Smart Trips Welcome     Remaining Questions
1. David Goldberg: Did you do research on which messages were strongest and with whom? It seems saving money is likely the strongest, so is there a reason to push the environmental and health messages? 
We can’t make the assumptions that money savings as the most effective message for this program. There are other research studies out there about the efficacy of cost savings, health and environmental messages. What we have found in our work is that the most important messages convey that the transportation choices they are considering making are safe, easy and convenient. Without that, the options are less “doable” and less practical. It is about getting them to make the decision each time they head out the door - getting to behaviour change. The issues around environment seem to be less about motivating to act differently than to reinforce a choice that they are making (or not making). Cost, while sometimes a factor, rarely is the deciding factor on whether one drives to a friend’s house or takes their bicycle. Cost difference for driving are nearly invisible – the next trip is “free” if you have any gas in the tank and free parking. Health seems to motivate folks to get out of their car and bike or walk. The health connects are stronger than the cost factors for short trips. 

We use the “free” all over the materials because people are use to getting stuff they can purchase. It has to state up front that things we are offering are free. 

2. Elyse McCann: Can you please clarify the differences between how the control group and target group were addressed?

The control group of new residents were randomly chosen and were sent pre- and post-surveys. The target group received the same surveys and also the postcards, order form, and any follow up communications and information if they chose to participate. Since this was all via mail, the control group would not have any contact with the program other than the surveys.

3. Aneka Patel: How would you apply these tactics to new residents in a Downtown area where the audience barriers still exist?  Denver has almost 3600 residential units under construction in and around the downtown core - I think there is great opportunity for outreach to the future residents. 

We did some work a few years back in a neighbourhood with lots of apartment buildings and we will do that this year in our downtown core. We work with property managers and such to help gain access and did follow ups with residents who had limited access to their doors. I think for this type of residential development there needs to be buy in from everyone.  The units need secure and complimentary facilities and the TDM directed to the residents should focus on local facilities, commute options and local destinations (such as grocery, shopping, library, coffee, etc…).  If the units are accessible by active transportation that should be a selling point in the initial conversations (another reason to get in with the property managers!) and setting a program up for them as soon as they move in would help to get folks moving in the right direction.  Also, if at all possible, price parking accordingly!

4. JoAnn Woodhall: within your budget, can you tell us the total number of hours? 
This project represented about 1,500 hours of work by the four of us. 

5. JoAnn Woodhall: you mentioned increasing their commitments over the long term. Can you provide more details about that?

Our longitudinal data on SmartTrips residential shows that after two years after a program, residents in the area maintained the same level of trips by environmentally-friendly modes and reduced trips by driving alone. The “increase” comes from assuming that there are people who were part of the program in the two years before that moved away and there were people who moved in to the area who were not touched by the program and yet the mode shifts were maintained. 

6. Dwight Mengel: We have a couple of questions. Can you please describe your residential smart trip program? How many months did it take for you to reach out to your residential targets?
I would recommend reading our online SmartTrips reports located at https://www.portlandoregon.gov/transportation/56703 They are chock full of information on our residential program. It has some timeline information as well as other more robust information on how we do the program. In short, we send out 10 waves of initial postcards, order forms and reminder postcards over the course of 14 weeks from the beginning of April through mid July so that we can process orders in a timely fashion. As an example, 1st postcard goes out April 1 to a tenth of the list, 2nd postcard goes out on April 8th to the next tenth of the list, the 3rd postcard goes out on April 15th to the next tenth of the list plus we mail the 1st order forms to the folks who got the postcard on April 1st, etc. This continues with two weeks between the 1st postcard, order form and reminder postcard to all 10 parts of the list.

7. Where is your funding source?

Funding has come from a variety of sources including our own General Transportation Revenue (gas tax, parking fees, permits and fines, and other transportation resources), Regional Transportation money from CMAQ, STIP Flex Funds, Federal Energy Efficiency Stimulus monies, sponsorships from healthcare providers/insurers, and Oregon Business Energy Tax Credits through a pass-through program. Funding has always been a matter of creativity and making a decent case for spending a fraction on encouragement and TDM verses huge sums on capital and operating budgets.

8. How did you incent participation?

We had three items to choose from with their order; we added prizes to specific actions as well such as the pledge.  There was also a $50 raffle to incent participation in the survey.
9. What was the most popular item order?

It was the pedometer, followed closely by the citywide bike map and the neighbourhood bike/walk maps fell in right after.
10. Was social media used as part of Smart Trips?  If yes, how?  And if no, why not?

We used email communications and e-newsletters. We did not create a Facebook or Twitter account solely for this program. We have SmartTrips social media venues. I think the reason we didn’t include this is because we wanted to make sure that the communications we had were honed and more specific instead of broadcast like our social media postings would have been.

11. Is there any private investment dollars helping support the project? 

There have been private dollars in the past through sponsorships.

12. Is Smart Trips a program of a DOT, MPO, or other organization? 

We are City government so… we are the local DOT. We work closely with our regional partners (MPO) and the state DOT. There are other organizations we will partner with – it just depends on the type of SmartTrips program we do. We do work with our transit agency as they are a key information source.

13. Why was the Smart Trips approach originally tried?

There are two ways to answer this: Portland is one of the most freight-dependent cities in the country. Gridlock is bad for business and our Port. It isn’t just a matter of climate change or pollution controls, congestion reduces liveability and makes this city less attractive for employers, new residents, and busy families. Additionally, Portland prides itself on our smart transportation and land use policies that make alternatives to driving not just doable, but preferable to driving. State goals and policies around sprawl and state, regional, and local policies around transportation make bicycling, walking, and transit use a priority. There are lots of policies, goals, objectives and mandates that move the City in this direction. That said, it is also a source of pride for our elected officials to be innovative and lead the nation in our transportation programs. Without their commitment, no policy alone would move the ball.

On a more practical level, our capital dollars dried up in 2000 and so our bicycle and pedestrian programs were combined and turned into a new division, Transportation Options. We were charged with coming up with innovative strategies to promote walking, bicycling, transit use, carpool and car share trips – without capital dollars. We did research and found this program called TravelSmart from Perth, Australia that had enormous success in shifting drive alone trips to environmentally-friendly trips. We worked with them for two years and then modified their successful program into SmartTrips.

14. Is the bike delivery of materials outsourced?

Andrew Pelsma, Danielle Booth (who made the presentation along with Linda Ginenthal) and their colleague, Abra McNair designed and implemented the program including bicycle delivery. It isn’t just getting the delivery to a door; they are experts at outreach and communications strategies for TDM and provide an important link – face to face – with residents. And they love that their jobs are both in the office and in the field. 

