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Introduction  

About this methodology 

This methodology gives basic guidance on the general principles and practice involved in setting up and 

delivering a Personalised Travel Planning (PTP) project.  It also provides specific guidance with regard 

to implementing a project in either a residential, workplace or university setting, as well as for supportive 

‘in the field’ engagement. 

It incorporates best practice from projects recently delivered in Europe as well as insights gathered from 

the implementation partners of the PTP-Cycle project.  It intends to build capacity for PTP delivery 

across Europe by promoting what works and supporting replicability. 

Other resources 

This methodology is part of a set of documents developed through the PTP-Cycle project which includes: 

 Planning guide – more detailed information on the scoping and pre-fieldwork phases of a PTP 

project 

 Implementation template – A detailed template for planning out a PTP project 

 Implementation checklist – A simple checklist for the scoping and pre-fieldwork phases of a 

project 

 (Deliverable 2.2) Training Manual – how to give good travel advice in a project 

 (Deliverable 3.5) Champions Resource Pack – how to involve volunteers in your project 

To access these free resources, please visit: www.ptpcycle-europe.eu 

What is PTP? 

PTP is an established approach that enables people to think about the way they currently travel and 

provides them with the information, advice and motivation to walk, cycle and use public transport more 

often.  Research has shown that many journeys, particularly shorter ones, could be made on foot, bike, 

or public transport, and without any infrastructure or service improvements.  People often use their cars 

out of habit or are not aware of the alternative options available.  PTP is about breaking down the 

subjective barriers to using sustainable transport and providing attractive and reliable information on the 

alternatives. 

Why does PTP work? 

At the heart of the PTP approach is a travel advice conversation with people in the intended target 

audience.  This can be held in a range of settings including, residential (on the doorstep), workplaces, 

universities, schools, bus/rail stations, in retail areas, at events, or even on a street corner.  Some 

consideration is always required as to whether the environment is suited to engagement, for example it 

is often better to capture people whilst they are waiting or in a fixed location, rather than when they are 

moving with a sense of purpose. Provided the environment and timing is right, there is the potential to 

http://www.ptpcycle-europe.eu/


 

 

Page 5 of 41 

Neil Smith, Sustrans (UK) 
neil.smith@sustrans.org.uk 
ptpcycle-europe.eu 
 
 

hold a conversation with someone to explore their real and perceived barriers to using sustainable 

transport more, and how these might be overcome. 

And behind every good travel advice conversation…is a highly trained and skilled conversationalist, 

often referred to as the Travel Advisor (TA).  The TA’s job is to enable someone to think about how they 

currently travel, the barriers they encounter, and provide information, advice and motivation on the 

alternative options for getting around in the local area.  The TA allows the person to see whether in fact 

the car is the best option for certain journeys, and how they might benefit from using an alternative mode 

instead.  What motivates people will vary but the job of the TA is to identify those benefits that apply to 

the individual, whether they be health, social, cost, convenience, environmental or other. 

Furthermore, and critical to the process of engagement, the TA empowers an individual to identify their 

own barriers and consider their own solutions, thus putting them in control of their destination and any 

changes discussed.  Trying to lecture people about what they should or should not do simply will not 

work.  The TA works hard from the start of the conversation to build a rapport with the individual, helping 

to build a bond and trust, and ultimately maximise the number of positive engagements. 

The conversation should be backed up by a good quality offer of information on the options for using 

sustainable transport, including items such as cycling and walking maps, bus and rail timetables and 

ticketing information, opportunities to try out options as well as information on cycle training or 

maintenance schemes. 

It is worth remembering that PTP is not about changing someone’s lifestyle, it is rather about identifying 

those small and relatively easy changes  that people can make (at least to begin with), which can then 

collectively add up to a noticeable difference across the target audience.  It is also about inspiring people 

to change their behaviour further or maintain those changes. 

What is PTP-Cycle? 

PTP-Cycle is a project that takes a holistic approach to delivering PTP by considering its development 

and application in different settings, namely residential, workplace and university.  Whilst recognised in a 

few countries, PTP is not yet common practice across Europe.  PTP-Cycle seeks to demonstrate that 

PTP activities are transferable and can be adopted by diverse implementation sites and target groups to 

lead to increased levels of cycling, walking, public transport use and car-sharing. The project supports 

cities in their pursuit of reduced congestion, cleaner air, a healthier population and reduced CO2 levels. 

 

The cities of Antwerp, Burgos, Ljubljana, London and Riga have come together as partners in the project 

– supported by LEPT, Polis, Traject, UIRS and Sustrans1 – to develop the first pan-European PTP 

delivery programme.  Individuals identified to have the largest potential for behaviour change are 

contacted in homes, workplaces and universities.  They are offered information, advice and motivation 

tailored to their own needs to help them change their travel behaviour.  It is this personal approach that 

makes PTP so popular and successful. 

                                                
1 LEPT – London European Partnership for Transport 
Polis – Network of European cities and regions developing innovative technologies and policies for local transport 
Traject – Mobility management consultant (Belgium) 
UIRS – Urban planning Institute of the Republic of Slovenia 
Sustrans – A leading sustainable transport charity (UK) 
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Behaviour change theory  

During the travel advice conversation a TA asks open questions, is non-judgemental and allows the 

recipient to find their own solutions. This conversation is backed up by information and resources that 

encourage sustainable transport use.  PTP is all about making small, easy changes that make life and 

travel more fun!  

 

Firstly though, we need to understand a bit more about people’s behaviour in order for us to influence 

and potentially change it. 

Stages of behaviour change  

When delivering any behaviour change project, understanding the different stages people go through is 

important.  For PTP, the following stages are often used to gauge the level of responsiveness from 

someone and what support they might need: 

 

By understanding which stage a person is at, the TA can tailor the conversation to guide them further 

along the behaviour scale towards trying sustainable transport and ideally maintaining that behaviour.  

The below diagram presents this in more detail. 
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People who are thinking about or getting ready to change their travel behaviour will greatly benefit from 

information on alternative travel choices.  By highlighting the positives of changing the way they travel, 

their commitment to change is strengthened. 

Similarly, if someone has started to take action they will benefit from motivation to keep up the new 

behaviour.  By receiving a travel advice conversation the person’s resolve to continue will be 

strengthened as they realise the positives and become comfortable with the change.  If someone is 

already regularly using sustainable modes of transport rather than the car, it is still important to offer 

them advice and support if they want it.  Having a good range of information allows you to cater for many 

needs and interests. 
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Beliefs and behaviours 

Planned behaviour theory shows that a person’s attitude shapes their behaviour. This theory can be 

applied to PTP projects by exploring people’s motivations towards sustainable travel. 

