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Evaluation plan
1. Introduction
1.1. Background and objectives
The mission of the TRACE project is to assess the potential of movement tracking services to better plan
and promote walking and cycling in cities and to develop tracking tools that will fuel the take up of walking
and cycling measures.
The project looks at established measures to promote cycling and walking to the workplace, to school, for
shopping purposes or simply for leisure. More particularly, TRACE will assess the potential of ICT based
tracking services to optimise the planning and implementation of such measures and enhance their
attractiveness and potential impact. Issues such as data privacy, cost, interoperability, financial/tax
incentives, infrastructure planning and service concepts will be addressed.
Dedicated TRACE tracking tools to promote walking and cycling and support mobility planning will be
tested in eight pilot sites: Agueda (PT), Belgrade (RS), Bologna (IT), Breda (NL), Esch/Luxembourg (LU),
Hasselt/Flanders (BE), Plovdiv (BG) and Southend-on-Sea Borough (UK), and evaluated in terms of impacts,
success factors and benefits.
In addition, common, flexible and open access modules have been developed, addressing related ICT
challenges and enabling the development of products based on tracking services tailored to the
requirements of specific measures by market-oriented application developers. These open source modules
will undergo qualitative assessment by developers (TRACE internal as well as external).
Defining the new levers of change that tracking brings out depends, on one hand, on the specific
characteristics of stakeholders and individuals, on the other hand, the quality of tracking is inevitably
determined by the specific possibilities and constraints faced by information and communication
technologies (ICT). A broad in-depth knowledge of what those new levers could be, how they work in
different contexts, what challenges they present to their technical implementation, and how to overcome
them, is a crucial step for the blooming of new applications.
The ICT challenges are one aspect of the evaluation activities in TRACE. Another aspect is the potential that
tracking services add to behaviour change campaigns, promoting cycling and walking. And yet another
aspect is the added value of bicycle and walking tracking for planning purposes.
The results of the evaluation activities in TRACE will show the project’s contributions to the expected
impacts of the Horizon 2020 work programme (MG-5.3) by providing e.g. an improved understanding of
technology options that can contribute to a significant reduction of congestion whilst improving mobility
and access and new insights on impacts, success factors and benefits of the walking and cycling promotion
actions developed.
More specifically, the evaluation in TRACE will identify ICT challenges, how they were overcome and further
need for innovative solutions in order to make full use of the new technologies for promoting active modes
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of transport. The evaluation in TRACE will assess the potential of the tracking applications to improve the
effectiveness of behaviour change campaigns. Moreover, TRACE will evaluate the usability of tracking data
for urban planning. While car flow movements are already well known due to a wide availability of planning
resources, better information on cycling and walking and a clear identification and quantification of
constraints and their negative effects could contribute to a shift in priorities towards cycling and walking
and to an enhancement of the related decisions and their effectiveness. This would, over time, result in
more convenient conditions for cycling and walking, and ultimately an increase in numbers of cyclists and
pedestrians. The potential of tracking data will be assessed by evaluating the reactions of planners and
policy makers to the information that will be provided by the tracking-for-planning tool.
The objective of this evaluation plan is to provide the partners with a full understanding of the evaluation
activities. It describes what is going to be done, what is needed when and who is responsible. With the
evaluation plan the partners are given templates for the activities to be carried out and for the data to be
collected. However, as the campaigns are in the process of being developed, this document has to be
considered a so-called ‘living document’ that is being updated and maintained as the campaigns ripen.
The structure gives guidance for later reporting, e.g. the evaluation questions for each campaign need to be
formulated. The same applies for the annexes; most of the guidelines for data collection are indicative and
need to be adapted. Having said this, it remains of high importance that this adaptation is being done
together with the partners responsible for the evaluation in TRACE in order to guarantee the common
features in each evaluation that enable comparison with other campaigns.

1.2. Structure of this evaluation plan
Following this introduction the document will set the evaluation framework explaining the objectives of the
evaluation and the evaluation questions within TRACE (2.1). The plan describes what is being evaluated
(2.2) and the general evaluation approach (2.3) including the research design and methods applied (2.3.2).
It then goes into more detail with a chapter on each app, describing the objectives and the evaluation
questions for each app deriving from these (3) and stating who is responsible for what – as far as possible
at this point. Chapters 4 and 5 explain the evaluation approaches for tracking-for-planning and the crosssite user analytics respectively. Lastly, the annexes include all the templates, the heart of the evaluation
and support for the campaign managers in the pilot sites.

2. Evaluation framework
2.1. Objectives of the evaluation
The specific objectives of the TRACE project are:
!
To assess the potential of the use of tracking data to carry out new and improved initiatives to
tackle urban road congestion by promoting cycling and walking in the scope of different contexts,
stakeholders and target groups;
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!
!
!

!

!

To deepen and deliver the knowledge on how to apply cycling and walking tracking technology for
behaviour change initiatives;
To study how cycling and walking tracking data may be used to improve urban mobility planning;
To tackle the related ICT challenges for the development of tracking services that meet the
interests of individuals and stakeholders by researching and developing innovative ICT solutions
that overcome such challenges;
To develop, implement and test tracking-based tools and pilot initiatives to promote behaviour
change and support mobility planning, evaluating them in terms of its impacts, success factors and
benefits, and preparing the group for their full commercial exploitation;
To provide guidance and tools, and disseminate them, to cities, regions and other relevant
stakeholders in Europe.

