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The testimonies:
What do elected representatives and
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The Ad Personam Team
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Whuy should we core
Abouft fronsporfation issues
iNn Mmedium-sizced cities?

40% of EU citizens live in urban areas of less
than 200,000 inhabitants. The car accounts
for 75% of all kilometres travelled in EU
urban areas, making it the most popular
mode of transport.

Medium-sized cities generally face common

problems relating to the travel behaviour of

their citizens:

=¥ Scarce use of Local Public Transport
(LPT), whereas the service provides real
potentialities;

=» Increasing traffic congestion during peak
hours and for home-to-work journeys;

=>» High levels of pollution causing poor air
quality as a result of traffic congestion;

=» Limited knowledge of LPT among citizens
(routes, timetables and fares, etc.):

=>» Lack of interest towards LPT solutions, as
citizens believe the private car competes
favourably with Public Transport, when

comparing running costs and the turn-up-
and-go convenience of having your own
vehicle;

<> Little impact of traditional advertising and
marketing campaigns in getting citizens
involved to change their travel habits;

=>» Perception of LPT as inefficient due to
delays, low frequency, slowness and
insufficiently developed networks or bad
experience when using it;

=» Use of LPT mainly by citizens who do not
have access to their own motorised trans-
port, or are unable to drive.

Ad Personam endorses the “3x20" objective
of the European Union. It is therefore neces-
sary to fully assess its impact, with special
attention to the externality costs of the trans-
port sector on the environment, the economy
and on social aspects such as health and
time saving benefits.
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Ceornimgl from| fhe experience
off the 7Z Ad Personmoam) pilofy cifies:

How/to create your Directy Marketimg Progromme
for PUDIlIC Tromsport2

What are the main steps?

Here are the main steps of the common approach
implemented by the 7 pilot cities and their results,
problems faced and solutions found.

Step1 Develop a targeted advertising campaign
Step 2 Inform citizens and collect information

Step 3 Define specific target criteria and select
the citizens to be engaged

Step &4 Design individual tailor-made travel plans
to be sent to the participating citizens

Step5 Launch a promotional week

Step 6 Analyse citizens' feedback on Local Public
Transport and their motivation as whether
or not to use it
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Overall results of the
Direct Marketing Programme
In the 7 pilot cities

ADVERTISING CAMPAIGN
7 comprehensive advertising campaigns launched

QUESTIONNAIRE DELIVERY
363,372 questionnaires delivered
10,117 questionnaires returned

ANALYSIS OF PARTICIPANTS’
HOME-TO-WORK JOURNEYS AND SELECTION OF
THE TARGET GROUP

5,507 FREE CARDS and
INDIVIDUAL TAILOR-MADE TRAVEL
PLANS distributed

PROMOTIONAL WEEK
2,521 participating citizens




What are the top tips?

Do not miss the key requirements based on the
overall critical view from the 7 pilot cities to make
an efficient Direct Marketing Programme.

=» Focus the Direct Marketing Programme on an
homogeneous target group

Get local support from institutions and
organisations for a higher project visibility

Build an efficient schedule

Use effective communication tools and
channels

Establish an individual relationship with each
participating citizen
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What are the main steps?

step1 Develop a targeted advertising campaign

ABOUT THE STEP

Give a very strong visibility to the
Ad Personam project at local level

=>» Use the available advertising
channels: posters, advertisements
in local newspapers, radio and TV
spots to call citizens’ attention to
the project.

=» Communicate on the main issues
and challenges of the project
through the advertising campaign:

- Local Public Transport, an
opportunity to consider: using
the LPT system can save time
and money, is environmentally
sustainable and avoids driving
stress.

- The advantages to participating
in the programme: people taking
part in the promotional week
will be provided with individual
tailor-made travel plans and
free-of-charge cards/free
tickets.