 

Attitude to a behaviour 

If people see a suggested behaviour as positive they are more likely to do it. By highlighting the positives 

of sustainable transport (e.g. saving money, getting fitter, saving time, easing congestion), the person is 

more open to the idea of using it. 

 

Social norms 

People are more likely to take up a new behaviour if they see others doing it and think it is ‘normal’.  It is 

therefore desirable to promote walking, cycling and public transport use as popular travel options (e.g. 

signposting individuals to a local cycling and walking group). 

 

Behavioural control 

People’s behaviour is strongly influenced by their confidence in their ability to do it.  If someone thinks 

cycling will take longer or be harder than it actually is, they will not try it.  Or if they have tried it but it 

didn’t work out, this will put them off trying again. It is possible to challenge these beliefs during a 

conversation with a TA. 
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Benefits of PTP 

Getting more people walking and cycling through PTP can provide many benefits to the target audience 

and wider society.  Below is a list of some of the major benefits which can be conveyed to potential 

funders or the target audience themselves. 

Health and personal benefits 

 Active and sustainable travel enhances physical, mental, and emotional health. These elements 
of our lives are interconnected and significantly affect our well-being at work, school, home and 
play. 

 

 Active travel helps you meet the recommended physical activity guidelines. 
 

 Reducing car use cleans the air.  Vehicle emissions increase the chance of asthma attacks and 
respiratory infections such as pneumonia and bronchitis, particularly among the elderly, the very 
young and those with existing respiratory disease.  

 

 Sustainable transport can save you time. There are often shortcuts you can take on foot or bike 
that aren’t accessible by car and you avoid getting stuck in traffic jams. Public transport also 
beats traffic jams: bus lanes and train tracks let you zip past the queues.  

 

 Enjoy comfort and convenience. Take the bus and read the paper or take a nap; work on your 
laptop while someone else does the driving. 
 

Economic benefits 

 Walking and cycling are free, and public transport is often cheaper than car use when you take 
into account the costs of fuel, parking and car maintenance.  If you get your exercise whilst 
commuting you can save money on a gym membership!  

 

 A population which is healthier through active travel and reduced vehicle emissions puts less 
stress on the health care system. 

 

 A workforce that cycles or walks to work is healthier and more productive, taking fewer sick days 
and reducing downtime. Pupils who walk, cycle or scoot to school arrive alert and ready to learn. 

 

 Workplaces spend less on car parking spaces and maintenance by encouraging their employees 
to use sustainable transport.  
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Community benefits 

 Active and sustainable transport makes your community safer by reducing the risk of accidents. 
 

 Social interaction in the community is increased, resulting in stronger, happier communities. 
 

 Local businesses such as shops, restaurants, bakeries and news-stands are better supported. 
 

 Traffic noise is decreased. Engines and horns, or sprockets and bells? You decide! 
 

 Traffic jams and parking hassles are reduced. 
 

Environmental benefits 

 Active and sustainable transport keeps our air clean by improving air quality and reducing 
greenhouse gas emissions. 

 

 Toxic air pollution is reduced. Pollutants from many transportation sources aggravate respiratory 
disease, and contribute to property damage and acid rain. 

 

 The threat of climate change is reduced. Did you know that it takes 130 trees to produce the 
amount of oxygen needed to combat the carbon dioxide emitted from one car each year? 

 

 The natural habitat is conserved. If there are fewer cars on the road the demand for more roads 
and parking spaces decreases, allowing more land for green space. 

 

 Driving less reduces the demand for dirty fossil fuels. 
 

 The destruction of the ozone layer is slowed down. Did you know that motor vehicle air 
conditioners are a significant source of CFC leakage into the atmosphere? 

 



 

 

Page 11 of 41 

Neil Smith, Sustrans (UK) 
neil.smith@sustrans.org.uk 
ptpcycle-europe.eu 
 
 

Project delivery 

Moving on to what the structure of a PTP project looks like, the diagram below sets out the different 

phases typically included.  These are subsequently explored in further sections. 
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Choosing your target area or site 

When choosing where to deliver a project there are a variety of aspects to consider in order to maximise 

the reach of engagement and respective impacts.  This includes making an assessment of the options 

available to travel sustainably and identifying the information/services available to further this.  Consider 

the following: 

Landscape  

Is the area hilly? Remember that many people are put off cycling if they are faced with a lot of big hills.  

In some areas hills can be avoided through route planning but be prepared for this to be used as a 

reason for not cycling or walking.  

Infrastructure  

Are there quiet or traffic-free cycle and walking routes? Someone new to cycling and walking might be 

dissuaded from trying it if they have to jump straight in with heavy traffic. Route planning can help during 

the travel advice conversation, but if an area is poorly connected it might be best to avoid it. Are there 

places to lock up bikes?  

Groups and resources 

Are there walking or cycling groups that a newcomer can join to build confidence? Is cycle training 

provided by the local authority or another organisation? Are there local community groups or events that 

you could connect with to promote your project? All these extra resources add value to your project and 

give extra support to people who want to change their behaviour. 

Information  

Are there maps, timetables, guides and incentives already available for the area, or will you have to 

develop new items? Developing new items is a good way to make sure all the information needed is 

covered but bear in mind that designing and producing new items will take a little longer than picking 

items ‘off the shelf’.   

Public transport  

Are there good public transport links in the area you plan to work in? Linking active travel with public 

transport use is a great way of making longer journeys feasible. Could you encourage public transport 

operators to get involved with the project by providing maps, timetables or ‘taster tickets’ to give out to 

project recipients? Getting involved with the project can be very beneficial to operators as it increases 

their public profile and revenue.  

Housing and culture  

What type of homes are in the area you want to work in? Past experience has shown that gaining access 

to flats can be harder than private houses, but that doesn’t mean you can’t make it work for your project!  

If the area you plan on working in has restricted access, it’s a good idea to contact the property 

management beforehand to gain better access.  Check whether there is a residents association or other 

body that can create support for the project before TAs arrive. 

It’s important to consider the culture of your city and country too.  How do residents feel about people 

knocking on their doors? In some cultures, residents won’t answer their doors to strangers, regardless of 

your awareness-raising campaign.  Beware of this and adjust your project if you need to. Holding 
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community events where people can approach you is a good way to get people engaged without the 

potential problem of ‘invading their personal space’.  