The activities in WP7 will evaluate the experiences with the development and pilot implementation of the
different tools of the TRACE project.
The general objectives of the evaluation are to:
!
Validate the tools
!
Evaluate the tools' potential and benefits based on the experiences in partner and follower cities
!
Estimate impact of the tools on the increase of cycling and walking in cities
!
Provide recommendations to the further development and implementation of tracking tools for
walking and cycling
The specific objectives of the evaluation in TRACE are to:
Evaluate the tools as products
Performance (incl. reliability and accuracy), usability, user satisfaction, stakeholder satisfaction etc.
Evaluate the impact of the tools on behaviour change (increase in walking and cycling)
Assess user behaviour with regard to travel choices and how these have potentially influenced by the
campaign (qualitative evaluation)
Evaluate the benefit for urban planning
In what respect can the tracking-for-planning tool support planning? Build on ex ante evaluation in WP3.
Qualitative expert interviews with municipal technicians
Learn lessons, identify and disseminate
From the developers’ perspective: what went well and what was difficult, what needs to be solved still?
What the evaluation will NOT do:
Assess the potential of the tools to evaluate policy measures or infrastructure developments
There is too much bias through gaming/incentive through winning prizes.
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EVALUATION QUESTIONS
The related challenges should be tackled in various fields; this leads us to the following specific evaluation
questions:
1. How can features enabled by tracking technology meet stakeholders’ interests?
2. How can those features meet the interests, capabilities and behaviour levers of individuals? In
other words: What does cycling and walking tracking enable?
3. Consequently, in what ways can they promote behaviour change and increase the attractiveness of
walking and cycling? And what is the features’ potential impact towards existing goals (particularly
increasing cycling and walking)?
4. What are the Information and Communication Technologies’ (ICT) challenges put by those features
(including non-technical issues like privacy) and related barriers and needs, and how can they be
overcome (in the app development, the campaign design and for planning purposes)?

2.2. What is being evaluated?
2.2.1 TRACE PILOT APPLICATIONS AND SITES
Within the TRACE project two mobile applications with a tracking service and one tracking device are being
developed. Their aim is behaviour change with regard to mobility choices. The apps and the device will be
tested in eight pilot sites together with a tracking-for-planning tool that uses the tracked data to provide
information to urban planners on the movements of pedestrians and cyclists.
We provide a short description of the applications and the device as well as of the pilot sites here; Table 1
gives an overview. In deliverable D6.1 “Pilot Implementation Strategy” they are described in more detail.

The applications/tracker
Cycle2Shop (mobile app)
The app offers permanent benefits and discounts from participating local shops to customers who arrive by
bike. The user of the app will receive a notification when he/she arrives at the shop. The notification will
announce that the user is eligible for a specific benefit in that shop. The cyclist shows the notification to the
shopkeeper who will credit the benefit to the customer at the moment of payment. In this scenario the app
will only detect whether or not the person has cycled to the shop and is therefore eligible or not. In another
scenario campaigns can be set up in which the shops grant one-time benefits for a defined amount of
kilometres cycled, e.g. for leisure at the weekend. In this case the app tracks the person’s way in addition to
identifying the transport mode.
The app will create a network of shops and bicycle users, continuously promoting the use of the bicycle for
urban travel. By improving the sense of a cycling community, Cycle2Shop is expected to contribute to a
structural increase in cycling.
Positive Drive (mobile app)
The app is based on making and rewarding the right transport choices. Right choices are those that are less
harmful to the environment, i.e. active modes, but also public transport. As soon as the user turns on the
app it starts measuring and rewarding good behaviour and giving direct feedback. Positive Drive only uses
positive incentives, such as coaching, prizes, social status and achievements. The user can see all rewards
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gained, share the achievements through social media and play for prizes in the virtual game room. The
coaching program is driven by the achievements and is tailored to each individual user.
TRACE will extend and improve the already existing Positive Drive app to offer users better feedback on
walking and the use public transport, in addition to cycling and using a car.
Traffic Snake Game (tracker)
The Traffic Snake Game originates from Belgium. The objective of the game is to promote sustainable
transport to school for primary school children (age 4 to 12), their parents, and their teachers.
During the game everyone in class is asked to tell how they have come to school. For cycling, walking or
carpooling the pupils get points that add up on a snake banner. The aim is to get the snake full of point
stickers within the time of the game. The reward, which is defined by each school individually, can be ‘no
homework for a day’ etc. In any case, it is an awareness raising game; ideally, the behaviour remains the
same for some pupils and their families after the game is over.
The game currently runs in more than 1700 schools across 18 EU countries. Traditionally, the game is
paper-based. A web-based version (TSG 2.0) has been developed in 2015; it can be played on a computer
(schools often use a SMART board to play). The web-based version can run without any physical materials,
but schools tend to use the materials (i.e. banner, stickers and posters) of the paper-based campaign aside
the web-based version. Within TRACE, mobility tracking will be added to the original Traffic Snake Game.
Tracking may supply relevant data to the schools that aim to increase traffic safety around the school. For
example, from the routes taken by children who cycle and walk to school, the school can identify where it
might be useful to ask someone to help children to get safely cross the street. As a mobile app is not
suitable for primary school children a tracking device has been developed. This can be carried by the
children in their backpacks and will record their movements, identifying modal choice, trip length, trip
duration and chosen route.

