
Achievements

José María Diez, María Eugenia López-Lambas, Andrés García

CiViNET Spain and Portugal, Polytechnic University of Madrid

SmartMove Final Conference·Cologne, Germany·22nd June 2016

Final Conference, June 2016



Final Conference·Cologne, Germany·22nd June 2016

Goals of evaluation

ÅTo gain success factors of AMC campaigns

ÅTo analysis potentials for further improvements of AMC

concept and feeder systems

ÅTo evaluate the impacts of AMC campaign

ÅTo capitalize the results for the implementation in other

areas / regions
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SmartMove Approach

ÅFramework
ïDescription of target group, area, general approach, sample size

ïList of indicators agreed

ÅEx-ante evaluation of existing situation
ïPassenger counting / Survey on travel behaviour 

ÅEx-post evaluation
ïComparison of indicators before and after the implementation

ÅCalculation of indirect effects
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Concept

ÅOutput-evaluation

ïSuccess of the AMC-campaign

VDirect effects, e.g. travel behaviour changes, knowledge level,

change of image of PT, é

VIndirect effects to be calculated, e.g. CO2 reduction, energy

consumption,é

ÅPre and post-counting within the PT vehicles (or ticket

selling at particular line)

ÅSurvey on travel behaviour before and after the

conduction of campaign
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List of indicators (I)

ÅDescription of the implementation area
ïCharacteristics of the population

ïPublic transport use and supply

ïPrivate car use

ÅCosts of the campaign
ïDialogue marketing

ïEvents

ïGive-aways, material
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List of indicators (II)

ÅEvaluation before and after AMC campaign

ïResponse rate

ïTravel behaviour of respondents

ïFrequency of usage of particular line - segmentation

ïRating of line, suggestion of improvements, reasons for 

(not) using the line

ïNon response survey (reason for non responding) ï

segmentation

ïPassenger counts on line affected and reference line
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And the resultsé
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Comparison baseline- actual results
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Better informed citizens
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Average number of trips shifted from car to PT per 

person and week of those who have changed their 

mobility behaviour
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