popular
activity among older people. However, programme
organisers discovered a lack of road safety
awareness among pedestrians in this age group. Most
senior citizens had never had any formal road safety
training, and those with driving licences had obtained

them so long ago that they had forgotten their road
safety education. Although they did not initially see
the need for safety training, once people were made
aware of their lack of knowledge they were very keen
to participate and agreed that it improved their
safety significantly.
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Key partners
Campaigns can be spearheaded by any number of organ-
isations, including — but not limited to — city depart-
ments, senior citizens’ organisations, road safety
organisations, health organisations or NGOs.

An older people’s organisation, association or club
should be a key partner in any such undertaking. ey have
direct contact with older people and may be able to pro-
vide a venue for a course that is easily accessible to their
members. ey can promote the campaign through their
networks, and their support and participation will lend a
new scheme credibility. A local social welfare department
(or similar) may be able to provide a list of associations for
retired people to help you get started.

Other stakeholders
Depending on the specific activity you are aiming to en-
courage, other stakeholders might include:
� A doctor or physical therapist experienced in treating

older people, who can recommend appropriate activ-
ities for various fitness levels.

� A drivers’ organisation, road safety organisation or
police road safety unit, which can introduce the topic
of road safety to senior citizens’ groups.

� Volunteer leaders for walking or cycling groups, who
can help to plan excursions, propose routes, lead groups
on trips, and possibly act as role models if they them-
selves are older.

� Organisations or clubs that can organise themed walks
of various lengths. ese could include a historical or
architectural society, public art group, city planners,
nature group or environmental association.

� Organisations or businesses that offer mobility-related
information or services to older citizens, who could
make a presentation or lead an organised tour.

� An educational institution in the field of health care,
gerontology, physiotherapy or other related field, which
could use a walking programme as an opportunity for
students to gain direct experience by serving as walking
assistants to support slow walkers, pushing wheelchairs
or accompanying participants using walking frames.

� Driving schools (or associations of driving schools or
driving school instructors), which can include in their
training programmes tips on improving the safety of
older citizens, whether as pedestrians, public transport
passengers or cyclists.

From idea to reality
Considering a new project
� Define the problem: What is the problem that needs

to be addressed? How can it best be addressed? What
partners do you need in order to be most effective?

� Look at the existing policy: It is useful to look at the
policies that already exist in your city with regard to
older people. If there is a clear policy aimed at improv-
ing the situation for older people, referring to it may
help you focus your project concept. In Donostia–San
Sebastián, for example, it was easier for project organ-
isers to obtain th`e support of other municipal depart-
ments by pointing out how the project fulfilled the
existing policy.

Planning and preparation
� Timing: In general, preparation time will depend on

local circumstances, such as existing contacts with or-
ganisations, the size of the organising team, particularGREEN TRANSPORT: On foot in Donostia–San Sebastián.

Photo: Begoña Calleja

Sample programme

Traffic safety campaign for older pedestrians (Zurich, Switzerland)
In response to statistics concerning older people
injured or killed in traffic accidents, the Swiss NGO
Pedestrian Mobility Switzerland launched the cam-
paign Zu Fuss im hohen Alter – Sicher im Strassen-
verkehr (Older people as pedestrians – Safety in
traffic).

The main objective was to implement an information
campaign based on a brochure and a flyer on traf-
fic safety for older people as pedestrians. The more
detailed brochure was created for professionals

working with older people, for example in old
people’s homes or as physiotherapists. A shorter flyer
was produced for older people themselves as well as
for their relatives and younger drivers. The two hand-
outs were based on scientific research on the topic.

The campaign also included training for new drivers
regarding the needs of older people as pedestrians
or cyclists. The campaign benefited greatly from the
patronage of a well-known Swiss actor, who helped
publicise it and raise its profile.
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obstacles to negotiate etc. Depending on the complexity
of the campaign and how many stakeholders you expect
to involve, you should allow several months for planning.

� Finding partners: If you want to plan a series of
themed walks or rides, look for groups or individuals
who are experts on the themes to take on the organisa-
tion. In Donostia–San Sebastián, for example, a local
hiking club was a valuable source of expertise. ose
who take the initiative to contribute to such a project
and to design a route based on their own interests and
expertise are more likely to assume ownership of the
activity and take it seriously.

� Recruiting group leaders: Although not always pos-
sible, group leaders should ideally be older people
themselves. ey can then serve as role models for par-
ticipants and can relate to the groups’ needs and chal-
lenges. In Odense, volunteer cycling leaders, or “cycling
captains”, were recruited through local cycling organi-
sations and clubs and via advertisements in the local
newspaper. ey are all experienced cyclists over the age
of 55 who were able to propose interesting and
appropriate routes for their groups. In Donostia–San
Sebastián, the person who accompanied the excursions,
while not a senior citizen, was already involved in older
people’s activities and was thus able to encourage
people to participate in the activities. Finding good
group leaders will make a big difference to the success of
your programme; leaders are the “face” of the organisa-
tion and oen take on a lot of responsibility and work.

� Planning excursions: Excursion leaders (as content ex-
perts) and organisers (who have the overall picture)
should plan excursions in collaboration. In the case of

outdoor activities, weather conditions must of course be
taken into consideration: walks and bike rides should
not be planned for summer days that are predicted to be
particularly hot. It is advisable for leaders of group cycle
tours to have some first aid training and experience of
cycling in larger groups. In any physical activity, leaders
should be aware of the fitness level of the participants
and any health problems they may have and ensure that
participants do not over-exert themselves.

� Ensuring accessibility: Right from the initial planning
phase, accessibility in all areas is an essential considera-
tion. is includes the layout and font size used in
brochures, posters, websites and other media. It also
means making sure that participants can sign up for
trips by telephone, since many people in the target
group do not have Internet access. At events, meeting
points must be easily accessible (e.g. located as near as
possible to potential participants) and suitable toilet
facilities must be available. You may also need to plan
for more staff to be present at activities and events, bear-
ing in mind that older people oen require more time
and personal attention.

Implementation
� Developing credibility: Partnering with organisations

such as the police or health institutions can help to
build trust and ensure the credibility of your project
among your target audience. Positive coverage in the
media can also help raise the standing of the project in
the eyes of potential participants. e involvement of a

RIGHT DIRECTION: An orienteering exercise in Munich
demonstrates a fun way to encourage

travel by foot. Photo: Green City

Sample programme

Planning cycling excursions (Odense, Denmark)
Cycle trips are organised in May, June, August
and September. An initial meeting with the cycling
captains is typically held in February.

The initial planning phase can be time consuming,
since the cycling captains must first be selected

and must then get to know one another. After the
first year, far less effort is required as the same trips
can be run again, people are familiar with the
routes, and the layout for adverts and brochures
can be reused.

“Questionnaires are an important way of seeing what people think, but even more

than that, of seeing how well they have understood what was explained.”

— Andrés Martínez, organiser of the Donostia–San Sebastián walking programme
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group of experts in the pedestrian safety campaign in
Switzerland led to a product that was both technically
and educationally sound. e research carried out for
the original study on road accidents involving older
people clearly signalled the urgent need for action.

� Promoting the project: Once you have established
where and when your event will take place, you can mar-
ket it by distributing posters and brochures to senior cit-
izens’ centres, libraries, sports clubs, doctors’ offices,
shopping areas, and the premises of the host organisation.
You can also use newspaper ads, press releases and the In-
ternet. Including the logos of your partners on all pro-
motional materials may help to give your project greater
credibility. It can be particularly helpful if you can get a
local television station to do a feature on your programme.

� Reaching your target audience: Your city’s social wel-
fare department may be able to provide you with a list of
associations for retired people. Senior citizens’ centres
where older people meet regularly are good places to get
word-of-mouth advertising started. Some clubs are re-

luctant to organise events beyond their normal activi-
ties, and some are so busy that they do not have time for
other activities. e staff of these centres are generally
trusted and are therefore important multipliers. Work-
ing with such centres also allows you to present your
event in a familiar setting, increasing levels of trust and
comfort in relation to a potentially unfamiliar activity.

� Keeping it fun and interesting: Once you have deter-
mined what needs to be done, think about the best way
to organise your activities so as to appeal to the target
group. Do not underestimate the value of providing re-
freshments and creating a pleasant atmosphere. Such
aspects are more likely to attract participants than the
idea of physical activity. In Odense, the most popular
bike tours were those that incorporated some sort of
information about the area. In Donostia–San
Sebastián, someone was subcontracted specifically to
assist people during the excursions and to organise
coffee parties. In the case of the senior citizens’ city maps,
people appreciated being involved in a process where
concrete results were visible aer just a couple of months.



Maintaining and developing
� Check in with your stakeholders: While an ever-

growing programme of activities may seem to be a good
thing, you need to ensure that your stakeholders are not
starting to feel lost in the crowd. You should check in
with them regularly to make sure they still feel that they
are gaining enough from the campaign to compensate
for the efforts they put into it.

� Don’t rest on your laurels: Even when things are going
well it is important to continue evaluating and evolving.
In the case of group rides or walks, it is essential to add
new routes in order to maintain participants’ interest.

Costs and cost savings
Costs can vary widely, depending on the sort of scheme
you undertake and whether it is a single event or a series.

Start-up costs
� Planning and coordination: is can be fairly time-

intensive at the beginning as you develop contacts and
set up activities for the first time. e efforts required
are significantly lower once activities have been imple-
mented for the first time.

� Brochures and posters: ese publications will need
to be planned, designed, laid out and printed.

� Distribution: You may have a mailing list for
brochures. Otherwise, batches of brochures can be
delivered to locations where members of the target
audience can easily pick them up. Information can also
be distributed in the form of inserts in appropriate
newspapers or magazines.

� Equipment: is could include, for example, buying
safety vests for participants, or bike repair tools and first
aid kits for group leaders.

S T A Y I NG MOB I L E
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Ongoing costs
� Programme coordination: ese costs will go down

significantly once your programme is up and running.
� Marketing: is can include updating and reprinting

brochures and/or posters for each new season. You may
also want to pay for newspaper adverts or other forms of
advertising. Reflective ankle bands or bike seat covers fea-
turing your programme are nice giveaways for participants
as well as being a good way to promote your activities.

