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1. Introduction  

1.1 Overview of the SmartMove Project 

As part of the SmartMove project, eight rural and peripheral regions in Europe have 

prepared, implemented and evaluated local active mobility consultancy campaigns (AMC). 

The AMCs aim to influence the demand increasing the public transport share without 

significant investments. However, the AMCs can also give public transport operators an 

insight into the demands of current passengers and the views of those who do not use 

public transport. For example, if it is shown that the non-use of public transport is caused 

by hard facts – the location of bus stops or inconvenient timetables – transport operators 

will be able to adapt their services in order to attract new passengers and retain existing 

users. 

The key outputs of the SmartMove project are: 

¶ A demonstration of AMC campaigns in the eight implementing regions, including all 

aspects from planning and preparation to implementation and evaluation; 

¶ The further development of AMC campaigns, taking into consideration hot issues 

such as demographic change and public transport feeder systems (“first or last rural 

mile”); 

¶ Intensive training and knowledge transfer between the SmartMove partners via 

training seminars, site visits and guidance materials; 

¶ The facilitated uptake of AMC campaigns by external practitioners via take-up 

seminars and a dedicated e-learning scheme that includes video lectures and 

webinars accompanied by easy-to-read guidance documents and comprehensive 

information for implementers available on the project website. 

 

1.2 What has been carried out in WP6 

The Smart Move project consists of eight work packages, including two horizontal WPs on 

Management and Dissemination (see Figure 1-1). The work presented in this report refers 

to WP6. 

In general  

This WP is mainly based on the tasks undertaken in WP3, WP 4 and WP 5. Within WP6, 

the impacts of the AMC-campaign have been evaluated based on the concept developed 

in WP3 and specified in Task 6.1 (Evaluation methodology). The process evaluation refers 

to all aspects of the AMC campaign. The concept of evaluation includes process 

evaluation, covering indicators of the AMC-procedure (e.g. response rate, stakeholder 

involvement, evaluation and quantification of the active measure …), as well as output 

evaluation. The output evaluation has a two-step approach. It is based on a comparison of 

mobility behaviour measured in surveys and passenger-counting for the situation before 
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and after the conduction of the AMC. Most important indicators are the number of PT 

passengers and attitudes of participants, as it is the most important goal of the AMC-

concept to increase the share of public transport trips and raise awareness. Evaluation 

enables important insights into (i) success factors of the AMC and (ii) potentials for further 

developments. The analysis of respondents’ attitude allows analysing individual reasons of 

using or not using the public transport system and improvements, whenever appropriate. 

The information on mode shift is used as input for the calculation of the reduction of GHG-

emissions caused by the AMC-campaign. Based on this, a cost-effectiveness analysis was 

conducted. Moreover, for every implementation area specific success factors and 

implementation barriers has been identified. 

Main objectives of evaluation process are: 

¶ to agree on an homogeneous procedure of evaluation across implementation areas, 

¶ to verify indicators for evaluation; 

¶ to evaluate the impacts of the integrated package of information provision and 

consultancy on the basis of common and shared indicators, methods and tools; 

¶ to evaluate planning and implementation process resulting from the AMC 

campaigns and 

¶ to identify opportunities for the transfer of results. 

 

Figure 1-1: Flowchart of the technical activities in the frame of SmartMove project highlighting the 

position of the WP6. 
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Tasks of WP 6 

WP6 consists of three tasks:  

Task 6.1 Evaluation methodology 

Based on the general concept worked out in WP3, main goal of this task is the 

development of a common evaluation procedure including three elements:  

¶ data collection by pre-post PT passenger counting or personal, phone- or web-

based surveys; 

¶ estimation of indicators for individual categories of impact and  

¶ the overall evaluation of the project outcome across the range of impacts. 

 

Task 6.2 Evaluation of existing situation, “before” implementing AMC-campaigns 

The evaluation of the existing situation is conducted by asking the respondents for their 

travel behaviour in the first stage of the AMC-campaign, or by counting PT passengers. 

