


















































representatives themselves. Collaboration is key and even an award is offered
to recognise the most successful partnerships.

In Italy, the environment ministry there promoted car-sharing services while the
company behind offered discounts to customers. The fact that the ministry put
up a special section on its own website helped ensure it became the second
greatest referral source to the mobility week website too.

Some further exciting events included a ‘Bicycle Ballet’ in Nottingham, England,
where, with the help of a local group of bike dancers and lots of enthusiasm
from citizens, Nottingham staged a bicycle ballet, combining witty
choreographies inspired by the cyclists’ everyday experiences with jazz and
samba rhythms. Locals were also encouraged to get in touch with the artistic
side of their bike by participating in a workshop organised by the ballet cast.
More info here: www.bicycleballet.com/2011/07/short-film-the-dance-of-cycling/

In Budapest, Hungary, a street biker fashion show was organised, capitalising
on the movement promoting the “chic” side of bikes (including to date Gent,
Copenhagen and London). Testifying to the growing impact, the Hungarian
capital was overwhelmed by 183 competition entries, vying for prizes varying
from a trip to the cycling capital of Copenhagen to a fashion bag made from
recyclables. For photos of the winning outfits, go to the Cycle chic blog online at:
cyclechic.blog.hu/2012/09/27/ride the catwalk fashionista budapesti bringaso
k_a kifuton.

In Portugal, the Portuguese municipality of Leiria
was the site of a treasure hunt that combined GPS
technology, enthusiasm for exploring both the city
and the great outdoors and a great deal of fun for all
participating teams. The challenge was to use
alternatives to the car to explore the town and its
outskirts, while also learning about the environment
and having a good time with your teammates. More
information is available here: www.geocaching.com/
seek/cache details.aspx?wp=GC3TK3X.

Many more interesting initiatives can be found by
looking up the new permanent measures
implemented and which are reported on in Section Old-timer exhibition organised in

3.2. Lisbon under the auspices of
the Mobility Week.
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8. Conclusions and Recommendations

By reinforcing and optimising the use of social media channels, the European
Coordination succeeded in creating a higher level of interaction between the
various stakeholders in the European Mobility Week community, including
national coordinators, local campaigners and even individual citizens.

Considering the level of city participation in 2012 (2,157 cities compared with
2,268 last year), website traffic (29,554 visitors compared with 29,012 last year)
besides the number of online city campaign registrations (40 percent compared
with 47.5% last year), one might be tempted to conclude that despite the
interest in and popularity of the social media pages, social media has had little
impact, if any.

The assumption is that social media should raise interest in the campaign and in
turn, raise the level of city registration.

Statistically, however, Facebook was the top referring source to the EMW
website, redirecting 2,362 visitors in the month of September alone. This figure
far surpasses any other source (the next highest being www.minambiente.it with
844 people). The question is then, how much lower would website traffic have
been in 2012 were it not for Facebook and Twitter?

On the other hand, social media provides benefits which are not quantifiable by
registration numbers. As the static website does not have any form of
community building tool, Facebook fulfils this role.

Social media channels (which includes YouTube, Twitter and flickr also) allow
European Mobility Week to directly engage with thousands of people. Facebook
particularly has proved to be a useful platform for promoting activities and
communications material. Cities also used social media to instantly promote
their achievements - far more cities shared photographs and news items on the
week’s Facebook page than submitted news articles for the EMW website.

Social media also facilitated interaction with different target groups. Younger
people in particular were more engaged as a result of social media activities
(where 12.4 percent of those interacting with the mobility week’s Facebook page
were aged between 18-24 years old). These are not necessarily the people who
will register new cities, but they do represent participating citizens. As the week
is mainly an awareness raising campaign, it is necessary to keep citizen
interaction in mind, as well as city-level interaction, hence the value of the
Facebook domain.

With respect to participation in the Mobility Week and registration overall,

29



there's a slight decrease in almost every country - an evolution which is more
outspoken in Central, Eastern and Mediterranean Europe. However, significant
drops are also apparent in Germany (from 50 to 14) and Luxembourg (42 to 16).
Danish cities have now completely disappeared off the EMW radar. European
towns and cities are struggling with the impact of the financial crisis, which not
only affects local campaign budgets but also typically means fewer city
administration staff have to work much harder owing to staffing cuts. This too
eats away at the time city officials can devote to the week.

Other challenges national coordinators face include limited political support (e.g.
Belgrade, Serbia), or a lack of clearly defined responsibility which for instance
meant Slovenia was without a national coordinator for a time. Talking to the
national coordinator in Sweden in July revealed the most useful support the EC
and European Coordination could assist with is to send a letter to the Minister
asking a very direct question ‘What are plans for the future vis-a-vis EMW?” She
felt this would generate a direct response, and clarify matters for her
organisation, the Swedish environmental protection agency.

For the future, therefore, particularly in terms of re-
engagement, initiatives towards Germany and

Denmark would be pertinent, while Estonia and Greece LOKALES

St. Georg rutscht in di

roten Zahlen

are without contacts point, even if both countries put in
a reasonable performance in 2012, statistics-wise.’

Both Germany and Denmark also have cities that are
renowned for their sustainable transport strategies but
as there is no coordination structure in place, cities are
not being persuaded to register. Leipzig is a case in
point as the press clipping right reveals.

Meanwhile there are other countries where there is no
national EMW website, and this also suggests attention
could be directed here. These countries include

Turkey, Serbia, Romania, FYR Macedonia,

Montenegro, Malta, Liechtenstein and Latvia, Cypres,
Bosnia-Herzegovina and Albania.

Many coordinators and the European Coordination
anticipate the DG MOVE-funded SUM campaign, to
have an impact on the current and future campaigns. Not only does this bring in
much-needed funding, but it also helps to cast the campaign in new light, and
also provides a means for non-profits to get more formally involved in European
Mobility Week. That should help engender awareness, public participation, and

” NB: Greece, Italy, the UK, Bulgaria, Romania and Latvia are all targets of the Do the Right Mix campaign and
this should be taken into account also.
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greater involvement in turn from the authorities. Next year will give a better
indication as to the impact it really has had.

Finally, given the usefulness demonstrated by resources such as Facebook
and Twitter in terms of engaging with stakeholders and building communities of
supporters, it seems pertinent to further nurse these sources with content, to
foster them as platforms for communication. Youtube and Flickr are also
sources with developing potential as time goes by.
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