 

Target areas in Riga 

Identifying your target audience 

As shown earlier, some people will be more responsive depending on where they are along the 

behaviour change spectrum. You can maximise project resources by targeting those people with a 

higher propensity to change. 

Population analysis 

In some cases there are specific tools available that highlight the propensity for sustainable travel.  

Alternatively there may be other sources of data available that can assist with targeting the project.  For 

example, government research, consumer models, simple census datasets, workplace travel surveys. 

Try looking for data that indicates the potential for change or that calls for making a change: 

- High levels of car ownership 

- Low levels of active travel and physical activity 

- Short car journeys being made 

- Issues around poor air quality 

Furthermore, look out for possible incidences of transition behaviour, whereby people’s travel is 

influenced by a change in lifestyle, e.g. new home, new job, leaving school/collage, becoming a parent, 

unemployed or retirement.  In the UK, the National Institute for Health and Clinical Excellence advices 

that significant events or transition points in people's lives present an important opportunity for 

interception as people review their own behaviour and requirements. 
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In Gothenburg, a PTP programme was delivered between 2012-2014 targeting three different groups of 

people: new residents, new employees and car owners. The first two of these groups were intercepted 

so that they might adopt sustainable travel habits from the outset of their new circumstances. 

Timing 

The best time for holding actual ttravel advice conversations is from spring to autumn, when the weather 

is geneally better.  This when people are more likely to consider trying out alternative modres of 

transport (especially walking and cycling).  A suitable period of awareness-raising and preparation 

should proceed this.  As a guide, it is worth allowing at least 3-4 months for this. 

As well as consideration of the PTP itself, it is essential to research other initiatives that might be taking 

place in the local area that could either increase the impact of the PTP or, potentially diminish it.  Here 

are some examples: 

Other survey work and canvassing activity: this could lead to saturating the area with contact, making 

it more difficult to obtain responses to travel surveys or interest in PTP participation.  It could also lead to 

confusion. 

New sustainable transport infrastructure: PTP should ideally follow on from infrastructure works so 

that it can capitalise on these developments and promote them as new options.  Similarly, conflict with 

construction works should be avoided to ensure households do not have a bad experience of trying out 

something new. 

Furthermore, if PTP can tie into other ‘soft’ (behavioural) measures this will only help to strengthen the 

quality of the marketing package and additional activities/services on offer, making it easier and more 

attractive for people to try out alternative options. 

Sporting or other significant events: it is worth bearing in mind other events that could make it more 

challenging to engage with people, e.g. sporting events on TV, local festivals, office refurbishment, public 

transport engineering works.  People may simply not want to respond, let alone consider making 

changes to the way they travel. 

 

PARTNER INSIGHT: Burgos (Spain) 

To avoid getting a negative response from residents, make sure you research what other 

campaigns might be taking place at the same time as your intended engagement, e.g. energy, 

phone or other advertising campaigns.  Also check out whether there are any upcoming political 

elections or surveys that will saturate the target area with contact. 
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Awareness-raising  

Raising awareness of your project within the target area or site is necessary to prepare the target 

audience for engagement. 

The project can be promoted in a range of ways that can be adapted depending on your budget and 

resources. The more awareness-raising you do the more visible the project is, creating a ‘buzz’ in the 

local community or workplace, etc.  Here are some ideas from previous PTP projects: 

 

Branding and linking with existing schemes 

Having a brand for your project is important for building a public profile and thereby aiding recognition. 

Branding should ideally be included on information materials, incentives and on staff uniforms. 

PTP-Cycle developed its own logo and colour scheme to be used alongside project partner branding and 
other existing schemes. 

 

Posters, leaflets and stickers  

These can incorporate the project logo and can be put up around the local area or place of work/study, in 

shops, cafes, at bus stops and in local parks.  Posters are eye-catching and will get the project logo 

noticed easily.  Leaflets can be used to explain the project further and stickers are an easy way of 

transferring the branding onto everyday items. 
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Written publicity 

Press releases and articles in local newspapers/magazines will convey the brand and what the project 

aims to achieve, bringing greater visibility to a wider audience. 

 

 
 

Local radio/TV 

Like a press release, this is a great way to promote the project more widely.  Get in touch to ask if you 

can be interviewed or get some free advertising space. 
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Launch event  

Organising an exclusive event at the start of a project or being part of a larger/existing event is a great 

way to promote the project and start engaging with people.  Putting on activities to attract attention is a 

good idea – for more on this, see the later section on ‘In the field engagement’. 

 

 
 

Social media  

Social media can be used to generate interest at all stages of the project.  This includes the sharing of 

positive stories from participants or tips on sustainable travel.  Consider running a competition to attract 

more followers. 

 

Be aware though, on shorter projects it can be hard to independently develop enough followers to make 

social media a valuable tool.  Consider instead utilising existing, relevant and trusted social media 

accounts (e.g. a local authority) that can give you instant access to a huge number of existing followers.  

 

Project invitation 

This can take the form of a letter, postcard, leaflet or email, and has several benefits: 

- Introducing the aims and context to the project 

- Alerting people so that when TAs attempt contact they are not considered to be ‘cold calling’ 

- It can help to open up a conversation with the person by raising issues 

- It can provide endorsement and demonstrate the support of partners. 

As such, the invitation is one of the multiple points of contact during PTP that continually ‘nudge’ people 

to consider behaviour change. 

PARTNER INSIGHT: Burgos (Spain) 

The door-to-door engagement worked better due to the publicity done beforehand (leaflets 

delivered directly through the post for everyone, posters in supermarkets or civic centres, etc).  

Where possible we would also suggest using local newspapers or TV as this can create great 

visibility for the project. 

PARTNER INSIGHT: Riga (Latvia) 

It’s essential to have promotional activity running both before and during fieldwork in the respective 

target areas. 
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Partners and stakeholders 

A project should identify the key partners and stakeholders that will be required to make the project a 

success.  Their involvement might be to provide direct delivery of outputs, it might be 

consultative/advisory or to ensure robust evaluation of outcomes. 

Whatever the case, getting their support and buy-in from the outset is necessary in order to maximise 

the benefits to the project and set their expectations of involvement. 

Typical partners and stakeholders include: 

- Local government 

- Transport providers 

- Walking and cycling groups 

- Community and voluntary groups 

- Employers (HR, senior management) 

- Student unions 

- Social enterprises 

Travel advice conversation  

PTP relies on highlighting the positive effects of sustainable transport and making it ‘normal’, along with 

supporting and encouraging individuals rather than making demands on them to change their behaviour. 