The decision, which of these two measures is more appropriate in the regional context, is 

made by the implementing partners.  

Task 6.3 Comparison of indicators for situations: “before” and “after” implementing AMC-

campaigns 

The evaluation of the results of the AMC is conducted in the same way as the evaluation 

of the situation before: by asking the respondents for their travel behaviour when the AMC-

campaign is finished, or by counting PT passengers. 

 

WP 6 Deliverables  

In particular, the deliverables produced in the frame of the WP 6 are: 

D 6.1: Instruction for Local Evaluation Plans with list of indicators and questionnaires 

This Deliverable is to develop guidelines for local evaluation plans containing lists of 
indicators and questionnaires in order to ensure comparable results and to be able to 
calculate the required IEE Common Performance indicators. 
 
D 6.2: Report: “before” implementation AMC-campaign 

This deliverable is to present and evaluate key figures that had been collected before the 
AMC campaigns. The profile of the implementation area contains relevant information on 
socio demographic factors and the existing mobility behaviour of the inhabitants and 
participants. These framework conditions may help to explain divergent campaign impacts 
amongst the different implementation areas in the later stages of the project. The variables 
describing the characteristics of the participants of the campaign are the core elements of 
evaluation. Furthermore this deliverable presents the participants’ diverse motivations to 
use or not to use public transport services as well as the responses obtained from the 
people who chose not to participate prior to the campaign. 
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D 6.3: Report: “after” implementation AMC-campaign  

This deliverable is to present and evaluate key figures that had been collected during and 
after the AMC campaign. The following aspects are to be considered: 

¶ Documentation of significant changes of the framework conditions during the AMC 

campaign, whenever appropriate; 

¶ Experiences made with the implementation process, the participation and the cost 

of the AMC campaign;  

¶ Changes in behaviour, information level and attitude of the participants of the AMC 

campaign.  

¶ Requested and delivered information material and other items in the course of the 

AMC campaign.  

¶ Comparison with external data. In parallel to the campaign, bus passenger counting 

took place before and after the implementation of the AMC campaign, which allows 

a plausibility check, if results are in line with the statements of the participants. 

¶ IEE indicators as impact of the AMC campaign. These data were calculated based 

on the information collected above. Additionally, these results were compared with 

the targets defined in the beginning of the project. 

 

D 6.4: Report “after” implementation AMC-campaign 

This deliverable summarizes the evaluation procedures and the results of the AMC-

campaigns and compares the impacts between the different implementation regions. 

 

D 6.5: Result-oriented Report on WP 6 

This deliverable gives an overview on the evaluation process across all implementation 
areas. 
 
It was decided to merge D6.4 and D6.5 to avoid overlapping and duplication of content. 

2. Data collection 

MS-excel based data sheets have been prepared for all local implementation partners to 
be filled in for each person contacted. The structure of the excel file includes the name of 
the variable; a short description and the format (open text, integer, date, pre-defined 
answers to be selected by a drop down button). Data are collected for each person 
individually, i.e. data of a person are entered individually in one row of the data base.  
 
The data collection is structured as follows: 

¶ General information (address and names of target persons, dates of contacts, 
information if the person is a public transport user or not etc.)  

¶ Information concerning the questionnaire to be carried out before and after the 
campaign (modes used last week, knowledge about the particular line, rating of the 
performance of the particular line, suggestion for improvements etc.) 
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Alternatively to the MS Excel based data sheets, a MS Access based database has been 
developed to enable the data collection in the same way and structure as described 
above. Figure 2-1 shows an example of the MS Access input form which was used for the 
implementation area of Waldviertel-Wachau. 
 
Figure 2-1: Screenshot of the MS Access based database used in the Waldviertel / Wachau region 

 
 

3. Profile of the implementation areas 

In this chapter some key indicators are shown describing the differences and similarities 
between the implementation areas, which helps to interpret the evaluation results. More 
detailed information about the implementation areas can be accessed in the regional fact 
sheets (Deliverable 4-2), which was produced for all implementation areas. 
 