=> Highlight the European dimension
of the project: Ad Personam is co-
financed by the European Commis-
sion under the Intelligent Energy

- Europe programme and includes

partners from other countries.
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TIPS FROM PILOT CITIES

Get the support from the media
and use the most efficient
communication channels

As the success of the project is based
on an efficient advertising campaign,
you need to identify the most relevant
communication channels that have to
be targeted with regards to the local
context. As such, the local media is a
good way to feature bus services.
Baia Mare considers that the success
of Ad Personam is partly due to the
high support of the media. Indeed,
the campaign launch as well as the
marketing programme were very well
promoted. Funchal also believes that
the press conference was a good way
to attract the attention of all regional
media, namely three local newspa-
pers and the local TV. Besides, the
local partner is convinced that local
newsletters are relevant tools to in-
form citizens about the developments
the project is facing.

However, local partners in Lancas-
ter and Morecambe deplore a lack

of interest from the press in LPT
schemes which prevented the project
from getting a good coverage. Conse-
quently, they would not use newspa-
per advertising if they implement this

programme again as the audience is
limited and it is not very cost effective.
Albacete also noticed that articles
published in the press had a low mar-
keting impact, as they are mostly read
very quickly without great attention.

In the same way, the radio had a low
impact and a low advertising capa-
city in Funchal. The reason seems to
be that most of the listeners are car
users who turn on their radio during
their journey which lasts, on average,
less than 15 minutes. On the other
hand, the radio proved to be the most
successful means of communication
in Albacete, reaching citizens who
were listening to radio spots on their
way to work.

Finally, the Internet clearly represents
an efficient communication channel.
Indeed it is one of the cheapest and
has the advantage of directly feeding
into the database.

Implement a targeted
advertising campaign

Targeted communication will easily
catch the citizens” undivided attention.

In Funchal, different approaches were
shown to reach different clusters of
citizens, enabling everyone to access
the project.



Besancon considers that it is not ne-
cessary to develop a large campaign
to incite people to get involved in the
programme. The budget allocated to
this task was too high compared to
the actual needs. In the same way,
the project team in Lancaster and
Morecambe underlines that personal
mailings can cost far less than a large
media campaign which uses news-
print, websites and street advertising.
For Modena, it is more important to
focus on the Direct Marketing Pro-
gramme so that a broad advertising
campaign does not necessarily seem

to be required for a successful project.

Reach car drivers

The experience in Lancaster and
Morecambe shows that bus back
advertising and bus wraps are very
good ways to reach car drivers as
they can read the advert whilst being
caught in traffic. Besides, you can
specify the bus routes where the
advert should appear. On the other
hand, bus shelter advertising is not
easily visible from a passing vehicle.
Heraklion also suggests reinforcing
the dissemination of leaflets directly
to city drivers, for example those
stuck in traffic jams.

Develop a meaningful
and attractive slogan/
communication dialogue

‘W}
A MEDIDA. B

Preencha o inquérito recebido em casa
ou em wWww.Iransporteamedida.com

The translation of the Ad Personam
concept to the Portuguese “Trans-
porte a Medida” in Funchal was a
good achievement and so was the
specific brand created for the project.
It really expresses a transport that
suits everyone’s needs.

In Besancon and Modena, street
advertising has been strongly perso-
nalised by attracting people’s atten-
tion using first names on the posters.
As a result, this initiative led to many
positive comments from the public
and kids were playing to find different
first names on buses.

Emphasise the original
aspect of the project

The originality of the project, based on
the Direct Marketing approach, needs
to be highlighted in the advertising
campaign. Modena noticed that the
traditional advertising campaigns the
city had been doing in the last ten
years gave less satisfying results.

Carry out a continuous
communication campaign

As the objective is to keep people in-
volved in the programme and to reach
new participants, it is important to
develop a continuous communication.
In Heraklion, this was done on the

Municipality web portal and through
permanent advertisements on buses.
Such a campaign can therefore in-
crease the citizens” awareness of the
issue.

Involve elected representatives

In Heraklion, the involvement of
municipal elected representatives

in communication activities as well
as in the media were considered as
key factors of success. Besancon
also considers that a letter signed by
the Mayor can be effective in getting
people involved. In Albacete, the mass
emails which were sent to more than
5,000 citizens would not have been
possible without the Mayor’s support
because it was the first time a cam-
paign was using this communication
tool.

