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Dear cyclists,
Dear organisers,

Studies have shown that heart disease
is on the increase. The cause is usually
too little exercise – a typical illness in
our civilised world. The focus of this
initiative “Cycle to Work” is to encou-
rage people to take regular exercise by
using their bikes more on a day-to-day
basis. Just 30 minutes of cycling a day
reduces the risk of illness. To try and
motivate as many people as possible to
use their bikes during the day, we have
introduced the initiative “Cycle to
Work”. We not only aim to change peo-
ple’s behaviour, we also want to impro-
ve the situation for cyclists as a whole.
From changing behavioural patterns to
changing the world we live in. The fol-
lowing information and practical tips

are designed to motivate you to realise
this idea in your own state. Join in – the
success will be worth the effort. Just
remember, doing something for your
health is really easy, you just have to do
it! 

Yours

Reinhard Harnoß
AOK Bayern

Vorwort

Reinhard Harnoß, 
Marketingleiter der AOK Bayern.
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The General German Cycling Club
(ADFC) is a traffic club
It represents the interest of the cyclists.
The ADFC aims to make life easier for all
cyclists. It has 40 local associations and
10 information shops in Bavaria. Foun-
ded over 20 years ago, the ADFC is now
a national association with over 110,00
members who all pursue the goal of
promoting cycling and making the
roads friendlier and safer for cyclists
and pedestrians.

AOK Bavaria – Health insurer
The AOK is Germany’s largest health
promoter. It focuses on the human ele-
ment. 4.2 million members in Bavaria
alone are insured at the AOK – a large
solidarity base.    
With a budget volume of more than 10
billion Euros, the AOK Bavaria is one of
the leading service companies and the
largest health insurance company in
the free state of Bavaria.  
Around 12,000 employees are availa-

ble to provide insured customers with
competent advice whatever the health
insurance issue. That is something our
customers can rely on – their satisfac-
tion is our ultimate goal. The initiative
has now spread from Bavaria throug-
hout Germany.

The Bavarian State Ministry of the
Environment, Public Health and
Consumer Protection - The Ministry
for the Man and the Environment
The Bavarian State Ministry of the Envi-
ronment, Public Health and Consumer
Protection
(StMUGV) was founded by the Bavari-
an parliament on 14.10.2003. Its inte-
grated task field is unique within Ger-
many. It is responsible for the sustained
protection of the citizens and their
natural surroundings: For protecting
nature and the countryside, for
ground, water, air and the climate,
health and food safety, for consumer

and industrial safety, for the protection
of animals and animal health, for radi-
ation protection and reactor safety.
The State Ministry of the Environment,
Public Health and Consumer Protection
is Bavaria’s Ministry for the Man and
the Environment. This ministry assu-
med the role of sponsor right from the
beginning.

The initiators and partners in Bavaria
Cycle to Work

Bayerisches Staatsministerium für 
Umwelt, Gesundheit und Verbraucherschutz
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DGB
The German Union Association Bavaria
(DGB) stands for a solidly united socie-
ty. It is the voice of the unions in dialo-
gue with the political decision-makers,
parties and associations in the country,
the states and communities. It coordi-
nates the union activities. As an
umbrella association, it does not con-
clude any tariff agreements. The mem-
ber unions of the DGB negotiate tariff
agreements with the employers rela-
ting to income, working hours, annual
leave etc. In the event of an industrial
dispute, it organises strikes and pays
the members strike money. It helps to
form work councils, supports employ-
ees in the case of disputes with their
employer and represents them at indu-
strial tribunals. Union members enjoy
free legal protection.

vbw. The voice of the economy.
vbw – is a voluntary centrally-organised
interest grouping within the Bavarian
economy that represent around 80
Bavarian employer and economic asso-
ciations and 30 companies. We are the
lobby for the employers of over 3.3 mil-
lion employees that pay social contri-
butions. Also, as the state representati-
ve of the BDA (Federal Society of the
German Employer Associations) and
the BDI (Federal Society of the German
Industry) we represent common econo-

mic, social and socio-political interests.
In this way, we create space for econo-
mic measures and at the same time
ensure social peace. vbw always has its
ear to the ground. Fast. Flexible. Preci-
se.

The Bavarian Home Ministry 
The state home ministry has a wide ran-
ge of tasks that range from state
management through communal
issues right up to and including emer-
gency services. The second largest field
is the Upper Building Authority that
was founded over 70 years ago. As the
“building ministry”, the home ministry
is responsible for the construction of
buildings, residential issues, town plan-
ning and road and bridge building –
the whole construction-related infra-
structure lies within its sphere of

responsibility, which is why the StMI is
a sponsor for the competition “cycle-
friendly communes”.