The pilot sites
There are eight cities, some of them represented as partners in TRACE, who are functioning as pilot sites.
Table 1 shows which city will be running campaigns with which pilot app. More detailed information on the
pilot sites and their individual campaign implementation strategies are the content of deliverable D6.1.
Table 1: Overview of TRACE applications and pilot sites

Pilot site

Partner

Agueda (PT)

Cycle2Shop

Positive Drive

Traffic Snake
Game

Tracking-forplanning tool

Agueda

x

x

x

Belgrade (RS)

FTTE

x

x

x

Bologna (IT)

SRM

x

x

x

Breda (NL)

Breda

x

x

x

Esch/Luxembourg (LU)

LuxM

x

x

x

Hasselt/Flanders (BE)

M21
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Plovdiv (BG)

EAP

x

Southend-on-Sea (UK)

SSBC

x

x

x

x

x

x

2.2.2 OPEN ACCESS MODULES
One of the outcomes of TRACE is a set of open access modules that encapsulate the main techniques that
emerged from the research efforts in WP4.
They constitute building blocks that were exploited by some tools developed in WP5. Furthermore, they
are envisioned to be made available as open source software components to be used (and improved) by
the community for the purpose of other behaviour-change applications that will emerge out of the context
of TRACE.
More precisely, the following modules were built:
!
A general-purpose energy-efficient tracker module, called TRACE Tracker;
!
An advanced modality recognizer, called TRACE Recognize;
!
A web-based storage service, called TRACE Store, with support for efficient processing of spatiotemporal trajectory data collected by tracking-based campaigns.

2.2.3 TRACKING-FOR-PLANNING TOOL
The tool is an instrument for tracking-data analysis for urban mobility planning and policy making purposes.
There is a lack of data on cycling and walking. These means of transport are too complex and planners and
policy makers often not easily understand the data’s meaning. The tool will support them in interpreting
the most relevant information produced by tracking systems, allowing them to identify and rank issues and
monitor specific space and time frames.
The tool translates cycling and walking tracking data into relevant spatial indicators in the mobility network.
The output is provided in a format that is compatible and can be visualised in any GIS.

2.3. Evaluation approach
2.3.1 GENERAL EVALUATION DESIGN
Evaluation in TRACE will be partly quantitative and partly qualitative. The development of the open access
modules will be assessed qualitatively in expert interviews with the developers (process evaluation). Their
experience will be a valuable source of information in order to identify weaknesses and strengths as well as
lessons learned from the development process.
In contrast to this, the evaluation of the pilot applications and campaigns will look at their implementation
and possible multifaceted impacts (on performance, behaviour change, urban planning etc.). The sources
for the evaluation will be quantitative online surveys conducted after the campaigns with users of the apps
and stakeholders of the individual campaigns. In addition, there will be focus groups or interviews in which
qualitative data will be collected. There will be no online surveys before the campaign for the two mobile
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apps. This would only make sense if the sample was known and people could be addressed without already
having actively decided to participate in the campaign and using the respective app. Moreover, the
duration of the campaigns is by far too short to receive reasonable information on changes in their actual
mobility behaviour. Therefore, it was decided to use the qualitative data to draw conclusions on potential
trends the campaigns may have induced.
For each of the two mobile apps there will be one single question on people’s mobility behaviour that will
be asked twice, once incorporated in the registration procedure and again after the end of the campaigns,
as a push notification. This will add a before-and-after element to the evaluation of the campaigns. Here
are suggestions for this question for each app; however, the final question needs to be agreed within each
campaign:
Cycle2Shop:
How many times do you use a bike per week?
(almost) every day
1-3 times per week
less than once a week on average
(almost) never
Positive Drive:
A)
Which means of transport do you normally use for going to work/doing grocery shopping/for short
distance trips (up to 5 kilometres)?
Car – bicycle – public transport – walking – others
or
B)

How often do you use the car for grocery shopping?
(a) I always use the car
(b) I mostly use the car
(c) I use the car for about half of my shopping trips
(d) I mostly use other means of transport
(e) I never use the car for grocery shopping
(f) I never go grocery shopping

The final question will have to be defined in accordance with the app developers and the campaign
managers.
For the Traffic Snake Game there will be before and after the campaign hands-up surveys in the classroom,
asking the children by what means of transport they have come to school on that day.
For cross-site user analytics the data collected in the back end of the different apps are harmonised and can
be used to assess app performance and efficiency of communication channels. Further explanation of the
evaluation approach for the cross-site user analytics is in chapter 5.
The various evaluation activities take place in different work packages of TRACE and at different points in
time. Table 2 gives an overview of
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!
!
!
!

what is being done in which work package with regard to evaluation,
what the expected findings are,
who the target groups are and
what method of evaluation is being applied.
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Table 2: Key elements of the evaluation in TRACE

Work
package

What is being evaluated?

Findings?