� Facilities or room hire: If one of the organising partners
has premises that you can use, these costs can be quite
low. Otherwise, hiring a room is an unavoidable ongo-
ing cost for activities that need to take place indoors.

� Excursion leaders: If the groups are led by volunteers,
salaries are not an issue although you may still have to
pay their travel or other costs and perhaps purchase a
gi to express your appreciation for their efforts.

� Other personnel costs: ese can include expert fees
for presenters or other sub-contracted support work-
ers, depending on the activities you are undertaking.

� Catering and entertainment: ese costs are constant.
As mentioned above, providing food and drink is a key
way of creating a pleasant social atmosphere that will
attract participants.

� Draw prizes: ese are not necessary for every event
and do not need to represent a big expense, although
the thoughtfulness of providing small gis is generally
very much appreciated.

� Evaluation: It is important that participants fill out
evaluation forms so that you can find out what is work-
ing well and what you might want to consider changing
in the future.

Possible cost savings
e Mobility Day organised in Salzburg is the only pro-
gramme described in this chapter that would potentially
bring in income to cover costs. In events of this kind, it
should be possible to recover most (but probably not all)
of the costs by asking participating organisations to pay a
fee to participate. e Salzburg organisers found that this
was also a good way to guarantee that participating organ-
isations took their commitment seriously.

For all other events and campaigns, cost savings will be
indirect, in the form of lowered healthcare costs and acci-
dent rates among participants and lowered CO2 emissions.
It might be useful to show your evaluation results to
organisations that can potentially benefit from the posi-
tive effects of your programme to see if they would be in-
terested in sponsoring your events. ese could include
health-related organisations, health insurance companies,
or road safety organisations.

ON BOARD: Bus passenger training is a good way to
orient seniors to new ticketing systems and other
on-board technologies. Photo: Salzburg AG

Sample programme

Mobility Day (Salzburg, Austria)
Once a year, StadtBus opens its doors to older
people in Salzburg. Mobility Day is an opportunity
to communicate information about public trans-
port and alternative modes of transport, and for
organisations, institutions and private companies
to advertise special offers for senior citizens. The
event takes the form of a kind of exhibition for
senior citizens and people with mobility constraints.
Older people usually arrive by public transport
and can benefit from the different services on

offer. The event also brings participating organisa-
tions together and encourages them to benefit
from synergies.

StadtBus (with ZGB) is the main organiser and co-
ordinator. Participating organisations are respons-
ible for their own content and are selected by the
coordinator to guarantee a good mix of services
and offers. The day also features presentations
and guided tours of the control centre.

“The well-known Swiss comedian Emil was the face of the campaign. A press

conference with him received a lot of attention, including TV coverage. A lot of

people ordered brochures and flyers and downloaded them from the homepage.”

— Christian Thomas, Fussverkehr Schweiz, organiser of Older People as Pedestrians in Zurich
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Further information
Project contacts

Mobility Day (Salzburg, Austria) � StadtBus
Ms Angelika Gasteiner �Tel: +43 662 4480 6110
E-mail: angelika.gasteiner@salzburg-ag.at

Web: www.salzburg-ag.at � search “Senioren”
(German)

Project case study: www.aeneas-project.eu � case
studies � search “Salzburg mobility day”

Stadtteilspaziergänge (Neighbourhood walks)
(Munich, Germany) �Green City e.V. �
Mr Andreas Schuster �Tel: +49 89 89 06 68 33
E-mail: andreas.schuster@greencity.de

Walking and cycling trip campaigns
(Odense, Denmark) �City of Odense, Denmark
Ms Dorthe Gyldenlund Råby �Tel: +45 6551 2750
E-mail: dgyr@odense.dk

Project description: www.aeneas-project.eu � Odense
� measure 3 (English)

Project case studies: www.aeneas-project.eu � case
studies � search “Odense cycling” or “Odense walking”
(English)

Walking and safety (Donostia–San Sebastián, Spain)
Mr Andrés Martínez �Tel: +34 943 48 28 09
E-mail: andres_martinez@donostia.org

Project descriptions: www.aeneasproject.eu �

Donostia � measure 1 and measure 3 (English)
Mobility Day (Salzburg, Austria) � StadtBus
Ms Angelika Gasteiner �Tel: +43 662 4480 6110
E-mail: angelika.gasteiner@salzburg-ag.at

Web: www.salzburg-ag.at � search “Senioren”
(German)

Project case study: www.aeneas-project.eu � case
studies � search “Salzburg mobility day”

Zu Fuss im hohen Alter (Older people as pedestrians)
(Zurich, Switzerland) � Fussverkehr Schweiz
Mr Christian omas �Tel: +41 43 488 40 30
E-mail: info@fussverkehr.ch

Web: www.fussverkehr.ch � unsere emen (German)
or nos thèmes (French) or nostri temi (Italian)

Sample programme

Senior citizens’ neighbourhood maps (Munich, Germany)
In 2010, the city of Munich decided to develop
free neighbourhood maps for senior citizens in
three districts. AENEAS partner Green City worked
with the Munich police, the Older People’s
Service Centre and the city of Munich to offer
workshops combining pedestrian safety training
with a chance for senior citizens to give their
input into the neighbourhood maps.

Each workshop took place over two afternoons.
At the beginning of the first session, the Munich
police gave a much-appreciated presentation
about road safety. A draft version of the neigh-
bourhood map was then shown to participants
and the group went on a short walk to practise
using it.

Each participant was given a copy of their local
map to “test walk” for a week to ensure that it
was complete, accurate and easy to use. At the

second workshop, Green City and the city of
Munich received feedback from participants,
which was acted on directly to make the maps
more useful for others.

The large-scale maps each cover a single
neighbourhood and show everything that is
available within a small radius. They show places
of particular interest to older people (e.g. shop-
ping, social and recreation centres, libraries, mu-
seums, pharmacies and medical facilities, and
public toilets).

The opening hours and telephone numbers of
the places indicated are given on the back of
the map by category. Information is presented
in several languages so that members of the dif-
ferent cultural groups living in the neighbour-
hoods are all able to use it easily.

QUEUED UP: During Salzburg’s Mobility Day, residents can
learn more about the city’s public transport system.

Photo: Salzburg AG
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� For many participants, Mobility Day has become
an annual tradition.

� The high number of visitors demonstrates a
demand for information about products and
services that assist older people in their daily
mobility.

� Usually more women than men visit the event.

� For many people who have had to give up cycling
or driving their own car, an accessible public
transport system is a basic requirement for an
independent life.

Feedback from visitors indicates that:

� the information and services offered are helpful;

� they will use public transport as a real alternative to
the private car; and

� they are using (and will continue to use) public
transport in their daily routine and for everyday
errands.

Feedback from participating organisations indicates
that the event is a good opportunity to make contact
with new customers.

S T A Y I NG MOB I L E

Further reading

Active Access project: www.active-access.eu (English)

Health benefits of physical activity: the evidence –
Darren E. R. Warburton, Crystal Whitney Nicol,
Shannon S.D. Bredin (2006): Retrieved from:
http://www.cmaj.ca/cgi/reprint/174/6/801 (English)

Inclusive Design for Getting Outdoors (I’DGO)
project: www.idgo.ac.uk/ (English)

Pedestrian Quality Needs project:
www.walkeurope.org (English)

WALK21 paper search: www.walk21.com � paper
search (English)

Walking and Traffic Safety in an Ageing Society
Report on the Donostia–San Sebastián workshop –
AENEAS (2009): Retrieved from: www.aeneas-
project.eu � dowload � San Sebastián, October 2009
training report (English)

Zu Fuss im Hohen Alter: Sicher im Strassenverkehr –
Fussverkehr Schweiz (2009). Retrieved from:
www.fussverkehr.ch � unsere emen � zu Fuss im
Alter � Unterlagen (German)

Feedback on Mobility Day in Salzburg



HELPFUL ADVICE: Public transport
becomes more accessible to the elderly
when staff are sensitised to their needs.

Photo: Salzburg AG
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About this activity
Background
Public transport operations are tightly calculated: schedules
allow little freedom and delays must be avoided. is can
make using public transport a stressful or frightening ex-
perience for older citizens, whose movements may be slower
or constrained. Public transport providers must also bear in
mind that older people are no longer a captive audience.
More senior citizens than ever before have a driving licence,
so bus companies need to make their services attractive to
people who could otherwise choose to travel by car.

If elderly passengers frequently face unpleasant experi-
ences when travelling by bus (e.g. rudeness or accidents)
they will stop using public transport altogether. is will
mean that they either sacrifice their mobility and inde-
pendence, or put another car on the road. In either case,
the transportation company will lose a paying customer.
However, if bus drivers make a good impression on their
older passengers, they instantly improve the image of their
company as a whole.

While some of the lessons in this chapter are transfer-
able to other modes of public transport, the focus is on im-
proving bus services for older passengers through training
aimed at bus drivers. Issues affecting buses uniquely include
their position among other vehicles in the traffic; the pos-
sibility of difficult access due to floor height; sudden move-
ments when starting, stopping or turning; uncertainty
about routes, since buses do not run on tracks; and the
image of buses in many cities as “transport for the poor”.

Benefits
Bus driver training can create a safe and comfortable
environment for older bus passengers, leading to a
range of benefits. For example:
� Accident rates go down when drivers understand the

challenges that older passengers face and know how
to accommodate them.

� The image of a public transport provider can be im-
proved significantly by measures aimed at improving
their services for senior citizens. e bus company re-
ceives fewer complaints (and more compliments) from
passengers who travel with well trained bus drivers.

� Drivers can help senior citizens overcome the bar-
riers of modern ticketing technology and the stress-
ful uncertainty about whether they have the right
ticket for their journey.

� Supportive and positive experiences in relation to bus
drivers nurture the confidence that older people need
to travel by bus, enabling them to remain independ-
ently mobile without putting more cars on the roads.

People involved
Target audience
e target group for the training is bus drivers.