Involve famous local people

According to local partners in
Lancaster and Morecambe, the
endorsement from a local celebrity,
such as a football player, would repre-
sent an important marketing factor

to promote the programme. It could
help to improve the image of Public
Transport and make it “cool”.
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What are the main steps?

THERE'S A FIRST TIME
FoR EVERYTHING...

step2 Inform citizens and collect information T —

ABOUT THE STEP

Cooperate at local level with all
project partners to identify the
approach and methodology to
use in contacting citizens and the
specific areals) for selecting the
target group

=» The specific areas are the main
working/residential areas related
to the LPT network.

=» A georeferencing system can
be used to specify which street
numbers are closely located to
a bus stop (for example less than
300 meters).

=>» At this stage, you are already
defining and targeting the potential
participants in the Direct Marketing
Programme: try to primarily in-
clude in the target citizens that are
in the most favourable conditions
to get involved in the programme.

Prepare and send
a questionnaire to citizens in
order to select the target group

<> Get information about travellers’
mobility habits: in this question-
naire, you need to search for infor-
mation such as personal details
(incl. profession, personal address,
work place), daily transport means
and frequency of use, working
hours, etc.

Develop a database built from
the returned questionnaires

and analyse the home-to-work
journeys of participating citizens

=» The database is used to select the
target group.

p.12

TIPS FROM PILOT CITIES

The initial letter: Make first
contact with potential participants

= Send personalised letters

Funchal and Modena insist on
delivering a personalised message
to citizens as it is a key step to start
involving them and avoids the letter
being considered as a commercial
advert. In Funchal, even though the
initial letter was dispatched without
an address, postal delivery remained
the channel with the most significant
impact. However, despite this com-
munication means enabled a good
promotion of the project and espe-
cially of the LPT operator, its effecti-
veness in recruiting citizens to join the
initiative was limited.

Heraklion would rather opt for more
intensive communication methods
such as one-on-one approaches or
focus groups in every district. Accor-
ding to Baia Mare, volunteers directly
distributing letters to citizens would
be a more efficient way to hold their
attention. Modena regrets not having
organised target postage as ques-
tionnaires were equally dispatched
to all Modenese families through the
Municipality newspaper.

If the programme is targeting stu-
dents, Modena suggests sending
emails as it seems to be a more
appropriate tool to reach them.

=>» Develop partnerships
with other institutions

Local project partners can amplify
the spread of the message. As pilot
cities are targeting workers, Funchal
and Besancon advise establishing
partnerships with private companies
and administrations. Indeed, they
could help by delivering letters to their
employees instead of dispatching
questionnaires to all mailboxes and
increasing recovery. In the same way,
other organisations as universities
could be associated with the project
if its aim is to reach other groups of
citizens such as students. In Funchal,
the success of the snowball effect
shows that if local partners had had
more institutional support, participa-
tion might have been much higher.

Questionnaires: Collect
information from citizens

< Use the “snowball effect”
to spread the message

& /,’/'\ lll'II

e 250

With an average recovery rate of 4%,
pilot cities consider that the question-
naires sent by post had low results.
However Funchal noticed that the
“snowball effect” turned out to be

a key communication channel in
medium-sized cities. The “snowball
effect” means that the local mana-
ging team selected some people that



were very interested in taking part in
the project and asked them to spread
the message and to distribute the
questionnaires to their colleagues and
relatives. In Funchal, the efficiency of
questionnaires directly submitted by
hand reached 100%. Therefore, word
of mouth was a very effective dissemi-
nation communication channel.

=> Reach people through
direct contact on street

In order to get wider support and
visibility for the local project, “on
street” communication campaigns
can be implemented and inform
people personally about the Ad
Personam initiative. In Funchal, this
direct approach was undertaken with
the main public organisations and
enterprises located in the city centre.
According to the LPT operator, this
was the most efficient way to reach
citizens and remains a good marke-
ting strategy even if most of the invalid
questionnaires were filled in “on
street” by citizens who did not gather
all the criteria necessary to partici-
pate.

Four months after the launch of the
advertising campaign, Besancon also
made an “on street” survey in order
to measure the impact of the Ad Per-
sonam campaign at this stage. The
main result was that the personalised
PR campaigns are remembered by
citizens in the long term.




