
Integration in the Global Context 

Achieving  buy in for travel behaviour change campaigns 



How to Keep a City Moving During Planned Disruption 

Travel Planning comes of age 



Effectively Influencing Travel Behaviour 

Making friends and influencing people 



What I Hope to Get Through 

• TDM (or Tedium) 

 

• The miracle panacea to the world’s ills 

 

• What works and why 

 

• Applying to the everyday 



The Fickle World of Travel Planning 

• Started out championing sustainability 

• Quickly moved to the financial imperative 

• Moved focus to accessibility 

• Saw a renaissance of the green agenda 

• Health took president 

• Urban Economic viability took over 

• Now its every single one of the above 

 

 



Travel planning through the ages……. 
 

•Increase levels of active travel (health)  

•Reduce carbon emissions from transport 
(CO2) 

• Enhance accessibility 

•Congestion reduction/car parking removal ($) 

•Journey time reliability (time) 

•Support planning applications 
 





• Manage expectations – so that reasonable passenger and 
business expectations are set (i.e. plan your journey in 
advance, expect some delays, works will be happening for 
2 years etc.) 

• Manage total demand at hotspots  - Reduce, retime, 
remode, reroute 

• Help optimise the transport network – by providing all 
users with guidance on the most appropriate routes 
available (including non-intuitive) 

• Work closely with the business community – to 
minimise demand whilst ensuring continuity 

• Support transport reputation management  - all of you 

• Provide legacy foundations – for long-term positive 
behaviour change 











.  



 
Sydney’s Challenge 





 
Size of the Response 

Define the problem (DATA) 
 
Understand what you have to play with (capacity) 
 
Define the audience (only the relevant one) 
 
Identify the channels (only the ones that work) 
 
Feed consistent and truthful information (one 
source of TRUTH) 
 
Track response and ‘dial up’ where necessary  
 
 



Scope of the TDM 
programme 

 
 

 
 
 
 
 

 
 
 
 
 

 
 
 
 
 
 

Capacity Creation 

Travel and Traffic Management Influencing Travel Behavior 

Infrastructure Schemes 

New Train Line 

Park and Ride Hard shoulder running 

Operational Management 
of network 

HOV lanes Public holidays 

Organisation Shut 
downs 

Visitor  guide & JP 

Active Visitor 
programme 

Travel advice to 
businesses 

Transport 
Ticketing (remove 
penalty) 

Marketing and 
awareness campaign 

Journey 
planning tools 

Real time info 

City Information 
guides 

Sydney 
Stewards 

Signage 

Traffic 
Management 
and operation 

freight 
management 

Road 
user 
charging 

CBD vehicle 
management 

Scheduling 
Constructio
n  timetable 

CPZs 

Traffic 
management 
plans 

Background 
Demand Marketing 
Campaign 

CBD Shuttle Services  



Marcomms 

An integrated Travel Demand Management programme 

Traveller Information 
Services 

Spectators/ 
Visitors 

Background 
Demand 

‘Know’ 
Aware of need to change 

‘Plan’ 
Plan change, 
explore and trial 
alternatives 

‘Do/Sustain’ 
Make change and 
sustain through 
Period of change 

‘Legacy’ 

Travel Advice to 
Businesses 

Operational 
Measures 



 
• 150  business intermediaries supported  

 
• Major businesses directly participating in 

611,000 employees (600 SSA) 
 

• 20,000  SMEs in hotspots visited by TDM 
representatives 
 

• 42,000 packages of information mailed to 
London businesses 
 

• 1,025,115  business newsletters sent 
during the Games 
 

• 21,786  businesses attended presentations 
 

• 2,856  businesses given direct freight 
advice 
 

• 3,013 people attended freight workshops 
 

 

Businesses and Freight engagement 



Day 7 

Friday 3 August 
• Athletics begins in Olympic 

Stadium 
• Busiest week day of the Olympic 

Games 
• Venues across London active 
• White Water Centre ORN ceases 

operation 











Facts and Figures 
 
• 338,171  page views of GAOTG 

spectator information 

• 4,348,970  unique visitors to GAOTG 
website 

• 15,000,000  page views of GAOTG 

• 2,168,574  bespoke spectator journeys 
planned on the SJP 

• 62,854,203  journeys planned on TfL 
Journey Planner  enhanced with hotspot 
info May-August  

• 107,000,000  travel advice emails sent to 
background demand 

• 62,594  followers of GAOTG twitter feed 
 
 



What happened? 
• A third of Londoners did 

something different during the 
Games 

• Olympic Games weekday 
behaviour changed 35% 

• Re-time the favourite of the 
4Rs – followed closely by the 
reduce 

• 15% less traffic in central and 
inner London on highways 

• Record patronage: 62 million 
tube journeys, 35% increase 

• No meltdown 
 





• 10 – 40 – 20 

• Rebuild provides push that you 
can spend years achieving 

• Communication as much as 
transport 

• Every program will refine and 
develop the campaign 

• Collaboration is absolutely key 

• Ownership and leadership 

• Lead don’t push 

• It wont happen on its own  

 

Legacy for us here 



rose.mcarthur@mottmac.com 
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