Target group

Key elements

WP2

Behaviour change campaigns
(ex ante)

•
•

Stakeholders
End users

Online surveys
Focus groups
Interviews

WP3

Tracking in planning
(ex ante)

Assessment of potential of tracking for
planning and policy making

Municipal technicians

Surveys
Expert interviews

WP7

Pilot campaigns
(ex post)

•
•
•
•

Level of satisfaction of stakeholders
Level of satisfaction of end users
Effectiveness of campaign
Impact on increase in cycling and walking

Stakeholders
(i.e. schools, shops, local authorities)
End users

Online surveys
Focus groups
Back-end data

WP7

Tracking in planning processes
(ex post)

•
•
•

Municipal technicians at pilot sites

Interviews

•

Gaps in tracking information
Improved quality of tracking data
Methodologies used for indicators, coping
with large amounts of data
Planning and policy processes

•
•

Effectiveness of tools
Development experience

Complete WP6 database
Developers (TRACE and external
users of the open access modules)

Expert interviews

WP7

Cross-site user analytics
• open access modules
• apps
• tracking-for-planning tool

Stakeholders’ and end users’ interests
Levers for behaviour change
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This evaluation plan is targeted at activities related to the ex post evaluation of the pilots, the evaluation of
tracking services for planning processes, the evaluation of the development process of the tools and
applications and cross-site user analytics (all in WP7).
Table 3 shows the evaluation ‘subjects’ and who will be involved in the evaluation of the development
process and/or the implementation and its impacts.
Table 3: What is going to be evaluated and who needs to be involved

INVOLVE WHOM?
Developers
Stakeholders of
behaviour change
campaigns
D
D
i

Open access modules
Apps (behaviour change
campaigns)
Tracking for planning tool

D

City planners

End users

i
i

D = Evaluation of the development, i = Evaluation of the impacts

2.3.2 DESCRIPTION OF EVALUATION ELEMENTS
With evaluation elements we mean the means of data collection being applied within the evaluation
activities carried out in WP7. These are:
!
Surveys (online/hands-up) for different target groups (end users/stakeholders)
!
Focus group / stakeholder interviews
!
Context data
!
Back-end data
!
Expert interviews
In the following section these means of data collection will be described in more detail.

Surveys
Users of the mobile apps (Cycle2Shop and Positive Drive) provide their e-mail address during the
registration process. After the campaign they will be contacted by e-mail and invited to fill in an online
questionnaire. In this we will ask them about their mobility behaviour as well as their experience with the
app and the campaign in general. In addition, they will be asked for some socio-demographic information in
order to categorise the users by gender, age or professional occupation. The questionnaire is based on the
one that has been used by WP2 for the ex ante user survey in order to be able to compare results.
To a limited extent the individual campaigns will be allowed to add specific questions to the survey in order
to collect data related to their particular local setting.
The different sites will be asked to clearly add in the design of their campaigns a chapter on evaluation and
they will receive assistance on how to obtain maximum feedback. Moreover, the local evaluation strategy
should aim at receiving feedback from users and stakeholders that provides a balanced view of the
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experiences and impacts (e.g. avoiding that only the very happy users respond, or very unhappy users
express their opinions). It is up to each campaign manager to make use of incentives to increase the
response rate.
There will be no online user survey for the Traffic Snake Game Tracker. Information on mobility behaviour
will be collected through a hands-up survey in class. For more in-depth information parents (as users) will
be involved in the focus group discussions or will be interviewed, see below).
The stakeholders involved in the various local campaigns are an important source of information with
regard to acceptance of the apps and satisfaction with the campaigns. Therefore, online surveys will be
conducted with the stakeholders too, asking them about their motives for participation, their original aim
and whether their targets have been met etc.
The stakeholder surveys will build on the ex ante stakeholder survey carried out in WP2.
Indicative forms for questionnaires – users and different kinds of stakeholders – will be provided (annex
c/d) and will have to be adapted to and translated for each campaign by the local partner according to their
specific needs.
For conducting the online surveys the local partners will contact the users by e-mail. E-mail addresses of
users will be available from the registration process, for stakeholders they will probably be available
anyway. Standard texts for these e-mails are also provided in annex and will have to be translated and
adapted to each campaign by the local partners. With regards to privacy issues, the local partners are
advised to check national legislation on potentially limiting regulations for using e-mail addresses of users
to send them an invitation for a research survey (e.g. if an explicit user agreement is needed, i.e. double
opt-in procedure is necessary). The procedure will be similar in all campaigns (Figure 1).
Registration procedure –

Download the app

including e-mail address and
learning about what is this
app, what does it do and what
is its aim, what is TRACE and
what happens to my data and
about the pilot campaign etc.

E-Mail from campaign manager

to users directly after the campaign
is finished, inviting them to take part
in a research survey and providing a
link to the online questionnaire
(SurveyMonkey) and stating how
long this survey will be open.

On the starting page of the
survey, again, there will be
an explanation of what
TRACE is, what happens to
the data etc.

Figure 1: From user to test person – the standard procedure

Focus group / stakeholder interview
A focus group is a group interview which intends to collect the opinions and reactions of a group of people
on a certain topic or product.
In TRACE, it will be applied to better understand the acceptability of the TRACE products (Cycle2Shop,
Positive Drive and Traffic Snake Game Tracker), the stakeholders’ willingness to support the campaigns,
their opinions and suggestions about the exploitation and business potential of the apps and their
expectations, especially by addressing specific issues that are difficult to cover by questionnaires.
The disadvantage of focus groups is that they are difficult to arrange. Not only the recruitment of
motivated people who spend some of their free time discussing the matter is difficult and incentives would
bare a risk of bias, but from an organisational point of view too, it is difficult to find a date and time on
which all interested persons are available. For this reason the local partners are being offered a choice to
select between focus groups and stakeholder interviews. Interviews are costly in that they are being done
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in a one-by-one situation and should ideally be recorded and transcribed, but they can be carried out on
the phone, which makes it much more practical.
Focus groups had been set up for ex ante evaluation and in order to support the development of the apps
and campaigns. After the campaign is over, again, focus groups will be set up where possible and come
together to jointly discuss the campaign and the experience with the apps.
Focus groups are made up of stakeholders of the campaigns (shop owner/sponsors, teachers, parents, city
staff etc.) and should not be larger than 6-10 persons. Guiding questions for the discussions as well as for
the alternative stakeholder interviews are in annexes e, f and g for the respective apps/campaigns.
A special occasion of a focus group will be the developers – the ones within the TRACE consortium as well
as a minimum of four external developers who have made use of the open access modules. All of them will
be invited to participate in a webinar in order to discuss the outcomes of their individual interviews (see
below).