When speaking to someone, the TA lets them know that they don’t ‘have’ to do anything and what they 

are currently doing is not wrong.  PTP aims to increase people’s independence and control of their 

situation through providing information on both why and how to change, but ultimately lets them decide 

what is right for them. 

The PTP-Cycle Training Manual (Deliverable 2.2) goes into more detail about suggested techniques for 

having a meaningful and productive conversation. 

 

PARTNER INSIGHT: Haringey, London (UK) 

Consistent messaging – ensure that the same messages are being conveyed at all contact points 

with the target audience, to strengthen and reinforce the messages that are being used. Make 

sure all staff, partners and stakeholders are signed up and fully versed in the same brand 

messages, incentives, rewards and campaigns to ensure that every contact with the target 

audience puts the same message across. 

PARTNER INSIGHT: Haringey, London (UK) 

The PTP conversation – make sure the right information is collected for reporting purposes.  Avoid 

questions that are obtrusive or stall the conversation, e.g. closed questions. 
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Developing the information pack 

Making it personal and relevant 

Receiving the information pack is a fundamental part of the behaviour change process.  By the person 

identifying their own barriers, working out how to get over them and choosing which information they 

need to support this, the motivation to move away from car use towards more sustainable means is 

established, and movement up the behaviour change scale is more likely. 

One of the most commonly cited subjective reasons for not using sustainable transport is a lack or 

incorrect knowledge of the alternatives.  It is therefore vital to have a wide range of information available 

that addresses the barriers people have and informs them of the options available in their area. 

One of the most proven items of information effective for doing this is a unique map (often specially 

developed for the project) showing integrated information on all the walking, cycling and public transport 

options/routes available.  This is offered alongside specific walking and cycling maps, public transport 

timetables and guides, ticketing information and any other appropriate materials. 

It is important that the information offered is up-to-date, relevant, clear and attractive.  To ensure all 

areas of information are covered, multiple review points should be made prior to finalising the pack. 

Here are some further examples of materials in response to barriers: 

Barrier Example of information 

Thinks cycling is unsafe 
Cycle training, local cycle maps showing quiet 

routes, bike buddies. 

Just not that interested in using sustainable 

transport 

Highlight the economic, health and environmental 

benefits!  

Thinks cycling / walking will take longer 
Route planner, walking / cycling map of the area 

to show short cuts. 

Doesn’t have a bike 

Cycle to work scheme information, discount card 

for local bike shops, bike recycling flyer, bike hire 

/ loan information. 

Too far to cycle / walk  
Information to enable multi-modal journeys, e.g. 

public transport timetables or car sharing leaflets. 

Doesn’t like public transport 
Give them a test ticket to try it out, it might be 

better than they think!  

Not fit enough to walk or cycle 

Local walking/cycling programmes for beginners 

or targeted at health promotion, general guidance 

on getting started with walking or cycling.  
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Incentives  

Incentives can be used in the project to encourage people to take part in the conversation, to order 

information and to encourage them to start using more sustainable transport.  They don’t have to be 

expensive but should be of good quality.  You could approach local businesses for donations, and public 

transport providers might be willing to offer free tickets – these will usually be targeted at new or irregular 

users of public transport so should not entail revenue loss for the operator. 

Here are some incentive suggestions: 

 Pedometers 

 Water bottles 

 Bike lights 

 Data sticks pre-loaded with travel information 

 Public transport test tickets to challenge perceptions of public transport 

 Discount cards for local shops to help people get the gear they need to get active. This can 

benefit the local economy too. 

There are lots of items you could use. Think about what would suit the aims of your project and try to 

make sure the items you offer are sustainable/ethical themselves. 
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Estimating resources 

Estimating resources can be a tricky aspect of any PTP project.  If you have previous experience in an 

area or site and data on demand, then this can guide as to the likely demand for further engagement.  In 

the absence of this, try to find another project that can be used as a proxy for estimating demand for 

different types of materials or incentives.  Failing this, here are a few pointers: 

- It is usually better to overestimate for resources rather than underestimate.  It can cause 

significant disruption to your fieldwork if you run out of an item, and it is often more expensive to 

order smaller quantities of items at short notice.  Indeed it might not be possible to obtain items in 

time for the project or within a reasonable timescale to provide the best service for participants of 

the project. 

- Try to calculate how much of an item you would need per 100 or 1,000 people contacted.  These 

figures can also be adjusted according to actual demand during the project, so you can forecast 

whether you might need more or less of something. 

- Try to consider in what other projects/activities you might be able to use the same items.  This 

can help to make ordering more flexible, and if you end up with a surplus, these items can be 

redirected to another purpose.  Some suppliers might even take back surplus items to avoid you 

storing or disposing of them. 

PARTNER INSIGHT: Haringey, London (UK) 

Incentives and rewards – the delivery of PTP is centred around winning hearts and minds.  As 

such, TAs need to be provided with incentives and rewards to provide to residents who take part in 

the project.  Not only seen as a ‘thank you’ for participation, incentives and rewards can provide a 

future ‘cue’ to changing travel behaviour by acting as a positive reminder of the conversation with 

the TA. 
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Finding a field base 

It might sound simple, but often finding a suitable base to run your fieldwork operations from can be a 

real challenge.  The facility will need to fit with a certain specification which considers all your needs.  For 

example: 

- Is there sufficient space to conduct all operations, e.g. room for administrative/private work, 

training staff, setting up a packing line for marketing materials, space for organising delivery of 

information packs and access for cycle trailers, toilet and catering provision, etc. 

- Does it meet your organisational policies on health and safety?  Are there fire/smoke alarms, 

exits and equipment. 

- How secure is it (data protection principles need to be upheld)?  Is it part of a complex shared by 

other users?  What are the access arrangements (times of day)? 

- Does it provide suitable access to your target audience, e.g. is it centrally located for residential 

PTP; is it in a visible place to assist with targeting people on a university campus or business 

park? 

- What is your budget for rent and utilities? 

- What phone and IT requirements do you have? 

- For how long do you need it?  Think about the time required to set up and close down operations. 

So, once you have a suitable specification there are broadly two main ways for finding a suitable base: 

- Liaising with project partners and stakeholders to obtain suggestions (give them the specification 

and ask them to distribute it). 