What are the main steps?

step3 Define specific target criteria
and select the citizens to be engaged

) ABOUT THE STEP

Specify the selection criteria for
the target group

=>» The identification of many specific
areas of intervention and of the
target group would help achieving
the appropriate segmentation in
order to reach the best potential

4 new Public Transport clients to be

addressed with a Direct Marketing
Programme.

=» With these criteria, you should have
a clear idea of who you are approa-
ching and in which area of your city.

Select at least 500-1,000 citizens

to take partin the Public Transport
promotional week, representing the
target group of the Direct Marketing
Programme




TIPS FROM PILOT CITIES

Define relevant criteria

Mobility habits and residence are two
main criteria to be taken into account
in the selection of participants.

Focus the Direct Marketing
Programme on a targeted group

For further actions, Modena would

direct the project to a smaller target
group and focus on a specific activity,
such as education or public offices, in
order to change mobility behaviours
for all people linked to the same field.
The Direct Marketing Programme can
be addressed to different groups of

people and transferred to other areas.

Besides, Heraklion suggests to
extend the selection criteria to all
people living in the city and moving

within the city and not to focus only
on people travelling to the city centre.
The city also advises to include the
age categories of 15-30 and 30-55.




What are the main steps?

step4 Design individual tailor-made travel
plans to be sent to the participating citizens

ABOUT THE STEP

Get or develop a Travel Planner

On the basis of your participants’
details, realise individual tailor-
made travel plans according to
their needs: where to catch and

get off the appropriate means of
transport, when it runs (individual
tailor-made travel plan] and how long
it takes.

=» Thanks to the database built from
the questionnaires’ results, you can
personalise journeys along good,
fast, frequent and reliable bus
routes.

Deliver an individual tailor-made
travel plan and a free-of-charge
card/free tickets to the target
group

= The free-of-charge card/free
tickets are meant to encourage
participants to test Public Trans-
port during the promotional week.

Demonstrate that LPT is a real
alternative to the car

16 PH&MC , découvrez
votre voyage sur mesure

y L — y
» -?m‘s, i ‘{fﬁ ”'ﬁ”""ﬁ'""'ﬂ"'

pour en savoir plus

www.ginkobus.com

o GINKC™
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TIPS FROM PILOT CITIES

As a starting point for a new friendly

and intelligent LPT system, Albacete
considers the tailor-made approach

one of the most remarkable aspects
of Ad Personam that can be used for
future projects.

Challenges encountered with
the Travel Planner

=» Get or develop your own
Travel Planner

In Baia Mare and Funchal where no
Travel Planner had previously been
developed, the elaboration of the tool
required a lot of work and involvement
for the LPT companies but the expe-
rience gained was valuable.

=» Overcome the technical problems

The itinerary calculated by the
software is not always fully adapted
to the travellers’ needs. As some
itineraries were not relevant in
Besancon, the solution was to check
all the individual tailor-made tra-

vel plans generated and to correct
the potential mistakes. In the same
way, the geographical references in
Funchal were not available at the
required level of accuracy. Conse-
quently, the localisation of the homes
and work places of participants had to
be done manually; specific software
helped identifying addresses.

Due to recent urban developments,
new streets had not been included in
the Travel Planner in Albacete. Thus
adjustments related to the cartogra-
phy had to be made.

Albacete already had a
GPS system that informs
about the bus frequency

in real time. Thanks to

the new Travel Planner
which is complementary to
this existing GPS system,
citizens have the chance to
see the best option to get to
their destination.

FRANCESCA,
SCOPRIILTUO
BUS SU MISURA.

di entro marzo al questionario

3l su www.bus-sumisura.it

Puol viaggiare gratis per una settimana

sui mezzi ATCM e ricevere il tuo

percorso bus personalizzato.




Step5 Launch a
promotional week

ABOUT THE STEP

During the promotional week, the
participating citizens take partin a
free trial using LPT, following their
individual tailor-made travel plan to
make their home-to-work journeys.
This event gives the target group the
opportunity to test the advantages of
the LPT system and aims to remove
the perception that bus travel is ex-
pensive and slow.