Context data
Further, the local partners are asked to provide some context data from each pilot site with information on
the setting and circumstances of the campaign (real world constraints and individual characteristics of the
sites). These are important pieces of information to take into account; they may be external influencing
factors in the pilots.
Back-end data
In addition to the surveys and focus groups back-end data will be collected through the apps and will
deliver information about the users and their movements that will enable calculations and the drawing of
conclusions on mobility behaviour.
Back-end data will be stored on the server(s) of each respective app. For calculations the raw data is going
to be fed into the tracking-for-planning tool. This will process the data, do the map matching and provide
indicators like average trip length for each mode of transport from the entire data set of all TRACE pilots.
Expert interview
Individual face-to-face or telephone interviews will be conducted in each pilot site with selected experts
(municipal technicians and other urban planners involved) for a qualitative assessment of the tracking-forplanning tool. For the evaluation of the development process and the implementation of the open-access
modules the TRACE developers as well as a minimum of four external developers will be interviewed. The
findings of these interviews will be discussed with all developers together in a webinar (see Focus group /
stakeholder interview).

2.3.3 LIST OF TEMPLATES
!
!
!
!
!
!
!

Template for context data collection from each site
Description of campaigns from each site
Online user survey
Online stakeholder survey
Focus group guidelines/ Interview guidelines for each app
Interview guidelines for developers
Interview guidelines for the municipal technicians

The templates are to be considered draft and will be finalised during the planning of the campaigns.
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2.3.4 OVERVIEW OF EVALUATION ACTIVITIES
Table 4: Overview of evaluation activities in TRACE

Cycle2Shop

Positive Drive

Traffic Snake Game

Tracking-forplanning
Users =

Target group

Users

Stakeholders

Stakeholders

Users

Stakeholders

Stakeholders

Users

Stakeholders

Pilot site

Survey

Survey

Focus group /
stakeholder
interview

Survey

Survey

Focus group /
stakeholder
interview

Survey

Focus group /
stakeholder
interview

Expert interviews

Agueda (PT)

x

x

x

x

x

x

Belgrade (RS)

x

x

x

x

x

x

x

x

x

Data collection

stakeholders

Bologna (IT)

x

x

x

Breda (NL)

x

x

x

x

x

x

x

Esch/Luxembourg (LU)

x

x

x

x

x

x

x

x

x

x

Hasselt/Flanders (BE)
Plovdiv (BG)

x

x

x

Southend-on-Sea (UK)

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

The actual collection of the data from stakeholders and participants is done by the demo partners in the
regions and is included in task 6.6 (WP6 Implementation of pilots).
The timing of the individual evaluation activities needs to be fixed in accordance with the campaigns, but as
soon as possible. The task leaders of each evaluation activity together with the local partners responsible
for the campaign will define an evaluation timetable.

2.3.5 RISKS TO THE EVALUATION AND REMEDIAL MEASURES
In evaluation, theory and practice are often two different things. Setting up an evaluation plan is one part,
implementing it is another one. Our experience has shown that deviations from the plan are rather the rule
than the exception. As this seems to be in the nature of things with evaluation, it is sensible to take
precautions and think about what can go wrong and what remedial measure there are in order to still
receive sound evaluation results at the end. In the CIVITAS publication Evaluation matters – a practitioners’
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guide to sound evaluation for urban mobility measures1 the authors have thought about this too and
dedicated a chapter to this issue. The examples given there are not exhaustive and some of them may not
be applicable within TRACE, but the general statement remains valid: try to stick to your plan as much as
possible and make the best out of changes that you could not prevent from taking place.
Two remedial measures we have already taken are:
1. Making this plan a living document that allows us to make changes, and
2. Having a mixture of quantitative and qualitative data in order to back up one with the other.
No matter what kind of deviation may occur to the pilots, it is far better to have some data than no data at
all. There is always room for interpretation and some results will come out of it.
One important aspect that we would like to point out to the campaign managers is that evaluation is not
about measuring success, but about learning from failure and improving.

3. Evaluation of the apps
3.1. Introduction
The evaluation of the pilots will build upon the research carried out within WP2. The main actors to be
considered in this task are the final users and the local stakeholders (businesses, schools, authorities). For
both groups ex ante data has been collected within WP2, through online surveys among participants of
ongoing or finalised campaigns and surveys as well as focus groups with potential stakeholders of future
campaigns using tracking services. For the Traffic Snake Game the ex ante data on users’ mobility behaviour
will be collected before each local campaign by mean of a hand-up survey in the classroom.
The ex post evaluation is looking at the three different applications (two mobile apps and one tracking
device) and the respective campaigns in which they are being used. The apps are very different from each
other, and the campaigns will differ too, from site to site, e.g. having a different target group, using other
promotion channels and materials. So, altogether we are looking at 17 individual application cases (see
Table 4). In the following section each application is described irrespective of the campaign in which it will
be used, stating the general and app specific objectives and the related evaluation questions. However,
over time, these descriptions will become more detailed and diverse, specific for each campaign as this
develops further. Input will come from the local campaign managers. The structured approach as described
in this evaluation plan will allow us to make meaningful comparisons.