- Doing your own direct research to find suitable premises, including assessment of: 

o Vacant office/retail/industrial space in the area or on-site 

o Community spaces for rent, e.g. churches, leisure centres, colleges, village halls, boat 

yards! 

 

Even when you think you have one or two options to consider, there can sometimes be lengthy 

negotiations on setting up a contract with the respective vendor.  Due to the nature of the project (e.g. 

relatively short occupation of premises, flexible access, etc), it is often the case that there won’t be an 

‘off the shelf’ contract that is suitable for use from the vendor.  Conditions from both vendor and 

occupant will need to be established before a contract can be signed off.  

Recruitment of TAs 

Recruiting good quality TAs is one of the most important parts of any PTP project to ensure success.  

The roles can be pretty demanding when you consider the possible multitude of tasks 

(conversationalists/travel advice, packing of information, delivery of items by foot/bike, organised/flexible, 

etc). 
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It therefore makes sense to find the right sources to recruit from to meet these needs, as well as for you 

to promote the benefits of the roles and provide a remuneration package that will attract good people 

and encourage them to stay. 

As with various other aspects of preparing a PTP project, first go to partners and stakeholders for 

suggestions of where best to advertise roles.  They will also be able to assist with advertising.  To run a 

project in a particular area or site, ideally you need people with good local knowledge.  It doesn’t have to 

be transport-related as this can be developed, but obviously they should be committed to the aims of the 

project and promoting sustainable transport. 

Then consider the wider mechanisms for advertising roles, those that give good coverage for a 

reasonable price, and that support the ethos of the project.  For example, job websites or local 

newspapers. 

It is possible to consider private recruitment agencies to find staff but this can be ‘hit and miss’ in terms 

of finding good candidates.  They will obviously also make a surcharge on your rate of pay to cover their 

own costs. 

 

Fieldwork design 

In order to manage the fieldwork operation effectively, there will be a need to break down your target 

area or site into smaller chunks.  This can be smaller residential areas, a set number of sites or people.  

The team of TAs will then work through these on a rolling basis, delivery the various elements of 

fieldwork.  For a given target area/site this could look like the below: 

PARTNER INSIGHT: Riga (Latvia) 

Due to the specialist conversational skills required, intensive engagement with residents should be 

undertaken by paid staff, not volunteers.  They should have excellent communication skills and be 

very motivated. 

Furthermore, training up TAs requires significant time (more than just a couple of days).  Ideally 

staff should be invested in to work long-term so the skills are retained and refined. 
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Week Delivery 

Week 0 Batch A.1 invitation postcards 

Week 1 
Batch A.1 door-to-door, packing, delivery 

Batch A.2 invitation postcards 

Week 2 

Batch A.1 finish deliveries 

Batch A.2 door-to-door, packing, delivery 

Batch A.3 invitation postcards 

Week 3 

Batch A.2 finish deliveries 

Batch A.3 door-to-door, packing, delivery 

Batch A.4 invitation postcards 

Etc… 

 

When considering how to break down the target audience, think about the following: 

- In what order you want to target areas/sites/people (perhaps this is influenced by factors such as 

installation of a piece of infrastructure, or proximity to your fieldwork base).  Make the start of 

fieldwork easier for staff until they have ‘bedded in’. 

- Do you need to spread the workload out evenly (staff availability versus demand). 

- Are certain areas less accessible or pose safety concerns that need to be managed. 

 

PARTNER INSIGHT: Haringey, London (UK) 

Setting batch areas for residential fieldwork – the full plan for fieldwork should be made at the start 

with specified batch areas to break down the overall target area.  A set period of time should be 

allocated to each – we would suggest a maximum of 2 weeks on each before the team of TAs 

moves on. This helps to keep the team motivated with fresh contacts and targets for each area. 

Focus on the percentage of households positively engaged, rather than just contacted. 
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Data capture and targets 

Whether you intend to use electronic or paper-based mechanisms for capturing the conversations with 

people, you’ll need to consider the forms required to record all of the data.  Some of the data will be to 

facilitate providing the services from the project, e.g. information packs and referral to other activities.  

Some of it will be to assess satisfaction with the project and some will be for evaluation and reporting 

purposes.  Behind this there will be the need for a database to help manage the operation and provide 

immediate access to monitoring project progress and performance. 

It’s important to set fieldwork targets for the project so that you know what you want to achieve and there 

is a framework for the TAs to work to.  The targets should have been set back in the develop phase of 

any project and may include the following: 

- Number of people invited to take part in the project 

- Overall level of people contacted 

- Overall level of people actively engaged in the project, e.g. receiving an information pack or being 

referred to another service 

- A maximum time period within which to receive the above services 

- Levels of participant satisfaction 

 

Additional activities 

To compliment the information pack and give people further opportunities to change their behaviour, 

there are a wealth of additional activities that people can be referred to, making it easier for them to 

move from ‘Preparation’ to Action’.  These are covered in the later section on ‘In the field engagement’. 

Evaluation 

Although the principles of PTP have been proven many times, each project will no doubt need to 

demonstrate its effectiveness in its respective location/setting, and will have its own requirements for 

evaluation.  It may be seen as a pilot to test out the resources required, or there may be a focus on 

measuring impact in a particular policy area.  It is therefore important at the outset to have a fully 

considered monitoring plan/framework which can be referred to throughout the project to ensure 

methodologies are clear and robust, and you are on track to achieve the outcomes. 

During the course of the PTP-Cycle project, a standard evaluation framework (Deliverable 5.1) has been 

developed for use in PTP projects.  This transferrable resource can be accessed on the project 

website.at www.ptpcycle-europe.eu 

PARTNER INSIGHT: Haringey, London (UK) 

Targets for individuals – in addition to an overall team target, the TAs should have individual 

targets to ensure that they are contributing equally to the overall project goals. These targets 

should focus specifically on the percentage of contact attempts and conversations that they are 

contributing to the overall target. 

http://www.ptpcycle-europe.eu/
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Workplace engagement 

This section covers some specific aspects to delivery in a workplace setting that are more relevant to this 

setting or worth highlighting.  In particular it looks at marketing a project to employers and delivering a 

project to employees. 

Overview 

There are two distinct stages to a workplace PTP project: 

  

Employer engagement 

Securing workplace support for your project  

To identify suitable workplaces for your project you can use existing contacts as well as targeting: 

 Business park websites 

 Local chambers of commerce 

 Local enterprise partnerships 

 Local business networking events 

For workplaces, holding a high-profile launch event for local employers and other relevant partners is 

good for attracting attention and local publicity. 