1.1 Spatial characteristics 

There are some differences in terms of size and population within the areas (Table 3-1). In 
the periurban regions with higher population densities smaller areas were defined for the 
campaign as it was easier to engage sufficient participants within this area. Contrary to this 
in very rural area, the region has to be enlarged in order to access sufficient people. 
Another aspect is the public transport network. Bus lines in periurban regions usually are 
shorter as distances to the next regional centre or public transport hubs are closer. The 
general rule was to concentrate on a specific line and to cover the catchment area of it. 
 
  



 

Deliverable 6.4 Result-oriented Report 8 

 
Table 3-1: Spatial characteristics of the SmartMove implementation areas 

Spatial characteristics of the 
SmartMove implementation 
areas 

Size of 
implementation 

area [km²] 

Number of 
inhabitants 

Population 
density 

[inh./km²] 

Almada 6  15,166  2,446  

Burgos 2  10,538  5,269  

Euskirchen 1,248  187,437  150  

Liszki District, Krakow 72  16,717  232  

Langadas 1,220  41,103  34  

Oberlausitz / Niederschlesien 60  4,926  82  

Waldviertel/ Wachau 570  58,889  103  

Wittenberg 965  79,201  82  

 
 

1.2 Transport demand 

Figure 3-1 shows a comparison of the actual modal split of the implementation areas. 
Higher shares in public transport use show the periurban implementation areas such as 
Burgos, Almada and Krakow with approx. 20%, whereas rural areas face public transport 
shares with less than 10%. The share of non-motorised modes and car use does not 
reflect this difference. The lowest shares of non-motorised and highest shares in car use 
exist in Almada and Waldviertel/Wachau with less than 20% respectively above 50%.  

 
Figure 3-1: Modal split of the implementation areas based on available statistical sources  
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Comparing the car ownership and the average trip length a very heterogeneous situation 
can be seen. Car ownership varies between 344 and 637. There is a clear correlation with 
the different economic situation of the implementation areas. With regard to trip length, 
three different types of areas can be identified. Those with a regional centre very close 
(Burgos), a group of areas with a regional centre within the area which concludes to 
average trip distances around 15 kilometres and those areas with no regional centre in the 
area, which causes longer (commuting) trips such as Waldviertel/Wachau or Langadas. 
 
Table 3-2: Indicators of private car use of the SmartMove implementation areas 

Indicators of private car use 
car ownership 

rate [cars/1,000 
inhabitants] 

average trip 
length by car 

[km] 

Almada 474 24 

Burgos 557 3.2 

Euskirchen 611 12 

Liszki District, Krakow 344 13 

Langadas 430 45 

Oberlausitz / Niederschlesien 541 12 

Waldviertel/ Wachau 637 20 

Wittenberg 552 17 
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Table 3-3 shows the public transport lines and the population, which was in the focus of 
the campaign. The frequency of the supported bus lines are varying between low 
frequencies with less than on service per hour (4-6 per day) up to dense connections with 
30 minutes headway. In most cases the bus lines are feeder systems to main public 
transport axes such as in Almada, Waldviertel/Wachau or Liszki district Krakow. In some 
areas both, the feeder line and the main line were include dint he campaign (Langadas, 
Wittenberg). In the majority of the implementation areas, the inhabitants of the area are the 
target group of the campaign, only in Burgos (employees and students) and Kreis 
Euskirchen (elderly people) a different approach was chosen.  
 
Table 3-3: Indicators of public transport supply in focus of the campaign of the SmartMove 

implementation areas 

Indicators of public 
transport supply in focus 
of the campaign 

Description of Public 
transport supply 

Frequency of 
Public transport 

supply 
Target groups 

Almada 
One bus line connecting 

the suburban rail station to 
the surrounding area 

23 connections 
workday 

All inhabitants, 
commuters 

Burgos 
Regular bus service from 
the suburban to the city 

centre 

Headway between 
30 and 60 minutes 

Employees 
and students 

Liszki district, Krakow 
Regular bus service from 
the Liszki district to the 
tram system of Krakow 