Key partners
A training programme to make bus drivers aware of the
needs of older bus passengers can be initiated by a muni-

Bus driver training

“The perfect driver is the darling of senior citizens.”

— A senior citizen quoted in the Salzburg bus drivers training manual
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cipality, a senior citizens’ organisation, a non-profit asso-
ciation, or the public transport operator or authority itself.
Regardless of who initiates the scheme, it must have the
full support of the public transport operator if it is to suc-
ceed. In some cases, a specialised company is hired to carry
out the training sessions.

Another key partner is a senior citizens’ group or
organisation that can represent the needs of the group to
the target audience.

Other stakeholders
e focus of this activity is very narrowly defined and there
are no other stakeholders.

From idea to reality
Considering a new project
� Ensure support: e programme should be initiated

by the public transport provider, or the initiator should
have an excellent relationship with the provider. Many
bus operators, particularly large companies, subcontract
their training to private institutes that have standardised
training programmes, which makes it difficult to integ-
rate training units on older people. You will need to find
out what the situation is in your city in order to ensure
the feasibility of your project. e company’s support
will manifest itself in the way the participating drivers
view the training. It is important for drivers to know
that the bus company considers the training as an
important activity.

� Assess the issues that need to be addressed: e as-
sessment can be carried out with the assistance of repre-

sentatives of senior citizens’ organisations or focus
groups. You will need to determine the issues that older
bus passengers face and how bus drivers can play a role
in addressing them. ese issues might include, for ex-
ample, difficulties in balancing when the bus starts, stops
or turns; finding a seat (ideally before the bus starts mov-
ing); encountering rudeness or lack of helpfulness; or
feeling under pressure to get on and off the bus quickly.

Planning and preparation
Bus drivers receive various forms of training on a regular
basis, although a focus on older passengers is not generally
included. It may be necessary to “prove” to participating
drivers the value of specific training on the needs of senior
citizens (e.g. through concrete examples, statements from
senior citizens, or simulation exercises).

A training programme should help drivers to understand
what it is like for an older passenger to travel by bus. Rather
than being theoretical or academic, the programme should
be engaging and hands on and should create a sense of em-
pathy among drivers with their older passengers. is can be
achieved by using tools such as special glasses that simulate
impaired vision or earplugs that make hearing difficult.

Two important aspects of the training are:
� communication skills to make relationships with older

people easier, including concrete suggestions on how
to improve older bus passengers’ travel experiences; and

� small changes in driving habits that can make things
easier for senior citizens (e.g. allowing passengers time

Sample programme

Bus driver training programme (Salzburg, Austria)
An interactive, step-by-step drivers’ training course
was developed by the Salzburg AG (Salzburg
Company for Energy, Transport and Telecommuni-
cation) together with the ZGB Zentrum für Genera-
tionen & Barrierefreiheit (Centre for Generations
and Accessibility). It includes a training DVD with
input from senior citizens and showing drivers talk-
ing to drivers about the importance of “being
good” to their older passengers.

The training course includes sessions on demo-
graphic changes in the future; their significance
for the company (gaining and keeping cus-
tomers); typical age-related changes; the impor-

tance of mobility; and the value of respect,
friendliness and helpfulness.

The programme toolbox contains:

� a training DVD with PowerPoint presentation
and video clips;

� films on training for bus drivers and safety
training for senior citizens;

� a magnifying glass;

� special glasses to simulate visual impairments;
and

� earplugs to simulate hearing loss.

AT YOUR SERVICE: Drivers need to be attentive to the
special needs of older passengers.

Photo: MVG/Kerstin Groh
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to find a seat before starting; not closing the doors too
quickly; making starting and stopping smoother).

e training should also clearly acknowledge the chal-
lenges and stresses that bus drivers face on a daily basis and
should highlight the value of their work in terms of society
(e.g. their key role in enabling senior citizens to contribute
actively to the community); economics (since a public
transportation company provides and sells a service and
the company’s economic success safeguards jobs); and the
environment (public transportation companies play a piv-
otal role in environmental protection as mobility
providers).

It is important to find appropriate trainers/instructors.
Presentation is crucial. As well as understanding the needs
of older people, instructors must be dynamic and skilful
communicators, able to make the information they convey

interesting and relevant, and sympathetic to the challenges
and pressures faced by bus drivers on a daily basis.

Implementation
� Carry out training workshops: e driver training

can be carried out as a component of regular training
activities.

� Evaluate of success: A simple evaluation of the pro-
gramme aer completion will indicate whether the in-
formation conveyed has been well received and
understood. If possible, a follow-up evaluation should
be carried out several weeks or months aer the end of
course, as this can provide valuable information as to
what (if any) lasting changes have taken place in par-
ticipants’ behaviour.
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Sample programme

Bus driver training (Donostia–San Sebastián, Spain)
In September 2008, the city of Donostia–San
Sebastián began a bus drivers’ training pro-
gramme for its 350 drivers. The four-year pro-
gramme was initiated by the human resources
department of the local bus company, Dbus,
and the plan is to train every Dbus driver by the
end of the programme.

Before launching the training programme, Dbus
looked at what other cities were doing in the field
of driver training, as well as at local needs. The
findings were shared with a professional training
company, which then designed the training pro-
gramme. The training lasts for 14 hours in total
and is delivered to groups of 15. The goal is to

provide bus drivers with communications tools
that will facilitate their relationship with their older
passengers. Drivers have expressed satisfaction
with the training, and since the launch of the pro-
gramme public opinion of Dbus drivers has been
very positive.

A key factor in the success of the programme has
been that both drivers and company managers
regard the training as valuable. While the training
was initiated and piloted through support from
the AENEAS project, Dbus intends to continue to
include it in its regular driver training beyond the
end of the project.
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Maintaining and developing
Even where the training programme is initiated by some-
one other than the bus company, once the training pro-
gramme has been designed and piloted the course itself
should take place within the context of regular driver
training. is makes it easier to implement; ensures that
all drivers receive the training; demonstrates to drivers that
their employer takes the needs of older passengers seri-
ously; and instils a high level of pride and service into the
culture of the bus company.

Costs and cost savings
Start-up costs
� Course development: Developing a relevant and ef-

fective training programme for bus drivers takes time
and effort. e Salzburg bus drivers’ training manual is
available for download free of charge (in English and
German) to facilitate the start-up process. For more in-
formation and links, see the contact information at the
end of this chapter.

� Equipment: Costs include the purchase of compo-
nents of the training kits (special glasses, earplugs etc.).

Ongoing costs
� Programme coordination: is should require rela-

tively little effort once the programme is well established.
� Trainers: You will be able to bring down costs if you

can incorporate training on issues affecting senior citi-
zens into a broader training programme.

� Evaluation: It is worth carrying out a follow-up evalu-
ation with drivers several months aer the training pro-
gramme to find out what they have incorporated into
their work and whether there are other aspects they

think should be addressed in future training sessions.
Customer surveys among older passengers aer the
training has been completed will indicate whether they
find their needs are being met.

Possible cost savings
In Donostia–San Sebastián, the proportion of trips paid
for by people over the age of 50 using a season ticket rose
from almost 39 percent in October 2008 to almost 49 per-
cent in October 2010, indicating that the age share of older
Dbus users is gaining in importance.

Further information
Project contacts

Bus driver training programme (Donostia–San
Sebastián, Spain) � City of Donostia–San Sebastián
Mr Andrés Martínez � Tel: +34 943 48 28 09
E-mail: andres_martinez@donostia.org

Bus driver training programme (Salzburg, Austria)�
StadtBus Salzburg�Ms Angelika Gasteiner�Tel: +43 662
4480 6110� E-mail: angelika.gasteiner@salzburg-ag.at

Web: www.salzburg-ag.at � search “Senioren” (German)

Project description: www.aeneas-project.eu � Salzburg
� measure 2 (English and German)

Bus driver training manual: www.aeneas-project.eu �

download � bus driver training manual (English and
German)

Further reading
Older passengers: It’s all about communication. Re-
port on the Salzburg workshop – AENEAS (2010):
Retrieved from: www.aeneas-project.eu � download �

Salzburg November 2010 training report

EASY DOES IT: Helping a passenger off the bus in
Salzburg. Photo: Salzburg AG

“I can highly recommend implementing dedicated services that improve the

mobility of older citizens. We are proud of our successful passenger training,

driver training, and marketing and communications activities for older

passengers. They serve as a role model for other public transport companies.”

— Gunter Mackinger, Managing Director of the Salzburg public transport company StadtBus



RED SHIRT: One of Kraków’s young
public transport assistants offers help to

passengers at public transport stops.
Photo: ELTIS/Harry Schiffer
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About this activity
Background
Driving can be stressful for older people, but at least it is
a familiar activity and drivers feel a certain degree of con-
trol over the situation. By contrast, using public transport
can be challenging for the uninitiated — of any age.
Timetables are complicated; connections are unclear;
there is a bewildering array of ticket categories; and mod-
ern ticket machines can be intimidating. Add to this the
fact that some people fear for their personal safety and it
is easy to see why many prefer to avoid public transport.

However, with an increasing proportion of older
people in our society, public transport providers (many of
which have reduced staffing levels) need to recognise that
their task involves more than simply getting people from
A to B. In order to attract and retain customers, public
transport companies need to provide older people with
services that enable them to travel safely and confidently. If
elderly passengers can be sure that the vehicles will be clean,
that support will be available if they need it, and that the
people they encounter will be helpful and friendly, they are
more likely to use public transport more oen.

While training for bus drivers (see page 51) and pas-
sengers (see page 17) is important, this chapter focuses on
services and support for older public transport passengers,
including helping them to enter and exit vehicles; advising
them on finding a seat; accompanying them on a trip; pro-
viding information and tips on schedules, connections and
tickets; and using ticket machines.

Benefits
� Measures aimed at senior citizens can lead to a growth

in revenue. In Bochum-Gelsenkirchen, during the pilot
phase of their passenger support programme, revenue
increased by more than 20 percent.