 

Stage 1 

Employer engagement 

Securing workplace sign-up to the 

PTP project is vital to its success.  

Without employer buy-in you will find it 

very hard to gain sufficient access to 

the staff. Employers can also give you 

useful insights into transport issues 

faced by the staff and into the office 

culture, helping to inform your project 

delivery. 

 

Stage 2 

Employee engagement 

As well as providing PTP advice and 

information to employees, a workplace 

PTP project offers practical activities 

and identification and training of 

‘champions’. All of these combine to 

support and motivate employees to 

make sustainable transport choices. 
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The launch event should ideally: 

 Introduce the PTP concept/process 

 Feature inspiring speakers who have benefited from PTP work in other areas 

 Gathers information about key transport issues in the area 

 Highlight the key reasons why participation is good for businesses 

 

After the launch event, project staff should undertake desktop research to give them a confident, 

informed and successful first approach to employers.  They need to develop a basic understanding of 

what the business does and who the key contacts are, and be ready to sell the benefits of participation to 

the employer.  Ensure that the project staff are prepared and informed of key opportunities, risks and 

drivers to each organisation and can target their approach effectively. 

Initial contact should be via an introductory email to the key contact, followed within two days by a phone 

call to re-introduce the project and suggest a first meeting.  Always aim for a first meeting to be with a 

key decision-maker such as an HR director, along with someone with internal communications 

responsibilities. 

 

During this initial meeting you should emphasise the business benefits of involvement, explaining 

alignment with current business targets, Corporate Responsibility reports, and business plans.  Draw 

upon any resources successfully used to secure commitment from major workplaces in the past, 

including presentations and case studies. 

Bear in mind that employers may choose to take part in the project at different stages of project delivery. 

Promotion should, therefore, continue throughout the delivery period, through marketing campaigns, 

roadshows and events held by the PTP project team. 

 

The ideal workplace 

It is partly up to you to find and co-create the ideal workplace for a PTP project.  The ideal workplace is 

one where the senior management understands and fully supports the project, helping to promote it 

internally as a key target for the organisation and allowing you to have access to employees. To 

generate this buy-in you’ll need to convince the senior management that your project will benefit the 

organisation. 

 

The easier workplaces to engage are those situated on one site with a high employee concentration, all 

linked through an intranet in a non-shift, office-based environment.  Car parking pressure and the 

presence of local public transport, cycling and walking infrastructure will all help to make businesses 

easier to engage with.
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Key benefits to employers from PTP 

Be ready to sell the wide range of benefits of the project, considering which team each benefit will appeal 

to within the organisation. 

 

Team Benefits to sell 

Corporate Social Responsibility 
Carbon reduction and wider benefits of reduced 

congestion. 

Health and wellbeing workforce (HR) 

Health benefits of walking and cycling leading to 

reduced sick days for staff and a happier work 

force. 

Facilities management Financial benefits of reduced car parking. 

Finance  

Financial benefits of reduced staff sick leave, a 

more productive workforce and reduced car park 

management fees. 

Management All of the above. 

 

Supporting evidence  

Her is an example of the type of evidence employers will be interested in: 

For every 100 employees engaged in a PTP project, this creates: 

 A reduction of 24 sick days each year 

 Improved wellbeing in 61 employees 

 Increased productivity 

 A 6% reduction in commuting by car 

 Up to 38 tonnes of CO2  reduced 

 Respective monetary savings to the organisation of £7,500 a year (minimum) 
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Employee engagement 

When an organisation signs up to participate in the project and you’ve discussed project delivery with 

key contacts in the organisation, the next step is to prepare to deliver travel advice to employees by 

raising awareness of the project and starting to tell people what they can gain from taking part.  It is 

important to link with existing structures, and work closely with an organisation’s internal communications 

team to plan your engagement. 

The actual engagement can be delivered through a range of communication channels including: 

 Information stands in shared areas of buildings 

 Internal communications e.g. staff newsletter, emails, staff forum 

 Eye-catching posters and flyers, especially in the canteen and other busy areas 

 Live screen communications e.g. in the lobby or reception area 

 Social media, such as the company Twitter account  

The more effort you put into promoting the project before delivery starts the more ‘sign-ups’ you will get, 

and the better the results will be.  Carefully develop a communications plan to get people talking about 

the project. 

Invitation and surveys 

Following this initial promotion, all employees in organisations that have signed up to the PTP project are 

contacted individually and invited to participate. This can be achieved through a 5-minute e-survey, 

which will: 

 Gather baseline information on travel behaviour  

 Identify individuals who would like to take part in PTP activities 

 Identify key issues and barriers to inform project marketing campaigns 

This email can be sent out though the employer, or even better, through a member of staff who has been 

identified as a sustainability ‘champion’.  For more information on PTP champions, see the PTP-Cycle 

Champions Resource Pack (Deliverable 3.5) at www.ptpcycle-europe.eu.  A reward can also be offered 

to encourage people to complete the survey.   

Potential PTP participants may not respond to the initial survey, but instead will engage after seeing 

another promotional tool, such as a screen in the foyer of their workplace, or talking to an advisor at an 

event.  In this case they should still be asked to complete the survey before a travel advice session, 

either on-the-spot or via email. 

 

http://www.ptpcycle-europe.eu/
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Travel advice delivery options 

Once this baseline data is gathered, travel advice can be delivered.  This can be delivered in a range of 

ways depending on what suits the organisation.  Listed below are some suggested methods of 

engagement. 

PTP options menu  Target participants 
Place of 

engagement 
Time of engagement 

PTP roadshow 

Information stands and 

one-to-one sessions in 

foyers, reception areas 

or other busy locations  

Those with time 

constraints 

Those who do not 

require a one-to-one 

session.   

Foyer/ communal 

area 

Canteen 

Wider business 

park 

 

Before or after work 

Before or after a shift 

Lunch break 

During work 

PTP surgery/desk  

Information and one-to-

one sessions provided 

at your desk 

Those who would 

like a detailed one-

to-one session 

Desk 

 

Before or after work 

During work 

Lunch break 

PTP group 

Information and travel 

advice sessions for 

groups of participants 

facing the same barriers 

Those who prefer 

group discussion 

Workplace 

teams/departments 

Those with limited 

availability 

Team meeting 

Canteen 

Staff room 

Foyer 

Communal area 

Before or after work 

Lunch break 

During work 

During work  

PTP in action 

Practical demonstration 

of journeys identified for 

those who lack 

confidence or skills e.g. 

bike buddy, guided 

walks, skills training 

Those who need 

extra skills and 

confidence to put 

the PTP into 

practise 

From workplace 

From home 

Central locations  

Before or after work 

Before or after a shift 

Lunch break 
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Sustaining engagement with PTP champions 

The benefits of the PTP service can be enhanced and sustained by people that are seen as ‘champions’ 

within the participating workplace. 