Between 11 and 24 
connections per 

workday 

All inhabitants, 
commuters 

Euskirchen 
Dial-a-bus service in three 

municipalities 
Flexible (on 

demand bus) 
Elderly people 

Langadas 

Regular bus service in the 
periurban area and one 

connections to 
Thessaloniki 

4 connections in 
the periurban area 
12 connections to 

Thessaloniki 

All inhabitants 

Oberlausitz-Niederschlesien 
One local bus service 
recently established 

6 connections per 
workday 

All inhabitants 

Waldviertel-Wachau 
Three regular bus lines 

connecting the rural area 
with the main railway route 

Between 6 and 19 
connections per 

workday 
All inhabitants 

Wittenberg 

Dial-a-bus as a feeder 
system to the train 

system 

18 connection on 
demand 

All inhabitants 
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4. The situation before the implementation 

Table 4-1 shows the key parameter before the implementation of the AMC-campaign. In 
this table, all persons are included, which agreed to participate in the campaign. Main 
aspects describing the situation before are the knowledge of the public transport service in 
the focus of the campaign, the usage and (for users only) the rating of the performance. 
Across all implementation areas, there exists a high knowledge level about the regional 
public transport services. Exemptions are mainly because of recently opened services. 
The share of people, who never used the public transport lines so far, varies between very 
low shares of non-usage (Langadas 13%, Euskirchen 9%) and very high shares 
(Wittenberg 82%, Burgos 96% for one of the lines within the campaign). Nevertheless the 
average rating on the performance of the public transport line by the users of the line is 
comparable between 6.5 and 8 (out of ten as maximum). The only exception is one bus 
line in Burgos, with a rating of 4.9.  
 
Table 4-1: Indicators of public transport use of the lines in the focus of the campaigns 

Indicators of public transport 
use of the lines in the focus 
of the campaigns 

People who 
know the public 

transport 
service  

People who 
never use the 

public transport 
service  

Rating of 
performance of 

the public 
transport 
service 

(0=poor, 
10=excellent) 

Almada 90% 69% 6.6 

Burgos 

Between 12% 
and 41% 

depending on 
the particular 

line 

Between 75% 
and 96% 

Between 4.9 
and 7.0 

Euskirchen 19% 9% 7.3 

Liszki District, Krakow 

Between 23% 
and 64% on 
the particular 

line 

26% - 

Langadas 96% 13% 6.7 

Oberlausitz / Niederschlesien 97% 25% 7,8 

Waldviertel/ Wachau 79% 38% 7.7 

Wittenberg - 82% 7.9 
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5. Process evaluation and cost of the AMC 
campaign 

This chapter includes a comparison of the response (i. e. people willing to participate in the 
campaign) and segmentation of the participants. Another aspect is the cost for the 
implementation. 
 
Figure 5-1 shows the response rate of the AMC campaigns in the implementation areas. In 
principle, the response rate is defined by the ratio of participants in the campaign and the 
number of contacts initiated. If sending letters the ratio can be calculated very easy. If 
recruiting at the door or at points in public space, it is not so easy to determine the exact 
response rate. Recruiting at the door includes the problem, which is the exact number of 
residents in the building block, as e. g. offices, uninhabited apartments or 
apartments/houses for touristic rental need to be excluded. At public areas, the total 
number of people within the target group cannot be defined exactly, if no communication 
can be established. In both cases a best estimate was given by the respondent 
implementation partners with some uncertainty within the figures. Nevertheless recruitment 
at the doors is the most efficient way to recruit participants as it was done in Langadas, 
Almada and Krakow. The implementation area of Burgos is a very specific case, as a data 
base of participants of another activity, which was carried out some time ago, was 
available for the campaign. This ensured an accurate data base including persons 
interested in the matter. All other implementation areas relied on a postal contact receiving 
the lowest response. Differences within these groups can be further explained, if personal 
addresses were available (Euskirchen, Waldviertel/Wachau) or the letter was sent to an 
household anonymously or flyers were distributed in the target area. 
 