TIPS FROM PILOT CITIES

Find the best period
to organise the event

Lancaster and Morecambe insist on
organising the promotional week at a
key time of year, so as to get people
to try out a new way of commuting. It
could be for example cut off holidays,
or after returning from a summer
holiday or in spring when weather
changes are occurring and could po-
tentially help to transform travel ha-
bits. Weather conditions can moreover
significantly influence people in their
mobility choice. Indeed, poor weather
prevented Lancaster and Morecambe
from having a successful promotional
week as travellers tend to prefer car
to bus when it is rainy or windy.

Deal with circumstances

Other sporadic issues have to be
taken into account in the choice of
the launching period. Some pilot
cities encountered difficulties due to
simultaneous events. In Funchal, the
promotional week was held during an
election period and site works also
entailed delays and shifts in bus lines.
In Modena, it coincided with signifi-
cant changes to the offered services
(timetables, routes, rates) following
the buyout of the LPT company and
created confusion and disorientation
among the potential customers. The
upstream organisation was affected
by a postal strike in Lancaster which
delayed the distribution of the ticket
vouchers and the individual tailor-
made travel plans so that the free trial
week took place later than planned.

Keep people involved from
the beginning of the project

The communication process needs to
be continuous so as to keep parti-
cipants aware of transport issues.

In order to avoid a too long period
between the adverting campaign and
the implementation phase, Funchal
and Besancon sent participants an
intermediate letter, between the initial
and the final letters, reminding them
that the project was ongoing and that
they should wait for further news from
the project’s management.

Close contact with the target group
plays a decisive role in the percep-
tion of Public Transport convenience.
Indeed, Albacete noticed that citizens
felt especially part of the project when
they received a personalised travel
card. In Funchal, new clients were
responsible for 21% of the trips made
during the promotional week. On ave-
rage, almost half of the citizens who
received an individual tailor-made
travel plan in the 7 pilot cities took
part in the promotional week.

According to local

partners in Lancaster and
Morecambe, the experience
could be lengthened to
more than a week to enable
more sustained use and
better understanding of the
approach.




What are the main steps?

Step6 Analyse citizens feedback on Local Public Transport
and their motivation as whether or not to use it

ABOUT THE STEP

Measure the level of participation
of the target group in the
promotional week

Carry out an ex post motivational
survey on the target group

= Find the reasons why some people
did not take part in the promotional
week.

=» Gather opinions, evaluations and
motivations from the people in the
target group who took partin the
promotional week.

=>» Collect information that might be
relevant for other Direct Marketing
initiatives.

=» Use a STIMER for use analysis; a
STIMER is an electronic emission
ticket system that allows all jour-
neys made by the target group to
be monitored.

p.18

TIPS FROM PILOT CITIES

Reach participants through an
appropriate communication
channel

The communication channel which is
the most appropriate to the local
context needs to be used to get
feedback from participants. The
survey is necessary in order to have a
significant overview of the experience
but it can be carried out through
different means. In Heraklion, what
the people really enjoyed was the
feedback they had to provide about
the initiative in general.

Among the 7 pilot cities that all
carried out telephone surveys, Baia
Mare and Lancaster and Morecambe
local partners had difficulty reaching
people by phone because they had
given incorrect telephone numbers in
the questionnaires or did not want to
take partin a telephone survey as it is
not integrated into their habits. They
therefore suggest either reducing the
size of the telephone survey to just
basic details, such as whether the
customers continued to use LPT or
not, along with their personal views,
or using a different method of re-
search at the end of the survey, such
as postal questionnaires or door-to-
door and direct interviews.

Overall, in the 7 pilot cities, 2,200
citizens out of the 5,500 of the target
group completed a telephone inter-
view.

When not available, find
alternative solutions to a STIMER

As Besancon has not a contactless
system for Public Transport, each
person who received the personalised
package has been called to know
whether s/he used the free pass du-
ring the promotional week.