Enthusiastic individuals identified through the online survey as already travelling sustainably, or identified 

through the contact phase, can be offered volunteering opportunities to support the project.  They can be 

trained and mentored to provide travel advice to their peers, and assist with certain activities such as:   

 Promoting PTP advice sessions 

 Referring colleagues to a PTP session 

 Running a PTP information stand 
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University engagement 

This section covers some specific aspects to delivery in a university setting that are more relevant to this 

setting or worth highlighting.  In particular it looks at target audiences and timing of intervention. 

Target audiences 

Universities present two main types of target audience – students and staff.  Within this though there are 

a number of intricacies which do require consideration to ensure the best approach for PTP. 

Students 

Students may be new starters, undergraduates or postgraduates, full-time or part-time, mature or young.  

This can have a bearing as follows: 

- There is a good chance that new starters won’t arrive with pre-determined travel patterns or have 

a good knowledge of what the options are for travel.  This therefore represents an opportunity to 

intercept this ‘transition’ point before more undesirable habits take hold.  Similarly some 

undergraduates or postgraduates will have established certain routines and so these will require 

a more traditional approach of assessing the person’s situation and working out what changes 

they might be able to make. 

- Whether a student studies full-time or part-time may determine the number of movements made 

either getting to/from the university or made around the local area. 

- The diversity of backgrounds represented at a university (e.g. age, culture, wealth) makes for a 

very varied target audience.  This is when PTP comes into its own by providing a highly tailored 

approach. 

 

Staff 

Different staff types include lecturers, office/administrative and maintenance.  Again these can be full or 

part-time.  The working practices of each need to be considered carefully so that any engagement fits in 

with when they are available to contact and there is an appreciation of the different barriers and solutions 

that might apply. 

PARTNER INSIGHT: Ljubljana (Slovenia) 

The student population is a target group that needs specific approaches.  Students are open to 

testing new ways of travel but these options need to be cost and time-efficient. 

Working with students for students can help to send out a positive message about the project. It 

also identifies which things are of most interest to students and can be used as ‘levers’ for change. 
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Time and place 

Ideally, a PTP project would consider engaging with students before they start at the university.  

Information can possibly start to be fed through welcome packs or through the application process.  

Otherwise, it is the start of the academic year which is most important to capture students and influence 

their behaviour (especially for new starters as mentioned above). 

 

 

It is worth bearing in mind that for new starters there is a lot of information to take on board, considering 

for many it is a major lifestyle change.  Thought as to when to broach the subject of sustainable transport 

should be given.  Also transport may be inherently more important for some than others, e.g. student 

based for most of the time on campus (living and studying) versus another that travels in every day. 

On the subject of accommodation, the different types (e.g. university or privately owned, blocks of flats or 

shared houses, on and off campus) give rise to different approaches for engagement and different travel 

characteristics. 

 

PARTNER INSIGHT: Ljubljana (Slovenia) 

Organising ‘in the field’ events proved very effective, and in particular around student dormitories. 

PARTNER INSIGHT: Ljubljana (Slovenia) 

The beginning of the student year is a big opportunity to provide all relevant information, since the 

students are already in the process of changing their daily routines.  Once their travel habits are 

developed, they tend to stay the same throughout the year. 
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Targeting 

By their nature, universities can be considerable in their size.  With limited resources it might be better to 

target sub-groups rather than too wider an audience.  For example, year groups, faculties, staff groups 

(catering, admissions, etc), specific student accommodation or those with a parking permit.  In this way 

impacts are more likely with a particular target group than if a broader approach was used where it is too 

weak to engage with anyone. 

 

As with workplace PTP, the project will need to identify and use endorsed channels of communication for 

engaging effectively with students and staff.  This will require liaison with university senior management 

and appropriate administrative teams. 

Evaluation 

A particular point about evaluation relates to the collection of monitoring data from what can be a fairly 

transient population, e.g. those finishing the university or moving accommodation.  And again, the 

dynamic of whether staff and students are full or part-time will affect decisions around when is best to 

collect monitoring data.  Part-time students for example could be one of the larger trip generators. 

Other ideas to support delivery 

In addition to the core approach of conducting travel advice conversations with the target audience, 

below are some suggestions that have been shown to support delivery in a university context.  Further 

ideas can also be found in the ‘In the field engagement’ section that follows. 

Policies 

Obtain a copy of the site travel plan if available as well as any other relevant 

policy, e.g. environmental, data protection, health and safety. 

Review the travel plan or policy in light of the project’s achievements. 

Hard measures 

Conduct an audit of infrastructure and other facilities to assess whether it is 

sufficient to meet demand.  Include cycling and walking routes, cycle storage, 

lockers, showers, etc.  Consider the availability and cost of car parking in order 

to deter its use. 

Champions 

Recruit a team of people to act as ‘champions’ for the project, perhaps 

representing the diversity of the groups you are working with or by tapping into 

student networks.  Agree on aims and the type and level of their involvement. 

PARTNER INSIGHT: Riga (Latvia) 

Capture larger numbers of students during visiting lectures.  Students were found to be very open 

to conversation. 
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Student 

development 

Provide opportunities for students to become TAs or champions so that they can 

learn new skills to benefit their future employment. 

Bike breakfasts Reward those who cycle or walk to their place of study or work. 

Communicate and 

celebrate 

Communicate and celebrate successes and achievements, being sure to include 

the people you’ve made contact with throughout the project. 

Working group 
Form a project working group of students/staff that meet regularly to help steer 

the project. 
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In the field engagement 

In addition to more structured targeting in a PTP project where there is a clearly defined target 

population, it is also possible to conduct more informal / ad-hoc engagement ‘in the field’, but still located 

in the local target area or site.  These can range from ‘pop-up’ travel advice stands in a retail area, to 

attendance at an existing event where there is a relevant audience. 

Benefits 

In the field engagement can produce several benefits: 

- Opportunity to interact with a more diverse audience and supplement engagement with the 

‘primary’ target audience. 

- Allowing wider promotion of the project and associating it with similar / like-minded interventions 

to improve project profile and awareness. 