� Providing older passengers with personalised tips on
how best to optimise their use of the system (good con-
nections, best rates etc.) greatly increases senior citizens’
levels of satisfaction with public transport services.

� Giving older people a sense of confidence in using public
transport enables them to remain (or become) inde-
pendently mobile without putting more cars on the roads.

� rough their “on-the-ground” experience, assistants
can help the public transport provider identify gaps in
service or possible areas for improvement.

� Providing extra services at bus exchanges and encour-
aging young people to give up their seats for older pas-
sengers sets an example for others in helping older
people in public transport.

� According to questionnaires completed in Kraków
schools, children’s eyes were opened to the problems faced
by older public transport passengers and they became
more concerned about the needs of their fellow travellers.

� e public transport provider’s image can be improved
significantly by measures aimed at improving services
to senior citizens.

Passenger support
services in public transport

“When the assistants were moved from Hala Targowa stop to another part of the

city, our office received many calls from senior citizens saying they missed 'their'

assistants and asking for them to be brought back.”

— Tomasz Zwoliński, organiser of the Kraków senior citizens’ assistance programme
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People involved
Target audience
e target audience for most of the programmes described
in this chapter is older people who are physically able to
get around on their own but who rarely travel by public
transport, have difficulties doing so, or simply need a little
assistance occasionally.

One of the programmes described here is unique in its
approach of targeting children and youngsters. is is a
group that is sometimes perceived as not being mindful of
the needs of others, and it can be reached relatively easily
through schools or youth clubs. By choosing children as
the target audience, the goal is to provide lessons that will
be important throughout their lives. e programme also
has an indirect effect on the parents, as children take home
the lessons they have learnt.

Key partners
Service and support programmes for older public trans-
port passengers can be initiated by a municipality, a senior
citizens’ organisation, a non-profit association, a group of

community volunteers, or the public transport provider it-
self. However, without the support of the public transport
provider (association/authority), a project of this kind
stands little chance of success. e public transport
provider must understand the needs of its customers and,
in the context of an ageing society, must work to attract
older customers.

Another key group is the senior citizens themselves. Un-
derstanding the experience of using public transport from
their perspective is crucial. eir concerns, needs and input
can be channelled by older people’s organisations or societies.

In relation to awareness-raising programmes aimed at
younger bus passengers, the key partners are schools and
youth centres.

Sample programme

Raising awareness among children (Kraków, Poland)
In December 2009, a series of five workshops for
children aged between 12 and 14 took place in
several Kraków primary and secondary schools. The
campaign was launched to raise children’s aware-
ness of older people’s needs in the context of their
mobility on public transport.

The workshops were active events, with lots of room
for imagination. They allowed the young particip-
ants to come up with creative solutions to the
problems that older people face on the bus.

In May 2010, the city launched a follow-up outdoor
stage to the campaign. A well-known local artist

was asked to design two posters to raise awareness
of older people’s needs and the problems they face
when travelling by tram or bus. The posters encour-
aged all public transport passengers — especially
young ones — to help older people, particularly by
giving up their seats for older passengers.

The posters gave the campaign a gentle, humorous
touch. They were displayed in the centre of Kraków,
near public transport stops and schools, in the local
media, on the screens inside buses, and on the mu-
nicipality’s website. They were also disseminated to
all Kraków’s primary and secondary schools.

Sample programme

Mobility Agents fill a gap in rural areas (Herford District, Germany)
The Mobility Agents were established in Herford Dis-
trict, Germany, when a group of individuals pas-
sionate about local and regional transportation
issues recognised the need for a service that was
not being offered by their public transport
providers. Faced with a patchwork of relatively
small providers, people were unable to find the in-

formation they needed to get from A to B by bus or
train. The Mobility Agents applied for funding to
start their programme in 2005. Since then, the 10
agents have been providing advice by telephone,
Internet and in person at community events on tar-
iffs, routes and schedules, based on their thorough
knowledge of the regional transport network.

ARTISTIC IMPRESSION: Kraków’s programme
included sensitivity lessons in grade schools.

Photo: Flickr.com



Other stakeholders
e media are important as a means of disseminating in-
formation to the public and raising awareness by publish-
ing articles on the support services.

From idea to reality
Considering a new project
� Ensure the support of stakeholders: As a key partici-

pant, the support of the public transport provider
should be secured at an early stage.

� Assess the needs: e first step involves identifying the

gaps in the services and support available to older public
transport passengers. is can be done by consulting
senior citizens’ organisations and/or forming focus
groups. A study carried out in Bochum-Gelsenkirchen,
for example, found that some people preferred not to
take the bus, tram or subway at night due to a perceived
lack of safety. Assessing needs also means determining
the best pilot location(s) (based, for example, on daily
passenger volumes, number of accidents, or safety per-
ceptions) and the best times to offer services (days of
week, time of day). It may be necessary to adjust these
aer the launch of the programme if other choices
prove more suitable.
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“I’m only sorry that [the assistants] work at just one stop. I would be too shy to ask

for help myself.”

— An older passenger quoted in a Kraków newspaper, talking about the assistance programme
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Planning and preparation
� Timing: Planning a programme of this kind requires

at least six months (and perhaps a year or more for
something on a larger scale) in order to allow time for
stakeholder consultation; programme development;
the recruitment and training of appropriate personnel;
and an information campaign.

� Consultation: Consultation with relevant stake-
holders should take place regularly throughout the
planning process, including a final workshop to fine-
tune details before the project is launched.

� Establish guidelines for services: Determine what
services to offer and how to offer them (at public trans-
port interchanges, on vehicles, by telephone, or by pre-
booking). Create a policy for your service, including
job description, expectations and guidelines for staff.

� Recruit service providers: It is crucial to select the
right staff, as they will be the face of the public trans-
port provider. Empathy with older people and patience
are essential attributes in members of staff (whether
paid or volunteer). Ideally, service staff will have cus-
tomer service experience and/or experience working
with older people. ey also need to have an excellent
knowledge of the local or regional transportation net-
work in order to be able to advise travellers on their
transportation options. A neat appearance is also im-
portant when building trust with older passengers.

� Train service providers: Appropriate staff training is
important as they will be working independently and
can face a range of different people and situations.
Training may cover:

• rules, guidelines, and expectations;

• how to use ticket machines;

• information on schedules and the network;

• first aid;

Sample programme

Public transport assistance programme (Kraków, Poland)
A scheme ran from May to December 2010 in
Kraków to provide extra services for older public
transport users. Initiated and developed by the
municipality of Kraków, a group of nine young
people (working four at a time) were trained to
help older people at the bus/tram stop near a
large market popular among senior citizens for
daily shopping.

The assistants were available between 8 and 11 a.m.
from Monday to Friday. They wore red jackets or

t-shirts bearing the AENEAS logo and also carried an
easily recognisable identity card. They provided
ticket and schedule information, helped older pas-
sengers use the ticket machines, and assisted them
getting on and off buses and trams. The idea was for
the assistants to help older people while at the same
time acting as role models for other young people. It
is hoped that more and more young people will start
helping older passengers to get on and off vehicles,
find their connections and purchase tickets.

Sample programme

Passenger support agents (Bochum-Gelsenkirchen, Germany)
Passenger support agents are mobile contacts for
the public transport provider, BOGESTRA.
Launched as a pilot project on a single tramline in
2005, there are now approximately 200 passenger
support agents covering the entire area served by
the provider.

The programme is based on personal contacts. Sup-
port agents are available throughout the network,
providing information on tickets and prices; advice
on connections; and increased security, both real

and perceived, through their presence on vehicles.
They also provide assistance to those with mobility
constraints.

The project was supported financially in its first year
by the regional transport association and the
Agency for Labour. All the passenger support agents
were referred to BOGESTRA through an employment
programme at the Agency for Labour. Since its first
year, BOGESTRA has financed the programme itself,
although it is currently actively looking for a partner.

A STEP UP: The passenger support agents in Bochum-
Gelsenkirchen offer personal assistance to those who
have physical challenges in accessing public transport.
Photo: BOGESTRA.
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• security (although the staff should not be regarded
as replacements for security personnel); and

• the specific needs of older people (presented by a
specialist on ageing).

Although the presence of extra personnel will increase
(real and perceived) security, the role of passenger support
staff should be clearly distinguished from that of security
staff. eir primary function is service oriented.
� Promotion campaign: e public must be made aware

of the new service, for example to prevent senior citi-
zens feeling anxious if a young person approaches them
at a bus stop or on a tram to offer assistance. e pro-
gramme can be promoted on municipality websites;
through the local media; in senior citizens’ centres and
libraries; by posters at public transport stops; or on real-
time information panels if your city has them.

� Training for youngsters: Awareness-raising pro-
grammes aimed at young people should be entertain-
ing, hands on, and age appropriate (e.g. children should
be encouraged to talk to their own grandparents and
perhaps take a bus trip with them). Ideally, the trainers
should have experience working with both young
people and senior citizens.

Implementation

� Overcoming fears: It can take time to gain the trust of
older people in a new service and to overcome the bar-
riers to making contact with strangers. e experience
in Kraków shows that once such barriers are overcome,
those using the service are extremely happy with it, giv-
ing it a rating of 4.63 out of a possible 5 points. In
Bochum-Gelsenkirchen, market research indicated
almost 100 percent positive feedback.

� Serving seniors: e various forms of service include:

• helping older people to get on and off buses and trams;

• accompanying senior citizens throughout an entire
journey;

• providing information and tips on schedules;

• finding the best connections;

• giving ticket information (cost, availability etc.);

Sample programme

Door-to-door escort for senior citizens (Paris, France)
Les compagnons du voyage is a service offered in
Paris to older people in the form of personal com-
panions for trips on public transport. Established in
1993 by the French national railway company
(SNCF) and the Paris public transport provider
(RATP), Les compagnons du voyage operates no
vehicles and consists solely of (approximately 100)
personal travel companions.

The fundamental concept is to increase people’s in-
dependence and to ensure their right to be mobile.
This door-to-door service offers older people access
to regular destinations and everyday activities.

Companions guide older people through the city;
explain the basics of public transport networks; and
show older passengers how to travel safely,
allowing them to maintain or regain the self-

confidence they need to travel independently.