1

Dziekan, Katrin et al. (2012), Waxmann, Münster – and in the CIVITAS knowledge base:
http://www.civitas.eu/content/evaluation-matters
The handbook has been revised, translated into German and republished by the German Environment Agency (UBA);
it is available as PDF: www.uba.de/evaluation-verkehrsplanung
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3.2. Cycle2Shop (C2S)
3.2.1 OBJECTIVES
General/strategic objectives
!
Promotion of urban cycling
!
Behaviour change
App-specific/Campaign specific objectives
C2S is a network of recognition and benefits to bicycle users, together with local businesses and their
cycling community, for the good of their city. C2S gathers local businesses in a network to reward
customers who arrive on a bicycle. As the citizen rides, the app detects he or she is using the bicycle. When
he or she arrives and stays at the location of a participating business, a notification congratulates him/her
for using the bike and announces a reward. The user then shows the shopkeeper the app notification to
claim the reward, normally a discount on the items purchased.
Any type of consumer-oriented business can participate: be it a café, a restaurant, a commodity store, a
clothing shop, a museum, a ice cream bar or a pharmacy. To join the network, the shop only has to fill in an
online form stating their location and reward given to incoming cycling customers. It also may inform users
on any bike facilities (like parking).
Users can see in a map which are the businesses in the network, what rewards they offer and what are the
existing cycling facilities. Even if users do not proactively engage with the app, they will always receive the
reward notification when getting to a business in the network. The app also involves the community of
users to cycle for their city and their own good, informing each user on his/her individual and the
community’s contribution to a healthier, more sustainable and liveable city.
The strategic objective of C2S is to become economically viable by being a massively used app among users
globally. To reach this, it must be sufficiently popular among users, not only in an initial period but also
during a long user lifetime. It must also be interesting for shops and other stakeholders. From the
perspective of cities, it should create a permanent incentive to behaviour change towards bicycle use.
The target for the C2S app is for each site and depending on the individual campaign design, to engage 20100 shops/cafés (20 businesses per 100,000 inhabitants) and to involve at least the equivalent of 3% of the
cycling population, i.e. number of persons engaged = population * mode share * 3%. Another crucial target
is the users’ engagement to be enduring, having 50% of the users still having the app after 6 months from
the download.

3.2.2 EVALUATION QUESTIONS
The objectives lead us to the following evaluation questions that are to be answered by the evaluation
activities in TRACE:
!
How satisfied were stakeholders with the campaign? Has it met their expectations (attracting more
customers, improving their image, contributing to local commerce, knowing their customers)?
!
How satisfied were end users (participants) with the campaign (easy to participate, added value
services, incentives etc.)?
!
Did the campaign have an influence on the mobility behaviour or travel choice of the participants?
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3.2.3 EVALUATION DESIGN AND DATA COLLECTION
In a pilot setting like we have with the Cycel2Shop app the available ex ante data are the surveys carried
out in WP2 (cf. D2.1) and we built on these for the ex post evaluation of the campaigns that are using the
Cycle2Shop app.

Surveys
The main criteria for the evaluation are behaviour change and user and stakeholder satisfaction. The first
will be measured in an online user survey, after the campaign, together with user satisfaction. The
questionnaire will ask the participants about their mobility behaviour and about their perception of the
campaign as well as of the app. The stakeholders will be asked for their experience with the campaign.
For the ex-post evaluation standard survey questionnaires are available in English language (annex c and d),
which need to be tailored to the specific situation and adapted to the users and the different stakeholders
involved in the Cycle2Shop campaigns, i.e. businesses and local authorities, maintaining the common
elements in order to ensure comparability and completeness of data sets in the back end. The local
partners are responsible for translation of the questionnaires into the local language.

Focus groups / stakeholder interviews
In the framework of WP2 focus groups have been set up for Cycle2Shop at three pilot sites. Members of
these focus groups were the various stakeholders (shop owners, city staff etc.). Their ex ante assessment
was valuable in developing the app and shaping the local campaigns.
Information on stakeholder satisfaction and experience with the app and the campaign will again be
gathered in focus groups involving the shop owners who joined the campaign as well as representatives of
the local authority who ran the campaign. If setting up a focus group appears to be too difficult,
stakeholder interviews can be carried out instead.
Guidelines with topics and questions to be addressed are in annex e.
Context data
In addition to the data collected in surveys and from the focus groups and stakeholder interviews, the local
partners are asked to provide some general information about the local context in which the pilot is placed
(i.e. relevant information on the urban environment, status of cycling in the city/area, cultural and political
background) and the individual local campaign (which benefits were given to users, how was the campaign
introduced etc.) as this might differ from the campaigns at other pilot sites employing the Cycle2Shop app
and will show external, potentially influencing factors.
Templates for the collection of context data are provided in annex a.

3.3. Positive Drive
3.3.1 OBJECTIVES
General/strategic objectives
Positive Drive is aimed at reducing CO2 levels and improve traffic safety.
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App-specific/Campaign specific objectives
The objective of Positive Drive is to induce behaviour change towards travel choices for active modes of
transport through gamification. The mobile app rewards environmentally favourable mobility behaviour –
extrinsic in form of money, points, prizes and levels and intrinsic through an individual coaching system and
sharing achievements via social media.
Engagement target of Positive Drive is that each site will involve at least the equivalent of 3% of the cycling
and walking population, i.e. number of persons engaged = population * mode share * 3%. This goal may
need to be adapted to the specific characteristics of the campaigns.