In Lancaster and Morecambe, a
travel diary has been introduced.
Participants who completed and
returned a travel diary could take part
in a ticket trial, with the chance to
win an annual ticket, as an incentive
to send it back. Out of the 960 ticket
vouchers sent out, almost 100 people
thus gave detailed insight into their
daily journeys.

Gather resourceful information
for further mobility projects

Ad Personam can be very useful for
defining potential LPT clients. Indeed,
all the data collected in the partici-
pants’ feedback will be useful for 0/D
analysis on the mobility of citizens
who are not LPT users, resulting in
precious information for the transport
management.

Besides, this analysis enables ma-
nagers to identify the most efficient
communication channels that could
be used to reach the target group
potentially interested in changing
their mobility behaviour, as several
questions referred to the activities
often carried out and the type of
newspapers read.

In Baia Mare, the data collected by
questionnaires revealed the degree
of overlap between the requirements
and needs of travellers related to the
offer of the transport companies.



Thanks to Ad Personam,
Besancon recorded 134 new
subscribers. With 5,000 new
journeys per month, the
experience was profitable
after one year only.
Therefore, the return on
investment was excellent.

Who is the Ad Personam participant?

According to the surveys carried out, the Ad Personam
target group seems to be constituted of non-typical users,
considering statistics at national level.

Participants are mostly women (about 70% of interviewees)
with a high education level and professional qualifications
who often use the Internet and regularly read newspapers.

They do not seem to be influenced by environmental issues.
Indeed, environmental protection is not a core reason to
change travellers’ modes of transport but can be a relevant
stimulus to persuade citizens to use the LPT system.

The interest for safeguarding the environment probably
encouraged some people to take part in the Ad Personam
initiative but was not enough to persuade citizens to become
LPT clients.

The Ad Personam participant would use LPT in the future
so as to avoid stress and save money. Indeed, it seems that
citizens perceive mobility related habits as a financial matter.

The activities often carried out in his/her spare time are
important in finding trends to define
projects that will take place and

promoting LPT in highly ,F{lgkaducabion

popular spots. ‘)
female @
gt
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V What are the top tips?

1

Focus the Direct Marketing
Programme on an
homogeneous target group

Use effective communication
tools and channels

Build an efficient schedule

Get local support

from institutions and
organisations for a higher
project visibility



=» Highlight the originality and ad-
vantages of the Direct Marketing
concept, focusing e.g. on avoiding
stress and saving money but not
specifically on environmental is-
sues as experience shows that the
environment does not carry much
weight in everyday life decisions.

<> Implement personal and direct
relations and communications
with potential clients in order to in-
crease the use of Public Transport:
the more the relations established
with the target group are frequent,
the more people are committed.
Participants must feel you unders-
tand their needs.

= Send personal invitations/question-
naires and no general communica-
tion letter which could be conside-
red as commercial advertising.

=» Increase the number of contacts,
by telephone, emails, through
meetings, so as to emphasise the
personalised approach.

=> Adapt the dissemination activities
and communication materials to
the target group.
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Foster customer loyalty

5 ono d o AH‘EAD rey
=> The pilot cities provided special
offers after the promotional week. \/’
In Baia Mare, 300 people got a 40%

discount for subscriptions in the
two months following the promo-
tional week because they had been
able to present the set of seven Ad

Personam tickets they had used 3

during the event. Besancon and

Heraklion respectively offered a

50% discount for subscriptions and Thanks to the good results of Ad Personam,
20% on tickets. A new user was Besancon seeks to pursue the action, especially
given a €10 discount in Modena if with other targets. Indeed, the local partners plan to
s/he bought a season card and experiment this programme directly with companies and
a €20 discount in Funchal for a administrations because they enable to reach the largest
monthly pass. target Public Transport. Developing a partnership with

companies would therefore raise awareness of this issue.
Besides, they aim to develop the initiative with other target
groups such as elderly people, students, new residents
and people moving into a new home.

Improve the knowledge of the
Local Public Transport network

=» The number of daily contacts on
the Travel Planner website can
be a result indicator showing how
individual use of the Travel Planner
is considered as an important in-
formation tool on Public Transport
services.