- They can be delivered flexibly according to demand and the availability of TAs. 

 

Case study: Dublin (Ireland) 

When choosing the target area for their 2011/12 Smarter Travel Communities programme in 

Dublin, South Dublin County Council (SDCC) analysed the socio-economic, demographic and 

travel characteristics for five local districts to identify communities that were likely to be 

responsive to the project.  From that data they decided to limit the intensive door-to-door 

engagement of their programme to ‘hot-spots’ where the propensity to change was high, and at 

the same time reach out to the wider community by delivering travel advice to community groups 

and at local events. 

Engagement with community groups focused on spreading a general message around the use 

of sustainable travel modes and prompting to try them out.  A series of public events also 

allowed those who had already taken part in the project to further participate. 

Travel Smart Communities – Report on Phase 1 (South Dublin County Council): 

http://www.sdcc.ie/sites/default/files/publications/travel-smart-communities-final-phase-1-report-

march-2013.pdf 
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Suggestions for engagement 

The types of possible engagement are varied but the below list provides an idea of what can be 

delivered. 

- Home visit 

A booked appointment to provide more detailed advice in the home to one or more inhabitants.  

Where appropriate these can also be delivered by specific organisations (e.g. public transport 

operators) thus giving them direct access to their client audience. 

- Cycle servicing 

Receiving a bike ‘health check’ and carrying out respective work to get a bicycle back into action 

can sometimes be all that stands between someone’s desire to start cycling and actually doing it.  

However, it’s also important that the person can look after the bike themselves after this initial 

activity (see next). 

- Cycle maintenance session/course 

A chance for people to learn how to maintain their bicycle on an ongoing basis.  It doesn’t have to 

be complicated, covering the basics of brakes, gears, tyres, lubrication, cleaning, etc. 

- Led rides/walks 

Providing a social and supportive environment for people to try out cycling or walking, usually on 

quieter streets or on traffic-free routes.  They help to build confidence and encourage safety, as 

well as increase individual knowledge of where to walk and cycle. 

‘Jane’s Walk’ is a transferable approach for encouraging walking by connecting neighbours and 

communities (www.janeswalk.org). 

- Cycle training 

Ideally this would be provided free of charge and as part of an affiliated scheme.  It needs to be 

provided at the right level of ability for the recipient. 

- Pop-up travel advice 

This attempts to provide travel advice in a more informal way and possibly a more transient 

environment.  Examples of use include: 

o At a ‘trip generator’, e.g. supermarket, cinema, school 

o On a street corner 

o Whilst people are queuing for an attraction 

o At an existing event, e.g. village fair, fundraising day. 

For particular venues it can really help people to see how they can get there sustainably. 
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- Active travel hub 

As well as using a base for the main fieldwork operation, it can also be used as a ‘hub’ for 

providing other services, maybe to people passing by or through invitation.  On a basic level this 

can include providing travel advice and information, but it can also be to provide a wide range of 

other services such as cycle training, maintenance courses, commuter parking, bike loan and 

other organised activities.  It can even be used as a shop front to sell items such as cycling and 

walking accessories or maps of the local area. 

If the fieldwork base is located alongside another facility (e .g. transport interchange, tourist 

information), there is further opportunity to engage with people and integrate with other services. 

- Travel club / e-bulletin 

If organising a series of structured events then it might be desirable to start up a travel club 

where people can meet up and take part.  The formation of a club can help to create momentum 

for the project and leave a legacy.  Using an e-bulletin is one way to keep people interested and 

active in the club or other activities. 

- Prize draw 

Prize draws can be used to encourage engagement in a project, including completion of surveys 

for evaluation.  It is worth producing a set of terms and conditions for participation to ensure 

these are run smoothly, e.g. when the winner will be announced and how. 

- Project launch event / carnival 

As part of awareness raising it can be effective to hold a launch event to create widespread 

exposure of the project.  Getting in high-profile people and holding a variety of activities to give 

people a flavour of what to expect from the project can work really well. 

- Roadshow 

Rather than just a one-off initiative like a launch event, a roadshow is a moving facility to extend 

the geographical reach of a project, raising the profile further and perhaps complimenting a 

period of intense engagement. 

PARTNER INSIGHT: Riga (Latvia) 

We found that travel advice conversations were most effective at public events, for example at 

open-air events or where people are queuing for an attraction (museum night). 
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- Challenge (web platform / app) 

Running an active travel ‘challenge’ can complement PTP by enabling people to take the next 

step along the behaviour change spectrum, taking them from ‘Preparation’ to ‘Action’.  It is a 

platform for people to: 

o Set goals for travelling sustainably on a personal or group level 

o Encourage and learn from each other 

o Participate competitively and track progress 

 

- Pledge schemes 

Rather than the more automated and technology-driven ‘challenge’, a pledge scheme can involve 

a very basic approach such as asking people to fill out a postcard with specific changes they wish 

to make, which is then returned to them at a later date as a reminder and to check on progress.  

Feedback can then be provided and rewards potentially issued according to success. 

PARTNER INSIGHT: Haringey, London (UK) 

Securing behaviour change – for any future PTP projects we would consider introducing a 

challenge for residents.  A number of very productive conversations were held and a challenge 

would help to secure an agreement to change behaviour between the TA and resident. 
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- Talks to existing groups 

Another opportunity for awareness raising but also for providing tailored advice to specific 

groups, for example community groups, employee committees, student unions. 

- Bike or walk buddies 

Similar to car sharing, by finding a walking or cycling ‘buddy’ to share your commute or perhaps a 

leisure trip with, it can help on a number of levels for changing behaviour, e.g. socially, feeling 

safe, gaining confidence, sharing equipment.  They can help to provide ongoing support as 

opposed to other more finite activities. 

- Updated information material mail-out 

When using hard-copy information materials in projects, it makes sense to also offer electronic 

versions and refer people to online sources so they can access updated information on an 

ongoing basis.  However, it might be desirable to also send out a set of key materials by post that 

have been updated, for example public transport timetables that have recently and unexpectedly 

gone out of date.  These mailouts can work well as a further gesture to people that they are being 

looked after, and again directing to equivalent information available online. 

- Bike loan scheme 

In the absence of owning a bike, it can be useful to let someone borrow a bike so they can try out 

cycling with ease and without cost.  There may be existing schemes in the local area or one 

could be run from the PTP fieldwork base.  There are apps available to assist with the 

management of such a scheme, e.g. bikerentalmanager.com. 
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