Although based in Paris, the service can also be
extended to trips to surrounding districts, or even
abroad. It is available seven days a week, 24 hours
a day, and is offered to individuals directly or
through community organisations. It targets older
people, those with disabilities and those requiring
accompaniment for children. Services are tailored
to the needs of each customer and can be
booked by telephone, fax, post or e-mail.

Those interested in the service provide details of the
journey, including date and time of travel,
departure point and destination, and any particular
needs, and Les compagnons du voyage makes an
estimate of the costs. The user then confirms their
acceptance in order to complete the booking.

“We’re on the ground and up close to the system and to the users — really,

we’re their neighbours, so our agents know exactly how to advise people.”

— Hajo Lübben, Chair of the Mobility Agents in Herford District, Germany

BIG STEP: The easily identifiable helpers
in Kraków act as social role models.

Photo: ELTIS/Harry Schiffer
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• selecting the best type of ticket (daily, group, season
etc.); and

• helping passengers use the ticket machines.

Service staff may be available at particular times of the
day at certain public transport exchanges or on public trans-
port vehicles. ey may provide services on call, by pre-
booking, or at any time by telephone. Young members of
the service staff, and young people who have been trained to
be aware of older citizens’ needs, can also act as role models
for other youngsters, showing them how to behave appro-
priately towards older public transport passengers.
� Training and supporting staff: Since service staff work

alone for the most part, it is important to train them
well and to support them through regular coaching so
that they feel confident in the services they offer.

� Publicising the programme: Media interest is ex-
tremely valuable, since stories accompanied by images
and quotes from satisfied older public transport pas-
sengers are more effective than any paid advertising.
Stories like this will inform other senior citizens about
the service and encourage them to make use of it.

Maintaining and developing
� Funding: Long-term funding is a key issue for such

programmes. In Kraków, those who responded to the
satisfaction survey were very pleased with the service
provided at the market bus and tram stop, but wanted
to know if it would be expanded to other public trans-
port interchanges. A strong argument can be made for
funding such programmes on an ongoing basis,
through either the marketing or the customer service
budget (or both) of the public transport provider. e
rural Mobility Agents programme, although estab-
lished, organised and run entirely by a volunteer-based
non-profit association, is financed entirely by the re-
gional public transport association, an agglomeration
of nine public transport providers in the region. Where
this is not possible, a partnership with a public health
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THE MORE THE MERRIER: Travelling is more fun
with your peers. Photos: Salzburg AG
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organisation might be an option, as the active mobility
and social contacts achieved by using public transport
contribute to the health of older citizens. Another op-
tion might be to find partners interested in funding
services at given public transport interchanges as a con-
tribution to the community. It should be stressed, how-
ever, that even if the public transport provider does not
provide the main funding, it must be an enthusiastic
supporter if the programme is to succeed.

� Finding champions: In the case of awareness-raising
programmes for children, identifying champions in the

targeted institution who can continue presenting the
training, and providing the programme content to
teachers, schools or other youth organisations, are ways
of allowing the information to be used more widely and
without extra cost to the original organiser. e draw-
back is that you will not know how many children have
received the training, making evaluation difficult.

� Job creation: A programme similar to the one imple-
mented in Bochum-Gelsenkirchen creates a number of
job opportunities.

“Our concept is to maintain a ‘critical mass’ of support agents throughout the

system so that passengers are aware of their presence. We’ve determined that

level to be approximately 10 percent of our total employees. Our ultimate goal,

however, is to have a customer support agent on most vehicles at all times.”

— Bjoern Smith, Division Manager, Transport Management and Quality, BOGESTRA
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Costs and cost savings
Start-up costs
� Programme development: If you are starting from

scratch, it will take time to develop your programme.
Activities that need to be considered include assessing the
needs; developing partnerships; designing the pro-
gramme itself; and developing a staff training programme.

� Recruiting and training: It is worth devoting time to
finding the right people for the job, that is, people with
sufficient patience and empathy with older people.
Since these agents will be the face of the public trans-
port provider, they need to be well trained to enable
them to deal with a wide range of situations.

� Equipment: ese costs should not be high, the main
expense being staff uniforms. However, if you are im-
plementing awareness-raising programmes for children,
you will need training kits containing, for example, spe-
cial glasses to simulate impaired vision and earplugs to
simulate hearing difficulties.

� Information campaign: is is crucial at the begin-
ning of the programme and well worth investing in.
If people are not aware of the new service, success will
inevitably be limited.

Ongoing costs
� Programme coordination: e time required for co-

ordination will lessen as the programme becomes more
established.

� Staff costs: ese are likely to be the highest costs, since
the success of such programmes depends on person-to-
person contacts.

� Public awareness campaigns: Awareness raising will
be an ongoing effort, although you will probably find
that you need to spend less as the amount of free pub-
licity increases. Positive stories in newspapers and on
television oen result in greater awareness than a poster
campaign, and experience from cities that have imple-
mented such programmes indicates that such media
coverage is relatively easy to obtain.

� Communications: e volunteer rural Mobility Agents
provide their free information by telephone and need
Internet access to timetables and tariffs, which means that
their telephone and Internet charges need to be covered.

� Evaluation: e programme can be evaluated via oc-
casional simple surveys in order to ensure user satisfac-
tion and identify new or changing needs.

Possible cost savings
e main potential economic benefit is in the form of in-
creased passenger numbers. In the case of programmes that
involve a significant staff presence on vehicles, there is also
likely to be a reduction in the number of fare dodgers and
vandalism.

Further information
Project contacts

Assistance programme for senior citizens (Kraków,
Poland)�Urban Infrastructure Office
Municipality of Kraków�Mr Tomasz Zwoliński
Tel: +48 12 616 87 48 E-mail:
tomasz.zwolinski@um.krakow.pl
Project case study: www.aeneas-project.eu � case stud-
ies � search “assistance for older passengers” (English)

Awareness raising among young public transport users
(Kraków, Poland) � Urban Infrastructure Office
Municipality of Kraków � Ms Joanna Majdecka
Tel: +48 12 616 87 70
E-mail: joanna.majdecka@um.krakow.pl
Project case study: www.aeneas-project.eu � case stud-
ies � search “awareness-raising for children” (English)

Customer Support Agents (Bochum-Gelsenkirchen,
Germany) � BOGESTRA AG � Mr Bjoern Smith
Tel: +49 234 303 26 92
E-mail: b.smith@bogestra.de

Les Compagnons du voyage (Paris, France)
Ms Chantal Couprie � Tel: +33 1 58760364
E-mail: direction@compagnons.com
Web: www.compagnons.com

Mobility Agents in Rural Areas (Herford District,
Germany — contact in German only)
Mr Hajo Lübben � Tel: +49-5223-65 30 509
E-mail: hajo.luebben@mobilagenten.de
Web: www.mobilagenten.de (contact in German)

Further reading

Older People and Public Transport – M. Fiedler
(2007): European Metropolitan Transport Authorities.
Retrieved from www.emta.com � publications � surveys

STEADYING HAND: A Paris programme offers personal
escorts for public transport trips.
Photo: Compagnons du Voyage



IN THE BAG: The AENEAS project has
organised training programmes for well

over 1,000 people all across Europe.
Photo: ASZHaidhausen
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About this activity
Background
More senior citizens possess a driving licence now than ever
before. While some older people may no longer enjoy driv-
ing in heavy traffic or at night, they may simply be in the
habit of using a car and be unaware of the other available
transportation options.

During the transition from working life to retirement,
activities and routines change, creating an ideal opportu-
nity to introduce alternative mobility habits.

Individualised travel marketing materials look very sim-
ilar to the welcome packs that new citizens receive when
moving to a new town or city. ey provide recipients with
a range of information about transportation options. How-
ever, individualised travel marketing goes a step beyond
“standard” promotion, in that it targets (usually either geo-
graphically or demographically) a particular audience in
order to inform them about the full range of available mo-
bility choices. People are encouraged to use those options
that are the most interesting or appropriate for them by
being provided with personal contacts, relevant information
and training (where necessary) on their chosen option(s).
Although such focused marketing has rarely been targeted
specifically at older citizens, it has enormous potential.

Individualised travel marketing does not (necessarily)
require the development of new active mobility pro-
grammes in your town or city. e main task is to gather in-
formation on existing active mobility services, trainings,
seminars or activities that are relevant to older citizens. is
information is then made available to the target audience
in an attractive, accessible format, and personalised follow-
up services and information are provided on request.

Benefits
Individualised travel marketing:
� helps older people stay healthy and mobile by pro-

viding them with knowledge about the various active

and sustainable travel options and opportunities
available to them;

� serves as a tool to promote valuable existing pro-
grammes, projects and services rather than creating
new, competing ones;

� has a multiplier effect (the project in Munich showed
that people tend to talk about the scheme and share
the handbook with friends and relatives);

� creates a positive image for the city as a “messen-
ger”bringing news to citizens about such a range of
activities, events, programmes and special offers;

� can be useful to other audiences apart from senior
citizens (your valuable research can be reused);

� increases the customer base for public transport; and
� builds relationships among existing service providers,

helping to strengthen local networks.

People involved
Target audience
In general, people tend to be more open to changing their
mobility habits when they are making other life changes,
such as moving house or getting a new job. Retirement is
another ideal opportunity to encourage changes in people’s
mobility habits. e target audience for an individualised
travel marketing programme should thus be people around
retirement age and/or senior citizens who are still relatively
active (around 60 to 75 years old).

Key partners
An individualised travel marketing programme can be
launched by an NGO, a senior citizens’ association or the
municipality. Key partners are, of course, the senior citi-
zens themselves. Since it is their needs you are trying to
meet, it is advisable to consult extensively in order to identi-

Individualised
travel marketing



fy exactly what those needs are. Even if the city is not the
initiator of the programme, it is important to obtain its
support. e credibility of the materials you produce will
be significantly greater if they have the city’s logo on them.