Figure 5-1: Response rate 

 
 
  

43%

77%

9%

26%

81%

14% 11%
4%

0%

20%

40%

60%

80%

100%



 

Deliverable 6.4 Result-oriented Report 13 

 
Figure 5-2 shows the distribution of target persons in the campaign, where a 
communication could be established. Target persons were asked, if they use the public 
transport lines in the focus of the campaign and were split accordingly to users and non-
users. In the case of a postal contact only, some participants did not fill the question but 
required information, which was the case in two implementation areas. This means, this 
information was not available. People with information need are defined as they were 
ordering information within the campaign. All others, which did not return an order form, 
are defined as people without need for further information. In most of the implementation 
areas, the majority of the participants asked for information. The only exemption is 
Euskirchen and it is balanced in Liszki district, Krakow. In nearly all implementation areas, 
people, they have ordered information, are non-users of the public transport system. Only 
in Wachau/Waldviertel and Burgos pt users ordered additional information. This is clearly 
dependent on the offer of information. E. g. in the case of the Waldviertel/Wachau region 
information was offered, which is not available via other sources, such as the map of the 
bus station including your own address or a cost comparison between public transport and 
the individual private car.  
 
Figure 5-2: Information needs 

 
 
Figure 5-3 shows the full cost of the campaign (both the active measures and the 
marketing campaign), assuming all material need to be printed for the campaign and all 
labour resources are extra costs. The staff costs for the development of the process as 
well as for the implementation of the campaign form a substantial part of the total cost. In 
the majority of the campaigns, printing costs were below this cost, as existing information 
material could be used. The costs for the marketing campaign are very heterogeneous 
with a two exemptions, Burgos run a very labour resources intensive campaign and 
Oberlausitz-Niederschlesien a campaign with lower use of staff and information material 
(but lower number of participants as well). Much more the cost for active measures 
depends on the number of activities planned, which differs between the implementation 
areas, where e. g. the implementation area Oberlausitz-Niederschlesien put a focus on. 
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Figure 5-3: Costs of the campaigns implemented within SmartMove 

 
 
Figure 5-4 shows the according cost per participant. Here, the lower number of 
participants caused by a weaker response rate in the implementation areas Wittenberg 
and Oberlausitz-Niederschlesien reduces the efficiency of the AMC campaign. Contrary to 
this, a high response rates decreases the unit costs significantly as the variable cost per 
participant are less important than the fixed cost for the (preparation of the) 
implementation of the campaign. This leads to the conclusion, a repetition of the AMC 
campaign could benefit from the work already done in this project, even if the target area 
may change to another area of the same public transport region. 
 
Figure 5-4: Average costs per person of the dialogue marketing implemented within SmartMove 
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6. Output evaluation 

This chapter includes a comparison of the impact of the AMC campaigns, which includes 
the changes of awareness, perception and mobility behaviour of the participants of the 
AMC campaigns. The information is based on ex post interviews with the participants of 
the campaign. 
 
Figure 6-1 shows the rating of the performance of the public transport service in the focus 
of the AMC campaign - before and after the campaign. It can be seen, the campaign 
contributed to a positive picture of the performance, as providing information and give hints 
for a more efficient usage of the public transport system is a building block for a positive 
image of the public transport system. Only in the case of Euskirchen the rating decreased 
because of changes in the rail based backbone system with negative impacts for the users 
of the bus lines within the campaign at the same time. 
 
Figure 6-1: Development of rating of performance of the public transport service  

(0=poor, 10=excellent) 
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Figure 6-2: Share of participants who feel better informed because of the AMC-campaign within 

SmartMove) 

 
Figure 6-3 shows the multiplication effect of the participants of the campaign, as 
forwarding the campaign (including the attempt to upgrade the information level for public 
transport) by mouth to mouth to relatives and friends. Although the participants were not 
asked for, 8% to 71% talked about the campaign to other persons outside of their own 
household. 
 