Replicate the initiative with other

target groups g%

Involve the citizens who did not
take part in the Direct Marketing
Programme

/
=
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The pilot cities’ objectives and planned activities

to keep the Ad Personam goals on the agenda

In the short term, Funchal aims to
promote the Travel Planner in the local
university, as this organisation welcomes
national and international students not yet
accustomed to dealing with the transport
network. Besides, student residences and
administrative buildings are located in the
city centre whereas the campus is not. In
the long run, the local partners seek to
develop an online Travel Planner which
could be displayed on the LPT company
website and thus provide e-mobility
solutions for everyone.

Albacete considers the Ad Personam project as the starting
point of a new friendly and intelligent LPT system. A clear
proof of the Municipality’'s commitment is that the Travel

Planner was integrated into its website which ensures
continuity when the Ad Personam project will come to an
end. Besides, the main objective is to obtain public-private
collaborations in order to sustain the impacts of the initiative
in the long term. Thus, the Municipality seeks to promote
the project along with the Business association, the
Industrial Park association, the Chamber of Commerce,
Trade unions, etc.

In Lancaster and Morecambe, it is planned to "%\

develop additional Ad Personam activities in the
future. The Lancashire County Council hopes to ] . ;
deliver the project with a number of bus operator Baia Mare intends to extend the project to
partners in other areas of the County and to local schools and universities. In addition,
develop in 2011 a targeted campaign with the the local partners hope to disseminate the

introduction of a new fast link bus service. project at the national level by involving
other LPT companies to implement the

Direct Marketing Programme.

)\

Heraklion plans to create new
routes with the LPT company
to enlarge the use of Public

Transport and to include those

areas not yet covered by the
network. However, the project
team considers that the Ad
Personam initiative would be
more efficient if implemented

Modena is reflecting on a possible follow-up
of Ad Personam and intends to address a
Direct Marketing Programme to lower and
upper secondary school students, their
families, teachers and other school
again. staff in order to decrease the number

i of journeys made by car in peak

\ hours to accompany and pick up

students at school.
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The Ad Persomnam) Team
IS poartmers from) 7 EUuropecn countries

CO-0ORDINATOR

I3 LOCAL PARTNERS FROM 7 PILOT CITIES
CEEI Albacete Foundation Javier ROSELL +34 967 616 002

Albacete (ES) Nicolas Lépez Jimenez S.L.

L9 ez Leonardo GREGORIO  +34 967 521 341

jrosell@ceeialbacete.com

lgregorio@subus.es

The Greater Besancon

. Yann CHAUVIN +333 816506 71
Urban Area Community
Besancon (FR)

Keolis Besancon

L2 e Pierrick POIRIER +33381481200

yann.chauvin@grandbesancon.fr

ppoirier@keolis.com

City of Heraklion Manolis ALEXAKIS +30 2810 399399

Heraklion (GR) Astiko KTEL Irakliou S.A.

I e — Yiannis TAMPAKAKIS ~ +30 2810 332789

alexakis@heraklion.gr

giatam@hotmail.com

ACTM (Public Transport and

e Matteo DOMENICALI  +39 059 416963

Modena (IT)
aMo (Modena Agency for

Mobility and LPT)
1 EUROPEAN ASSOCIATION OF LOCAL AUTHORITIES

Daniele BERSELLI +39 059 9692007

domenicali@atcm.mao.it

berselli.d@agenziatpl.mo.it




Direct Marketing:
A New way o boost
Public Tronsport:
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A Oirect Marketing Programme
for Public Transport
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-»Watch the videos online
->Join the European Campaign!

Comune di Modena

Settore Programmazione Territoriale,
Trasporti e Mobilita

VERERI

Energy Cities

2, chemin de Palente

F-25000 Besancon

Contacts: Jean-Pierre VALLAR and Kinga KOVACS
1-41100 Modena Tel: +33 (0)3 81 65 36 80

Contact: Marco STANCARI Fax: +33 (0)3 81 50 73 51

Tel: +39 059 203 2273 www.energy-cities.eu

Fax: +39 059 203 2393

www.comune.modena.it

energycities

With the support of

Intelligent Energy | | Europe