Bayerisches Staatsministerium 
des Inneren 
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The ultimate goal is to ensure that peo-
ple take more exercise every day. The
focus is on changing the behaviour of
the participants. According to a study
undertaken by the Sports College in
Cologne, everyday cyclists have an all-
round healthy disposition. Therefore
the declared objective of the “Cycle to
Work” is to encourage people to use
their bikes every day even after the end
of the campaign. To quote a well-
known saying: “Even the longest jour-
ney starts with the first step”. And this
first step is made much easier for many
people thanks to the attractive prizes
donated by the sponsors. Once this first
step is taken, positive experiences can
lead to a permanent change of beha-
viour.

Encouraging a healthy lifestyle requi-
res a holistic approach and therefore
requires networked actions, for exam-
ple, cooperation with employers and
society as a whole. The shared expe-
rience of the competition combined
with team spirit will help to achieve a
positive work climate within the com-
panies. The commitment of the
employees and the support provided
by the employer will generate extra
motivation and satisfaction among the
employees. Last but nit least everyone
will profit from this cooperation. A
further goal is to exert an influence on
the decision-makers and/or their moti-
vation to change prevailing environ-
mental conditions at the communal
and/or company level. The level of wil-

lingness to incorporate more exercise
into the daily routine can only be raised
if the infrastructural opportunities are
available. This campaign aims to lay the
founding stones for developing these
opportunities.

For an exact description of the cam-
paign, please turn to the heading
„Implementation aids” (agreement)

The goals
Cycle to Work
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=> 2001 successful test run in the region Günzburg / Dillingen / Neu-Ulm
with approx. 900 participants

=> 2002 first state-wide implementation in Bavaria

=> 2003 state-wide implementation in Bavaria and test in Hamburg

=> 2004 state-wide implementation in 7 states

=> 2005 first nation-wide implementation, 
16 state AOK organisations involved

=> 2006 nation-wide implementation
first time in southern Bavaria from 2006:
“Cycle-friendly communes”:
from changing behavioural patterns to changing the world we live
in within the scope of viaNova

The history
Cycle to Work



2006

almost 40,000

4,400

10,000
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Review of the past five years

Evaluations 2005:

Figures and results
Cycle to Work

2002 2003 2004 2005 

Participants 9,758 30,142 38,324 almost 50,000

Companies 923 2,558 3,840 4,400

Teams 2,355 7,540 10,197 12,055

Distribution according to sex

Female
45%

Male 
55%
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Will the participants still ride to work even after the end of the initiati-
ve? (in percentage)

The age structure of the participants

Participants according to age 
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At the start of the campaign in 2001, the
idea was to change the behaviour of the
participants. The constant growth in
the number of participants was the
motivation needed to further develop
the project. This was realised for the
first time by the inclusion of the compe-
tition “cycle-friendly communes”. The
details for implementation were plan-
ned in cooperation with the Bavarian
State Home Ministry and the resident
authorities there, namely the upper
building authority. The authorities then
informed their communes and provi-
ded them with suggestions for cycle-
friendly developments. Representati-
ves from the ADFC, communal repre-

sentatives and the AOK developed a
questionnaire which the participants
used to evaluate their home town com-
munities from a cycling point of view. 

This questionnaire is an integral part of
the participant brochure and needs to
be submitted together with the cam-
paign calendar. The answers are recor-
ded and then analysed. The cycle-
friendly communes are analysed in clo-
se cooperation with the upper building
authority. The communes were classi-
fied into five population size groups
and the three best communes in each of
these groups were found.

Cycle-friendly communes

Page 11

Cycle to Work

In my home town...

... a lot is done for cyclists.

... I feel very safe as a cyclist.

... there are many suitable cycle parking 
spaces/sheds available.

... a lot has been done for cyclists over the
past few years.

... there are a lot of suitable cycle paths for 
everyday use.

In my home town...

… not a lot is done for cycling.

… I feel very unsafe.

… there are no suitable cycle parking 
spaces/sheds available.

… nothing has been done for cyclists.

… there are no suitable cycle paths.