3.3.2 EVALUATION QUESTIONS
The objectives lead us to the following evaluation questions that are to be answered by the evaluation
activities in TRACE:
!
How satisfied were stakeholders with the campaign (reduced costs, easier to engage participants,
more reliable data, more flexible, how did the campaign play a role for their own sustainable
mobility objectives etc.2)?
!
How satisfied were end users (participants) with the campaign (easy to participate, added value
services, incentives, game/competition fair etc.)?
!
Did the campaign have an influence on the mobility behaviour or travel choice of the participants?

3.3.3 EVALUATION DESIGN AND DATA COLLECTION
Survey
The main criteria for the evaluation are behaviour change and user and stakeholder satisfaction. The first
will be measured in an online user survey, after the campaign, together with user satisfaction. The
questionnaire will ask the participants about their mobility behaviour and about their perception of the
campaign as well as of the app. The stakeholders will be asked for their experience with the campaign and
app.
For the ex-post evaluation standard survey questionnaires are available in English language (annex c and d),
which need to be tailored to the specific situation and adapted to the users and the different stakeholders
involved in the Positive Drive campaigns, i.e. businesses and local authorities, maintaining the common
elements in order to ensure comparability and completeness of data sets in the back end. The local
partners are responsible for translation of the questionnaires into the local language.

Focus groups / stakeholder interviews
In the framework of WP2 focus groups have been set up for Positive Drive. Members of these focus groups
were the various potential stakeholders (shop owners, city staff, mobility communities etc.). Their ex ante
assessment was valuable in shaping the local campaigns.
Information on stakeholder satisfaction and experience with the app and the campaign will again be
gathered in focus groups involving the shop owners who joined the campaign as well as representatives of
the local authority who ran the campaign. If setting up a focus group appears to be too difficult,
stakeholder interviews can be carried out instead.
2

The requirements of the stakeholders need to be defined for each pilot campaign individually.
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Guidelines with topics and questions to be addressed are in annex f.

Context data
In addition to the data collected in surveys and from the focus groups and stakeholder interviews, the local
partners are asked to provide some general information about the local context in which the pilot is placed
(i.e. relevant information on the urban environment, status of cycling in the city/area, cultural and political
background) and the individual local campaign (which benefits were given to users, how was the campaign
introduced etc.) as this might differ from the campaigns at other pilot sites employing the Positive Drive
app and will show external, potentially influencing factors.
Templates for the collection of context data are provided in annex a.
For example, the Positive Drive campaign in Breda will focus on large employers in a specific area, while in
Belgrade the campaign is targeted at students and university staff and will be tailored to getting to and
from the university campus to town, aiming at producing a relief for the traffic and parking situation on the
campus. Moreover, the overall cycling culture in the Netherlands is certainly very different from that in
Serbia. These particular characteristics of the campaigns are important to know for comparison of results.

3.4. Traffic Snake Game Tracker (TSGT)
3.4.1 OBJECTIVES
General/strategic objectives
The overall strategic objectives of the TSGT are the same as for the game without using the tracker.
The game is designed for primary schools and aims to encourage children, parents and teachers to adopt
walking, cycling, public transport or car sharing when travelling to and from school.
The campaign aims to break down negative perceptions, such as the concern about road safety, and
promote sustainable modes as fun and healthy for both parents and children.
By walking and cycling, children become more aware of their surroundings, develop road safety skills and
improve their ability to anticipate other road users. Furthermore, walking and cycling contributes to the
recommended amount of daily exercise that children need. It also reduces congestion and parking pressure
in school environments.
An added value of the campaign using the tracker could be a visualisation of mobility behaviour in school
surroundings. The outcome could be useful for improving safety around the schools.
Specific objectives
The Traffic Snake Game is different to the other campaigns in that it is an existing campaign that has been
going on for several years and in a growing number of countries without tracking. Therefore, the objectives
of using the tracker are to compare with the results of the campaign without trackers.
The pilots will focus partly on introducing the TSG tracking based application in schools where the TSG is
already being implemented (within the TSG network) and partly on sites where TSG is new.
The engagement target is to involve at least three schools and 100 students per site.
The objectives of using a tracker in the Traffic Snake Game are to:
!
Eliminate the bias of self-reporting and provide reliable results – In the past the campaign relied
solely on self-report, adding tracking to determine modal choice may reduce fraud in the campaign
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!
!
!

Reduce the costs / workload for teachers
Increase engagement with the campaign, especially with older pupils
Provide data to stakeholders (e.g. a map with the routes taken by children)

The evaluation will therefore aim to
!
Assess the accuracy of the results (reliability of the tracker)
!
Identify the potential to reduce the costs / workload for teachers
!
Investigate whether the tracking was appealing for pupils
!
Investigate whether stakeholders (teachers, schools and/or municipalities) are interested in the
data provided by the tool

3.4.2 EVALUATION QUESTIONS
The objectives of the campaign lead us to the following evaluation questions:
!
How accurate are the results of the tracker in detecting the mode of transport?
!
To what extent does the use of the tracker influence the costs/workload of the campaign?
!
Are stakeholders interested in the data generated by the campaign?
!
Are there signs that pupils are engaged/interested in the campaign because of the tracking aspect?
In addition, we would like to answer the following more general questions:
!
What is the level of satisfaction of stakeholders (school board, teachers) with the campaign?
!
What is the level of satisfaction of final users (in this case the parents of the pupils) with the
campaign (e.g. higher motivation, the game/competition is fairer)?
!
Are stakeholders (teachers, parents) ready for a tracking feature in the campaign (e.g. are parents
willing to sign the informed consent, are teachers willing to cooperate etc.)