Other stakeholders
You are likely to discover a wide range of organisations and
bodies that can provide information, services, activities or
programmes contributing to older people’s mobility. Con-
tacting existing sustainable mobility groups or networks
should facilitate your research. Suggestions include:
� Environmental groups, which can offer seminars and

training on environmental issues and how mobility affects
the environment. ey might also offer guided walking
or cycling tours highlighting nature in an urban setting.

� Public transport provider(s), which can offer training
sessions on ticket machines and ticket options. ey
can also provide schedules, network maps and other in-
formation, and perhaps even offer public transport

passes as prizes or as incentives to senior citizens to try
out public transport.

� Police and/or traffic safety organisations, which can
provide traffic training sessions and expertise. ey can
also lend credibility to your project in the eyes of the
target audience.

� Health insurance providers, which have lots of inform-
ation on health issues for older people. ey may be able
to share their expertise in training sessions or seminars.

� Cycling organisations, which can provide cycling
maps of the region and cycling training courses. ey
may already be offering excursions that you can pro-
mote in your materials, or they may be interested in set-
ting up new tours specifically for senior citizens.
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“We discovered that a wide range of services were already available but were

not necessarily presented or promoted in such a way that the target audience

could make the best use of them.”

— Johanna Balthesen, Coordinator of Munich’s individualised travel marketing project

Timeline for Munich’s individualised travel marketing project

Starting 1 year pre-distribution � Begin the process of gaining permission to use public registry data

12 to 7 months pre-distribution � Issue tender for subcontractor

� Set up focus groups to find out about the current transportation
habits of the target audience

� Research the available mobility options and collect information on
existing public transport, training sessions and events relevant for
older people

6 to 0 months pre-distribution � Develop, lay out and print a mobility handbook that presents
information on the full range of mobility options in an attractive
and user-friendly package (checking with with stakeholders and
the target group at the draft stage)

1 to 7 months post-distribution � Follow up as needed to remind individuals about the handbook
� Respond to specific requests for further information and phone

those who express interest to give detailed information on training
sessions

4 to 5 months post-distribution � Evaluate to determine the long-term effects of the promotion
activities and to determine if any changes need to be made to
the programme

ALL AGES: Cities should strive to make public transport
accessible and attractive to everyone.
Photo: Kerstin Groh
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Collaboration with the providers of the various serv-
ices available to senior citizens is crucial. All the main
stakeholders should be invited to a presentation on the
design of the project in the early stages in order to give their
input and comments. Stakeholders should be kept up to
date on project progress on a regular basis and should have
the chance to revise the information proposed for inclu-
sion in the mobility handbook at the dra stage.

Other organisations that may be able to provide useful
materials include:
� relevant city departments or state or federal ministries;
� car-sharing schemes; and
� road safety groups or car clubs (information on ageing

and driving).

From idea to reality
Considering a new project
� Ensure support from credible authorities: You will

find it easier to implement your project if you have the
support of the city, police or other respected body. It is
best to secure this support before you make a commit-
ment to go forward.

� Ensure you can reach your target audience: Before you
get too far in your planning, you need to be sure that you
have an effective way to reach your target
audience. In countries where citizens are required to reg-
ister their residence with the local authorities, the registry
office may provide the relevant information, although you
will need to clarify data protection issues. In Germany, for
example, you must be able to demonstrate that the data

“The mobility guidebook fulfils two important goals at once: senior citizens remain

mobile and can more easily take part in the rich social life our city offers. At the

same time, environmentally friendly transportation such as cycling and public

transport are promoted. Those who cycle have the added benefit of remaining fit

and improving their health. So the battle cry of seniors who don't want to look old

can only be the Queen song, ‘I want to ride my bicycle, I want to ride my bike!’.”

— Christian Ude, Lord Mayor of Munich



Contents of Munich’s mobility handbook

Public transport
Getting around the city by train, tram and bus; tips on
using public transport; ticketing options.

Inform yourself, order what you need, get active!
Information on the activities, events and further materials
that can be ordered through themobility handbook, as
well as a quiz with one-week transport tickets as prizes.

On foot and by bike through Munich
Bike route maps and tour suggestions, information on

public bikes, safety tips for pedestrians, information on
Nordic walking.

Motoring in the city
Information on parking space management, car
sharing, taxis and the low-emission zone.

On your way — the big picture
A look at environmental, health and security issues
and the flexibility offered by a multi-modal approach
to transportation.
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will be used for the public good or for research (as op-
posed to commercial purposes). e process may take
some time.
In countries where people are not required to register
with the local authorities, other possibilities include col-
laborating with insurance companies, who can contact
their clients when they reach retirement age, or collab-
orating directly with large employers by providing them
with mobility handbooks to distribute to their employ-
ees on retirement. e positive side of these options is
that people can be approached at a time where they are
making a major change in their life — a strategic mo-
ment for introducing new travel choices. On the other
hand, retirement can be an emotionally challenging time
and the topic needs to be presented with sensitivity. You
would be dealing with a large number of contact people
and would be approaching new retirees indirectly
(through employers or insurers), which would leave you
unaware of exactly how many information handbooks
have been distributed and unable to follow up with
recipients unless they get in touch with you.

� Evaluate your circumstances: An individualised travel
marketing project has a better chance of success where
a reasonable public transport system and/or cycling
network exist, where there are existing programmes and
training sessions that can be promoted, and where there
are available means for reaching the target audience.
While you do not necessarily need all these conditions
in order to be successful, evaluating your circumstances
will help you understand where potential challenges lie.

Planning and preparation
� Research existing programmes, services and activi-

ties: You may be surprised at the number of projects,
services and activities that already exist in your town or
city that would be valuable and appropriate for your
target audience. It is important to take time to find out
what is already available. Tapping into existing mobil-
ity management or active transportation stakeholder
networks should help to make this research easier.

� Broaden the offer (if necessary): As individualised
travel marketing is more or less a communication chan-
nel for existing programmes and information, it is
crucial to have partners that organise interesting train-
ing opportunities for the target group. If the existing serv-
ices and information do not seem sufficient, it may be
worth asking some of the service providers (police offer-
ing safety information, cycling organisations offering
courses) if they would be able to offer more programmes,
offer existing private programmes to the public, or adapt
existing programmes to an audience of senior citizens.

� Obtain the support of public transport providers:
e support of your local public transport provider in
the form of free public transport tickets is valuable both
to be given as prizes and as an incentive and invitation
for people to try out public transport.

Implementation
� Coordination time: Because of the potentially large

number of partner organisations involved, projects of
this kind require quite a lot of coordination time.

� Suggestions for the content of a mobility handbook:

• Many brochures that focus on road safety topics in
particular tend to be written in a pedagogical style.
However, unlike children, who need to learn the
fundamentals of road safety, older people need in-
stead to be sensitised in an appropriate way to the
potential new dangers that arise with ageing.

• You should avoid overusing terms such as “senior
citizens” and “older people” in your materials. Not
everyone likes to be reminded of the fact of ageing
and many simply do not see themselves as old.

• Focus on “insider” tips and information as opposed
to general information that is available from other
sources. Such tips increase the perceived value of the
book in the reader’s mind.

� Writing for an older audience: e information pro-
vided in a mobility handbook for older citizens is, in
principle, the same as might be offered in a “welcome
package” to people moving to your city. ere will be
some small differences both in how you present the
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“We — meaning my family and friends — will certainly make regular use of [the

brochure and other materials]. Your campaign deserves every success...”

— A recipient of the Munich mobility handbook

WIRED GENERATION: Internet courses in Munich show
how passengers can get travel information.
Photo: mediencenter 50plus
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material and what you present. For example, you might:
• use photos of older people;
• choose a larger font size;
• offer excursions interesting to the target age group;
• mention the availability of escalators/elevators and

other similar access aids;

• use clear wording and no terms in foreign languages;

• provide fewer Internet links and more telephone
numbers; and

• give more detailed explanations of “high-tech” serv-
ices such as electronic travel information.

� Make it fun and engaging: e handbook you dis-
tribute should be pleasant to read. One useful element
to include is a quiz, the answers to which can be found
throughout the handbook. is is valuable for three
reasons: it encourages people to read the material in
greater detail; it gives them a reason to contact you
(i.e. to win prizes); and it is fun and entertaining.

Maintaining and developing
� Annual distribution: One option is to distribute the

handbooks annually to each new generation of retired
people. e handbook would, of course, need to be up-
dated as information changes, but revised editions
would be significantly easier to produce than the initial
publication.

� Ensure long-term support: It is important to convince
decision makers of the value of the programme in order

to ensure ongoing funding. Once a scheme is estab-
lished, less effort is required and costs are usually lower.
Partners and sponsors might also contribute to keep the
costs low.

� Obtain feedback: Make sure you obtain feedback
from programme participants. is can include evalu-
ations of individual training sessions, feedback on the
mobility handbook itself, and, if possible, indications
of changes in mobility behaviour. Feedback can help
you make improvements in the future, while reports of
changes in mobility behaviour are indicators of success
and a reason to continue the programme.

Costs and cost savings
Start-up costs
� Research: Analysis of the existing situation prior to de-

veloping the handbook in order to determine what
services already exist, what kind of services senior citi-
zens need/want, and the best way to present them.

� Programme coordination: Extensive communication
and relationship building with partner organisations in
the early stages.

� Mobility handbook: Development, layout, printing
and distribution.

� Prizes: In Munich, 50 one-week public transport tick-
ets were given as prizes. Although passes make ideal
prizes as they encourage people to try out public trans-

Sample programme

Individualised travel marketing project (Munich)
The project was intended as a link between the var-
ious service providers — who often have difficulty
getting their message across to their target audi-
ence — and the citizens who can benefit from their
services. Information was collected from dozens of
organisations and presented to the target audi-
ence in an attractive and easy-to-read handbook.

In January 2010, the mobility handbook was sent by
the office of the mayor of Munich to 10,000 Munich
households with members between the ages of 60
and 75. The handbook contains a comprehensive
overview of sustainable mobility options in the city
of Munich, as well as arguments for the smarter use
of private cars. For each of the mobility options, in-

formation was provided on ticketing, training
courses and services targeted at older users, as well
as contact telephone numbers and web links.