Evaluation

Evaluation: 1 = very good to mark 6 = poor
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Cycle to Work

Planning aids

We found the following milestones highly successful:

For more details, please refer to the next pages

December January February

- Coordination meetings with the
partners

- If necessary, internal communi-
cation

- Completion fo the layout Media
- Final coordination with partners

- Planning for kick-off event
- If necessary, internal kick-off
- Creation of a database
- Information to the communes

June July August

Initiative timeframe

September

- Recording and analysing the data
- Drawing of the prize-winners
- Final event
- Establishing cycle-friendly communes
- Final meeting with partners

September October November

- Schedule
- Defining resources
- Winning partners / sponsors
- Communication planning
• Own activities
• Partner activities

- Media planning
• Posters
• Information leaflets 
• Internet

-  Conclude agreements

March April May

- Production and delivery of the media
- Activation of the Internet website
- Start of the 1:1 application

- Kick-off event
- Planning final event
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Cycle to Work

Explanations of the milestones

September

October

November

Schedule:
Specific milestones need to be used to
successfully plan a comprehensive
long-term campaign with several part-
ners and sponsors. The end of one
action is, at the last, the start of the next
action. Take time to plan your schedu-
le! Please refer to Page 11 for our calen-
dar recommendations.

Specifying resources:
This is usually underestimated – success
is often a matter of the details. The
(personnel) resources vary during the
campaign. It depends on the active par-
ticipation of the partners. In our expe-
rience, at least one employee will
spend 50% of their time involved in the
organisational planning and mana-
ging the project.
Also you will need graphical support
for designing the media – either one of
your own employees or e.g. an agen-
cy(ies).
You will also need a database for recor-
ding the participant data. Depending
on the scope of your plans, try to ensu-

re that it is possible for several offices to
use the database uniformly. You will
need the data for drawing the prize
winners (although this can also be per-
formed manually) and also for evalua-
tion purposes e.g. for determining the
cycle-friendly commune.  Commission a
specialist to develop the database. You
will find a set of performance specifica-
tions in the appendix. Plan the financi-
al costs. In addition to the personnel,

you will need funds for the design and
production of the media, the Internet
website, to create and analyse the
database, for prize competitions, post-

age, kick-off and
final events. Your
goal should be to
refinance the who-
le campaign with
the help of your
partners.
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Bayerisches Staatsministerium für 
Umwelt, Gesundheit und Verbraucherschutz

Bayerisches Staatsministerium 
des Inneren 

Partners and sponsors win:
A decisive factor for a high level of
acceptance and market penetration
are competent partners from the poli-
tical and economic fields. We recom-
mend a network comprising the health
ministry and social partners and also a
professional cycling association (in Ger-
many: General German Cycling Club,
ADFC). Ideally, you can raise the media
acceptance by winning a well-known
sponsor from the political or sporting
field. 

When looking for sponsors, you should
observe competition issued and if pos-
sible attract sponsors suitable for the
campaign (bike manufacturers, acces-
sory suppliers, travel organisations,
regional traffic enterprises). Plan to
make contact and hold initial meetings
in September. 

A sponsor concept is helpful for pre-
senting the campaign and explaining
the communicative benefits (what you
can offer e.g.  publications, positioning
the media, publication figures and
media sales paths etc.) to the sponsor. 

Ensure that in addition to material
sponsors (cycles or holidays as prizes)
you also have financial sponsors. This
cuts down on your own expenditure
especially for the production of the
media. Avoid a large number of spon-
sors. Fewer but more exclusive sponsors
raise acceptance levels. 

Finalise the meetings in November
with an agreement about the content
and outputs.   

Communication planning:
Plan your campaign communication
for the long-term. 

If you or your campaign partners have
your own customer or employee news-
letter, plan your announcements and
the publication of the results taking the
editorial schedules into account. Take
into account the time required for
agreeing the content with the partners
and sponsors.

A U
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· 
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N
I 

20
06

Das AOK-Magazin für
Unternehmen in Bayern

AOK AKTIV
Aktionen
zur Fitness

Soziales
IGeL – ein „Raubtier“?
Individuelle Gesundheits-
leistungen in der Kritik

Gesundheit
Gereizt, infiziert,
geschädigt: Magenleiden

KRISENMANAGEMENTKRISENMANAGEMENT
ROUTENPLANER 
DURCH DAS  TAL  DER  TRÄNEN
ROUTENPLANER 
DURCH DAS  TAL  DER  TRÄNEN
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1:1-application: Application activities
are best performed in the partner net-
work in a 1:1 dialogue. For the cam-
paign “Cycle to Work”, AOK key
account representatives will be active in
the field between the middle of March
and the end of May to inform the com-
panies about the campaign. We found
that an internal kick-off meeting was
helpful for informing our own consul-
tants about the campaign and this
should be scheduled for November
(proposed performance date: Februa-
ry). 

In the companies that were visited, a
request was made to appoint internal
coordinators who would then inform
the workforce. As an incentive and
reward, we held a prize draw with pri-
zes from our sponsors for the coordina-
tors. At the same time our campaign
partners (social partners: employer and
employee representatives) also sent
information letters to the employers to
encourage participation.