Figure 6-3: Percentage of participants, who talked about the AMC-campaign to others 
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Figure 6-4 shows the share of the participants, they feel motivated to reduce car use, 
which is prerequisite for any behavioural changes. This variable varies between 13% and 
58% and is the potential of mode shift because of the campaign. Figure 6-5 shows the 
share of the participants, they are using the bus more often since the campaign was 
launched. The shares lie between 5% and 25% which is in the range of expected impact 
based on experiences from former projects and the literature. Half of the implementation 
areas could convince more than 20% of participants. The impact depends on the existing 
public transport supply and the share of public transport usage before the campaign was 
launched (as it is the case in Langadas, Oberlausitz-Niederschlesien Lizski district, 
Krakow and Almada, see Figure 5-2). 
 
Figure 6-4: Percentage of participants, who feel motivated to reduce car use because of the AMC-

campaign 

 
Figure 6-5: Percentage of participants, who are using the public transport lines more often 
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Figure 6-6 shows the average number of car trips, they have been substituted by the use 
of the public transport. These numbers includes only those participants, who stated to 
have shifted trips from car to public transport in the course of the campaign. The majority 
shifted one excursion (i. e. two trips) per week. A smaller share of people shifted more 
than 2 trips per week, which concludes to an average number of trips shifted little above 
2 trips in most of the implementation areas. People in Langadas were more reactive, 
whereas people in Liszki district, Krakow and Euskirchen were below this numbers, which 
means they have shifted trips not every week but per month only.  
 
 
Figure 6-6: Average number of affected car trips per participant and week, who shifted car trips to 

public transport because of the AMC-campaign 

 
Figure 6-7 shows the total number of car trips substituted because of the campaign. Most 
trips could be shifted in the Burgos and Waldviertel-Wachau implementation area. In these 
two cases, the number of participants was above average in combination with satisfying 
behavioural changes. Contrary to this the implementation areas of Oberlausitz-
Niederschlesien and Wittenberg suffered from a low number of participants. 
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Figure 6-7: Number of car trips saved per year because of the AMC-campaign 

 

7. Common IEE performance indicators 

Based on the results of the interviews with the participants documented in the chapter 
above, the IEE performance indicators could be calculated. These are the changes in fuel 
consumption and CO2 emission. To be able to calculate these indicators, changes in the 
travel mileage need to be calculated at first, which is shown in Figure 7-1. Because of the 
long average trip length of the car trips in Langadas and the Waldviertel (because of the 
distance to the next regional centre), the impact on car mileage is the biggest in these two 
implementation areas. Although the number of trips shifted in Burgos, the car mileage 
reduced is on average, as the trip length in Burgos is the shortest as the implementation 
area is settled in the vicinity of a regional centre. Figure 7-2 shows the saved fuel 
consumption per implementation area. As the average fuel consumption per vehicle 
kilometre does not differ so much between the European countries (mainly because of a 
different composition of the car fleet), the result are similar to the results of car mileage 
saved. In total a yearly amount of ca. 115.100 litres fuel could be saved because of the 
campaign. 
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Figure 7-1: Car mileage saved per year because of the AMC-campaign 

 
Figure 7-2: Fuel consumption saved per year because of the AMC-campaign 

 
Similar results as fuel consumption saved shows CO2 emission saved in Figure 7-3. Again, 
the emission per vehicle kilometre does not differ so much within the European Union. In 
total, approx. 288 tons CO2 emission could be saved as direct effect from the AMC 
campaigns in all the eight implementation areas. In all areas an annual contribution to CO2 
emission reduction could be achieved. 
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Figure 7-3: CO2 emission saved per year because of the AMC-campaign 

 

8. Summary 

All campaigns were implemented successfully. As foreseen there are differences in the 

implementation process across the implementation areas, as the developed common AMC 

campaign needed to be adapted to the local framework conditions and different target 

groups. This affects the output of the campaigns as well, including the IEE performance 

indicators. There is a clear potential in AMC campaigning to reduce energy consumption 

and CO2 emission, if further extending the campaign to other areas or to increase the 

participation within the region by increasing the direct contacts to the target people of the 

AMC campaign. 
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