Recipients were invited to order additional free
materials, including maps and information on
special tickets, using the supplied reply card. The
reply card also gave recipients an opportunity to
express interest in the training courses introduced in
the guide. Those interested received a personal
telephone call to provide them with more detailed
information and course registration. More than
20 percent of recipient households expressed an
interest, requested further information, or registered
for a course.

GOOD FORM: The individualised travel marketing
campaign reached 10,000 households in Munich.
Photo: Wigand von Sassen
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port, other prizes are also possible depending on the
available funds and resources.

Ongoing costs
� Programme coordination: In Munich, coordination

required an average of 10 hours per week for the dura-
tion of the project.

� Individualised marketing process: is involves the
follow-up contact with programme participants, which
in Munich was undertaken by a subcontractor.

� Evaluation: In Munich, this took the form of 500 tele-
phone interviews.

� Reprinting: Extra copies of the mobility handbook
will be needed as supplies run out if you decide to con-
tinue the programme over the longer term.

Possible cost savings
Projects of this kind do not have great potential for gener-
ating income to directly cover costs. Considered from a
broader perspective, however, there are certainly economic
benefits: increased ticket sales for public transport com-
panies, fewer environmentally harmful emissions, fewer
accidents and healthier ageing due to more physical exer-
cise. Unfortunately, these cost benefits do not translate into
funding. Sources of funding are most likely to be the city
or town’s own resources, possibly with the support of health
or senior citizens’ organisations or agencies or other levels
of government, or through participation in EU projects.

Further information
Project contacts
Individualised travel marketing (Munich, Germany)
Ms Johanna Balthesen�City of Munich
Tel: +49 89 233 22442
E-mail: johanna.balthesen@muenchen.de

Munich mobility handbook: www.aeneas-project.eu �

download � der Mobilitätswegweiser (German)

Further reading
As far as we are aware, the Munich project is the first to
focus specifically on individualised travel marketing for sen-
ior citizens. However, the following links may be useful.

Mobilitätsverhalten von Seniorinnen und Senioren –
zur Entwicklung zielgruppenspezifischer Mobilitäts-
angebote – S. Haustein. and M. Stiewe (2010): Institut
für Landes- und Stadtentwicklungsforschung. Retrieved
from: www.ils-forschung.de/down/trends_1_2010.pdf
(German)

Information on individualised travel marketing:
www.sustrans.org.uk � what we do � TravelSmart
(English)�www.socialdata.de/info/IndiMark.pdf
(English and German)



PLATFORM FOR CHANGE: In Cologne, public
transport pass holders are encouraged to

introduce their friends to the service.
Photo: Birgit Kasper
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About this activity
Background
In terms of mobility management, older people are con-
sidered difficult to reach as a target group. ey tend not to
like traditional marketing campaigns, which makes it harder
for public transport companies and authorities to get their
message across. ey may also question why a much younger
person should be training them on how best to manage age-
related constraints. A different approach is thus required
with regard to marketing, awareness raising and training.

Peer-to-peer approaches have great potential in this re-
gard, since older people are oen more open to advice from
their peers. Senior citizens have a far greater awareness of the
needs of other people their age, and a monthly pass or a car-
sharing scheme recommended by a good friend may mean
far more to them than a marketing brochure.

But how can the positive effects of peer-to-peer coun-
selling be used? is chapter illustrates the value of peer-to-
peer approaches and suggests what implementers should
keep in mind. While such approaches can also be trans-
ferred to other modes, such as cycling and car sharing, this
chapter will focus on public transport

Benefits
Peer-to-peer approaches:
� are an effective way to promote public transport among

older people — about 30 percent of the trainees in
Cologne’s PatenTicket decided to buy a season ticket
aer the end of the trial;

� allow public transport providers to benefit from the
skills of its experienced passengers and reach older
people in a way that traditional marketing cannot;

� build closer links between public transport providers
and their users, while trainers appreciate the behind-
the-scenes view of their local public transport system;

� build on the confidence that seniors have in their peers,
who share a common language and can learn from each
other’s experience;

� also reach the “young old” — in Cologne, PatenTicket
trainees were on average younger and had higher car
availability than current season ticket holders; and

� are fulfilling for the trainers, most of whom consider it
very rewarding to share knowledge with their peers that
can help them improve their mobility.

People involved
Target audience
Peer-to-peer approaches have two main target groups:
� Senior citizens, who can explain and promote public

transport use to other senior citizens and show them
how to use it (i.e. trainers):

• public transport season ticket holders;

• people who enjoy taking public transport and who
use it frequently; and

• former public transport staff.

Peer-to-peer approaches
in public transport

“Nowmy friend can try taking public transport regularly, despite owning a car.

Otherwise, he wouldn’t do it. A car just outside the front door is simply too tempting.”

— PatenTicket participant
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� Senior citizens who are given information, recom-
mendations and support (i.e. trainees):

• older people who are not familiar with public trans-
port, who do not like it, who are nervous about
using it, or who simply never thought about it as a
transportation option for them.

Key partners
e number of partners and stakeholders involved will
vary from case to case. e PatenTicket scheme, for ex-
ample, involved only the public transport operator and an
external partner acting as moderator and providing

project management. e public transport operator or au-
thority usually leads the implementation of this kind of
activity. Key partners are:
� the public transport company or authority;
� local or regional authorities (in the case of the Public

Transport Ambassadors project);
� moderators or consultants facilitating the process; and
� older citizens acting as volunteer trainers or ambassadors.

Other stakeholders
� e media.
� NGOs dealing with sustainable transport.

“A public transport provider shouldn’t undertake such a project without partners

who are experienced in working with older people. This is particularly true when it

comes to the recruitment of trainers and trainees, which is not possible for a

public transport authority without huge efforts.”

— Dr. Johannes Theißen, Manager of European Projects for traffiQ, Frankfurt
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From idea to reality
Considering a new project
� City size and public transport system: While peer-

to-peer approaches can generally be applied wherever
public transport exists, the PatenTicket approach is
suitable for bigger cities with dedicated season tickets
for senior citizens. An attractive public transport sys-
tem should already be in place.

� Openness: If the public transport operator is not ini-
tiating the project, it is important that the company is
open to peer-to-peer approaches and maintains its com-
mitment throughout the project lifetime.

Planning and preparation phase
� Develop the general approach, a communication

strategy and information material: A lot of emphasis
should be placed on this phase, which can last between

three and six months. You will need to decide how to
recruit and how to communicate with the trainers (or
“sponsors”, as they are called in the PatenTicket proj-
ect). Communication materials such as brochures, let-
ters and websites should state their message clearly and
attractively (see page 69). Letters should be signed by a
recognised authority or personality, such as the public
transport company or the city’s mayor.

� Recruit trainers or ambassadors: In the case of the
PatenTicket scheme, the target group of potential “god-
parents” was clearly defined: season ticket holders in
the city of Cologne aged 60 and over. Contacting them
by standard mail and telephone led to positive results:
almost 120 people agreed to participate in the pilot,
representing 15 percent of contacted ticket holders. In
other cases, trainers were recruited via the local media
or through associations and clubs for older people.

� Train the trainers: It is crucial for future trainers to
identify strongly with the project. ey should be very

Sample programme

Public Transport Ambassadors (Zeeland, the Netherlands)
The province of Zeeland in the Netherlands is one
of the least urbanised in the country. The province
has an ageing population and younger people are
moving to urban centres. At the same time, car de-
pendence is rising since supermarkets and other
facilities are increasingly concentrated in out-of-
town retail centres. Despite efforts to offer quality
public transport, the regional government has ob-
served that there are gaps in older people’s infor-
mation about public transport; they are challenged
by innovations such as e-ticketing; and they tend
to become inactive and stay at home when car
driving gets too difficult.

In order to prevent dependence and isolation, the
pilot project OV Ambassadeurs (Public Transport
Ambassadors) was launched in 2009 and became
fully operational in October 2010. It is hoped that
the programme will be made permanent if the pilot
proves successful.

The programme development steps are:

1 Recruitment: Many ambassadors are former
public transport employees, retired teachers or
public transport enthusiasts. They are all at least
55 years of age, meaning that participants are
learning from their peers.

2 Training: The one-day sessions take place in
groups of 10 to 15 people and information is pro-
vided on the tariff system, schedules and the

network. There is a focus on e-ticketing, which
will be implemented nation-wide by 2011. The
ambassadors are supplied with marketing and
guidance materials.

3 Publicity: The publicity campaign included
media coverage, posters and leaflets. The am-
bassadors were “inaugurated” by Zeeland’s
deputy for transport at a large public event.
About 200 senior citizens were brought to the
event by historic buses. They were given informa-
tion about the ambassadors and about public
transport in general and then used modern pub-
lic transport to get home.

4 Implementation: On request, the ambassadors
organise journeys by public transport with individ-
uals or groups with the aim of familiarising
trainees with public transport and providing
them with positive travel experience. The ambas-
sadors also give presentations at senior citizens’
clubs. A central helpdesk is open to all (older)
travellers in Zeeland to provide them with in-
formation or redirect them to the ambassadors.

An in-depth evaluation of the project design is
planned, but the ambassadors are very well
accepted by the trainees and are very enthusiastic
about their work. The goal is to reach at least 2,000
people and to convince them to become public
transport users.

TWO’S COMPANY: Travelling is more fun with a friend.
Photo: Gábor Bodó



familiar with the aims and content to be communicated
to their peers. In the case of the OV Ambassadeurs
project, the ambassadors first had to be acquainted with
the new national e-ticketing scheme before starting
their activities. Workshops for small groups (of eight to
12 people) are ideal for training future trainers. If the
training meets their expectations, your trainers or am-
bassadors will be enthusiastic about passing on their
skills to other senior citizens. If not, you might lose
them and have to recruit new trainers.