Media planning:
The content and graphics in your adver-
tising media and their production takes
time. Plan at least three months for the
production and distribution of all
media. We recommend planning a furt-
her two months for the development,
design, initial draft and print release
phases. Therefore you should start on
this at the latest in November. 

Posters: We use posters of the size DIN 2
for use in our offices. DIN 4 is suitable for
posters on the notice board in compa-
nies.

Mitmachen und gewinnen!

Ihr Ansprechpartner:

Telefon-Durchwahl:

Schirmherr: Gesundheits-Staatssekretär Dr. Otmar Bernhard

Vom 1. Juni bis 31. August

2006

1. Preis: Reise mit Clubschiff AIDA

3. Preis: Genießer-Wochenende 
Golfhotel Fahrenbach

2. Preis: WellVital-Urlaub

4. Preis: AMEROPA-Städteaufenthalt

www.mit-dem-rad-zur-arbeit.de

Bayern

Bayerisches Staatsministerium für 
Umwelt, Gesundheit und Verbraucherschutz

Bayerisches Staatsministerium
des Inneren

Neu: Wettbewerb fahrrad-
freundliche Kommunen
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Information leaflet: We produced an
information leaflet with a campaign
calendar for four team members that is
distributed within the companies from
the middle of March. 

Every company that is prepared to take
part in the campaign also receives a
further information leaflet with cam-
paign suggestions. 

Presentation walls: If the financial situ-
ation allows it, we recommend purcha-
sing one or several presentation walls. 

Internet: A modern communication
medium. We developed our own web-
site

www.mit-dem-rad-zur-arbeit.de. As
expertise and time is required to reser-
ve a domain and create the content,
you should start with the development
and finalisation by November at the
latest. 

Plan a further coordination meeting
with the most important partners for
December. You should also give the
sponsors the opportunity to make any
final suggestions. However please
remember that too many cooks can
spoil the broth!

At the latest now you should be com-
municating with your organisation: In
memos, via the intranet and/or
employee newsletter. 

In January all the media should be avai-
lable for final coordination with the
partners and sponsors and then appro-
ved for printing. This can also be reali-
sed via e-mail or post (but: time fac-
tor!). 

In February we recommend holding an
internal kick-off event to present the
content and media and explain the pro-
cedure on a 1:1 basis. The data recor-
ding information is also important
here. Now the communes should be
informed about the “extra campaign”.
In addition to the campaign data, the
letter contains information about how
the communes can become cycle-
friendly.  

January

February

Dezember
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,Kick-off event:
After consultation with your partners,
you should also schedule a publicity
kick-off event for February. This should
be held one to three weeks before the
start of the campaign period. decide
whether you prefer an exclusive media
partner or widespread press work.
Check the address data with your part-
ners. Define where the event should be
held. In the past a mix of chaired inter-
views with the participating partners,
the presence of the sponsor and a sub-
sequent opportunity for the journalists
to record and take pictures has proved
effective.  It is also good to visualise the
topics of cycling. We recommend provi-
ding a small snack. 

Send invitations to the media represen-
tatives one to two weeks before the
event. You should also prepare a press
folder with a description of the cam-
paign for the event. You can also pass

these on to other media representati-
ves who do not attend the event and
request them to report on the cam-
paign. 

See calendar Page 12. Plan the final
event at the latest in May (end of Sep-
tember)

March

April

May
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Time frame of the initiative:
This is three months to allow all partici-
pants time despite holidays and/or
poor weather, to meet the 20 day limit
on which they ride to work. Ideally, you
should supply intermediate results via
the Internet and/or press releases to
increase the media effect. Supporting
actions in companies (cycle jackpot,
small rewards for participating
cyclists...) will raise the level of interest. 

Once all the data has been recorded, it
is analysed and the winners are drawn.
Invite all the winners and the partici-
pants from the kick-off event (media,
partners, sponsors) to the final event
(at the latest at the end of September).

The content comprises a presentation
of the results for the media representa-
tives and the prize-giving ceremony. 

Otherwise the agenda is the same as for
the kick-off meeting. We recommend a
final meeting with the partners at the
end of September. This will allow you to
feel the ground for the next campaign. 

Good luck! 

September

June

July

August
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Cycle to Work

Implementation aids:

Press Release Kick-off event Sample Cooperation Agreement with sponsors

Sample Invitation to the press Kick-off eventSample Agreement with partners

These documents you can find on the attached CD
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Cycle to Work

Structure of a recording file = 
Functional Specifications 

Sponsor’s concept

Sample Invitation to the press closing event

Press Release closing event
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