� Assign clear tasks to the trainers and support them
in the execution: Older trainers are typically asked to

do two things. ey can show friends (or peers) how to
use public transport simply by travelling with them.
is is generally relatively straightforward, particularly
if the participants already know each other, as in the
PatenTicket scheme. Trainers can also be asked to give
workshops on public transport. In this case, you should
offer them prior training on presentation skills and
workshop organisation and support them in preparing
events and reaching and registering participants, ideally
through a helpdesk that is available throughout the
project lifetime. It might also be helpful to accompany
trainers to their first workshop or to have older trainers
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“The peer-to-peer approach works because older people have greater

confidence in their peers; they have a common language and can

benefit from one another's personal experience.”

— Johan Janse, DTV Consultants, Breda, the Netherlands
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working in teams of two. If trainers feel frustrated, or
that too much is being asked of them, they may resign.

Implementation
� Inform the public: When your trainers are ready, it is

time to publicise your scheme. e best way is via the local
press and television, an attractive brochure (see above for
tips on writing for senior citizens) and a website. You can
also send information directly to older people by mail, if
the option is available. However, the most effective way
to promote your scheme is probably to organise a public
kick-off event. As in the Zeeland example, this could take
place in a central location, where your scheme can be pre-
sented attractively; or as part of a leisure trip or other
event that appeals to your target group.

� Use existing networks: While PatenTicket relies on the
peer-to-peer counselling of friends and relatives, you will
need to support trainers in recruiting participants for
workshops or test rides. is can happen via various chan-
nels such as the local media, posters and leaflets in public
buildings, etc. However, it can also be helpful to use ex-
isting networks, such as community centres, sports clubs
and old people’s associations, as communication channels.

� Trial period: In the case of PatenTicket, offering a
three-month trial period during which “godparents”

and “godchildren” used public transport together,
proved successful. is relatively long period allowed
participants really to get to know the public transport
system in the city and to establish new routines.

� Don’t underestimate social aspects: Apart from being
easier to accept advice from a peer, this approach also
has important social aspects. In the case of the
PatenTicket scheme, participants established an in-
formal club that created snowball effects by reaching
additional people not directly involved in the project.

Maintaining and developing
� Keep trainers motivated: Trainers are not in it for the

money, as they usually receive only a small reimburse-
ment, if any. ey are motivated by a desire to share
their knowledge with their peers and to be valued as
skilled people who can still serve the community. is
motivation needs to be recognised and maintained,
which means keeping in close contact with, and being
ready to listen to, the trainers. A friendly manner and
open attitude are vital on the part of the staff who are
in contact with the volunteers. e existence of a
helpdesk staffed by familiar people is greatly appreci-
ated, however little it is actually used. Small tokens of
appreciation, such as a dinner, can also be helpful.

� Ensure the commitment of public transport com
panies: If your organisation is not the public transport
operator, you will need to win and renew the commit-

Sample programme

PatenTicket (Cologne, Germany)
The German research project FRAME, which focused
on the leisure-time mobility of older people, high-
lighted a need to make older people more familiar
with public transport and to promote its use. The
PatenTicket project was developed as a response.

Since it is difficult to reach this target group via
standard marketing campaigns, a peer-to-peer
approach is used. Older customers (“sponsors”)
who already hold season tickets receive a free
three-month pass to give to a friend, neighbour or
relative who does not regularly use public transport.
During this time, the sponsor passes on tips and hints
on using buses and trams, and goes on journeys
with the new users, showing them how easy and
comfortable it is to use public transport. The rela-
tively long trial period of three months gives ad-
equate time for the establishment of new routines.

The concept was developed independent of a spe-

cific location and Cologne’s public transport opera-
tor KVB agreed to run a pilot project in 2009. Spon-
sors received training in small groups from the public
transport operator and a dedicated contact per-
son was available throughout the trial phase.

Results show that:

� more than 30 percent of participants decided to
buy a season ticket after the trial, and additional
customers were acquired through snowball
effects; and

� on average, the new users were younger and
had better access to cars than the sponsors.

A follow-up project is envisaged for 2011, with a
focus on senior citizens living on the outskirts of
Cologne and in suburbs with good public trans-
port access.

REST STOP: You have plenty of company when you ride
public transport on market day in Kraków.
Photo: ELTIS/Harry Schiffer
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ment of the public transport provider throughout the
project lifetime. Decision makers may agree to a trial,
but you will have to demonstrate its positive impacts in
order to make your activity sustainable.

� Make sure the project or the concept takes hold aer
the trial phase: If the trial is a success, think about how
it can be continued and who will be responsible for this.
It does not need to be the organisation or person who
launched the trial. Keep people informed about the
trial and keep them involved.

Costs and cost savings
During the set-up phase, peer-to-peer schemes may gener-
ate costs in the first year of operation. ese costs will be-
come lower once the scheme is established, while snowball
effects will raise awareness levels.

Start-up costs
� Development costs: Dedicated staff and adequate

resources are needed in order to develop a sound
approach that will be accepted by the target group and
that should become more sustainable over time.

� Marketing and training materials: If you expect your
trainers or ambassadors to organise trainings or events,
you will need to equip them with clear and attractive

training materials, ideally in the form of a “toolbox”. e
quality of the presentations and the level of motivation
among the trainers will correlate with the efforts you put
into this. e same is true for the brochures, websites
and communication materials you use to publicise your
scheme. Easy to follow guides, aimed at older people, on
how to use public transport are good examples of train-
ing materials that can be used by the ambassadors.

Ongoing costs
� Project team and helpdesk: Staffing is the most im-

portant cost factor, particularly during the set-up phase.
It is vital to operate a helpdesk to give older trainers
confidence. Experience shows that trainers do not re-
turn very oen to the helpdesk, so this task could be
covered by the project manager. In the case of OV Am-
bassadeurs, the helpdesk also serves as a frontline office
to channel requests from the general public. is pre-
vents the ambassadors from being overloaded but re-
quires dedicated members of staff.

� Test ride tickets: ese are a relatively small but im-
portant part of the budget. e longer the trial period,
the greater the possibility of people switching over to
public transport permanently.

� Catering: Light refreshments should be available dur-
ing events.
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Sample programme

Seniors Train Seniors (Frankfurt, Germany)
The Seniors Train Seniors (STS) project is run by
traffiQ, Frankfurt’s public transport authority. Similar
approaches exist in the neighbouring city of Offen-
bach (managed by LNO OF) and in other munici-
palities in the Rhine-Main area (managed by the
regional transport association RMV).

The STS project borrows elements from public
transport training for older people in the Frankfurt
region and from the European ICMA/amobilife
project, in which traffiQ and LNO participated. It
was also inspired by the Swiss project Rundum
Mobil (Overall Mobile).

The central idea behind STS is to involve a signifi-
cant number of older people in Frankfurt in a peer-
to-peer public transport promotion campaign.
Older passengers who use public transport fre-

quently are given a two-day training covering the
public transport network, schedules, tariffs and tick-
ets, as well as practical lessons on safety and com-
fort in the public transport vehicle.

After completing the workshops, new trainers begin
to organise 90-minute workshops where they pass
on their knowledge to their peers.

While the STS project is still in its early stages, the
hope is that it will become more closely integrated
with the programmes for senior citizens offered by
Frankfurter Verband, an organisation that runs
many social centres in the city. Trainers will then be
able to use Frankfurter Verband facilities, and
events can be announced via the Verband’s chan-
nels. Since they have social centres in almost every
neighbourhood, good coverage will be ensured.

CHILLING EFFECT: Bad weather can pose
particular challenges to older passengers.
Photo: Bernd Decker
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Possible cost savings
irty percent of the participants in the PatenTicket trial
bought a season ticket, which easily refinanced the invest-
ment made by the public transport company in consulting
and trial tickets. Peer-to-peer approaches rely on the sup-
port of volunteers, who receive only small cost reimburse-
ments. e cost of implementing such a scheme should be
compared to the cost of a standard marketing campaign,
which is usually less precise in reaching its target group. Fi-
nally, the impact of a standard marketing campaign is
quickly over, while peer-to-peer approaches need time to
develop their impact but then create snowball effects.

Further information
Project contacts
PatenTicket (Cologne, Germany)
Kölner Verkehrs-Betriebe AG (KVB)
Mr Jürgen Toepsch � Tel: +49 221 547 12 12
E-mail: juergen.toepsch@kvb-koeln.de

Web: www.patenticket.de (German)

PatenTicket (continued) � Urbane Konzepte GmbH
Ms Steffi Schubert � Tel: +49 69-80 43 83 38
E-mail: schubert@urbane-konzepte.de
Ms Birgit Kasper � Tel: +49 69 80 43 84 48
E-mail: kasper@urbane-konzepte.de

Public Transport Ambassadors (Zeeland, Netherlands)
� Provincie Zeeland
Ms Wiepke Barentsen Van den Broeke
Tel: +31 118 631521
E-mail: w.vd.broeke@zeeland.nl

Websites: www.degoedekantop.nl/ (Dutch)
www.ovambassadeurs.nl/ (Dutch)

Public Transport Ambassadors (continued)
DTV Consultants � Mr Johan Janse
Tel: +31 76-513 66 31
E-mail: j.janse@dtvconsultants.nl

Seniors Train Seniors (Frankfurt, Germany)
traffiQ public transport authority
Mr Johannes Bardong�Tel: +49 69-21 27 12 48
E-mail: j.bardong@traffiQ.de

Further reading
Factsheet on Seniors Train Seniors – Improving
Connectivity and Mobility Access (2009) www.icma-
mobilife.eu � solutions � travel training for seniors
(English)

Improving Connectivity and Mobility Access /
amobilife training lab:
www.learningpool.com/moodle_front/amobilifetrainin
glab/ (English, requires registration)

Overview of PatenTicket project in Cologne –
AENEAS (2010): www.aeneas-project.eu � download
� Munich, March 2010 workshop presentations
(English)

PatenTicket project description and resources:
www.bkplanung.de → PatenTicket (German)
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“The ambassadors feel valued as experts both by the public and officials. The

fact that they were officially ‘appointed’ contributes to this.”

—Wiepke Barentsen-Van den Broeke, Provincie Zeeland

AISLE SEATS: People are more likely to use public
transport if they can do so in the company of their peers.

Photo: Salzburg AG