3.4.3 EVALUATION DESIGN AND DATA COLLECTION
For the Traffic Snake Game Tracker pilot the evaluation design is made up of a comparison of back-end data
from the tracker with the results of a hands-up survey (ex ante and ex post) as well as focus groups or
individual stakeholder interviews. This will provide the relevant information to answer the evaluation
questions and gain better insight into the potential of using a tracker in the Traffic Snake Game.
The campaign managers at each site are responsible for the data collection, quantitative and qualitative,
except for the back-end data that is obviously being collected on the Traffic Snake Game server.

Before, during and after measurement of travel behaviour
Before- and after-measurements of travel behaviour will be done, just as in the regular Traffic Snake Game,
through
a) a simple hands-up survey that is carried out by the teachers in each of the participating classes or
b) the TSG 2.0 module for a SMART board or normal personal computer, children can one by one
enter their travel modes on the website. On the screen, the dots of the relevant travel mode will
grow according to how many kids have used the travel mode (see Figure 2).
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For the measurement of travel behaviour during the campaign, tracking data will be collected and
presented in the classroom. If a SMART board is not available the class will need a computer as the tracking
data will be presented in a tab in the TSG website. Schools will be able to choose whether they collect
before or after measurements using hands-up surveys or the computer/SMART board, but for presenting
data during the campaign they do need a PC or SMART board and an account on the TSG website. For each
child a transport mode will be presented next to the name, and the teacher will be able to correct the
travel mode in the classroom in case the child reports that the travel mode is incorrect. By collecting travel
data, we will investigate the accuracy of automatically determining travel modes based on the data from
the tracking device.

Stakeholder assessment
Teachers and school staff are key stakeholders in this project. Using focus groups or interviews, we aim to
answer some of the evaluation questions stated above.
In addition, the local TRACE partners should monitor the process of engaging stakeholders to investigate to
which degree stakeholders are ready for a campaign in which school children are being tracked. Indicators
can be:
!
How easy is it to find schools that are willing to cooperate in the project?
!
Are parents signing the informed consent or are there issues with this? How many informed
consent forms were used, how many came back signed?
!
Have teachers refused to take part in the project? What were the reasons?
If the data of the project are shared with other stakeholders (e.g. municipality), it would be good to ask a
few simple questions on whether the stakeholder believes that the data are relevant and could be used in
mobility management projects. Guidelines with topics and questions to be addressed are in annex g.

Figure 2: TSG 2.0 website for measuring pupils’ travel modes. Pupils click on the dot that represents their (sustainable) travel
mode
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Context data
In addition to the data collected in surveys, by the tracker and from the focus groups or stakeholder
interviews, the local partners are asked to provide some general information about the local context of the
pilot (i.e. relevant information on the schools’ neighbourhood – social context, topography, the school
system, cultural and political background etc.) and the individual local campaign (which prizes are being
promised to the pupils, has the campaign been introduced within a larger school project etc.) as this might
differ from the campaigns at other pilot sites using the Traffic Snake Game Tracker and will show external,
potentially influencing factors.
Templates for the collection of context data are provided in annex a.

4. Evaluation of tracking-for-planning
4.1. Evaluation objective
The evaluation of the tracking data analysis tool and respective pilots aims to validate the utility of cycling
and walking tracking data for urban mobility and the quality of the approach followed in TRACE. The
evaluation will cover essentially four aspects:
!
Gaps in tracking information fulfilled
!
Quality of the tracking data for planning purposes
!
Methodologies used to calculate indicators, coping with large amounts of data
!
Role of tracking data analysis in planning and policy processes

4.2. Summary of the tracking data analysis potential assessment
The previous TRACE work (WP3) studied the potential and role of cycling and walking tracking data analysis
for urban mobility planning, based on the consultation of stakeholders through surveys and a workshop.
With the aim of assessing the potential of tracking data to change cycling and walking planning and policy
processes, the previous TRACE work3 reviewed (i) the analytical capabilities resulting from tracking data,
considered (ii) the views of relevant actors in a stakeholder consultation, and collected some (iii) initial
experiences on the application of tracking data.
This work led to the elaboration on how and to what extent tracking data could support and influence
planning and policy processes, covering the analytical aspects mentioned above. It also set a basis for
development of the TRACE tracking data analysis tool, particularly through the specification of indicators.
The conclusions of the work, which will be further validated through the experience of the TRACE pilots,
may be summarised as follows:
!
Tracking data obtained though users’ mobile devices opens up an opportunity to obtain new
information on cycling and walking activities.
3

J. Bernardino, M. Lopes, P. Živanović, S. Tica, G. Lozzi, D. Stoycheva, “Walking and Cycling Tracking for Planning
Information and guidelines on using tracking data for mobility planning”, Report from project TRACE, 2016.
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!
!

!

!

!

!

Such data can be processed by GIS tools to produce quantified information about the state and
performance of the cycling or walking network.
Indicators like speeds, delays, relative volumes as well as trip origins and destinations, collected for
every part of the network, become possible. This information allows one to better identify
bottlenecks, assess user information, monitor the effects of measures or study user preferences in
ways that were not previously possible.
Mobile applications with tracking functionality (and possibly interacting with the user) could thus
complement and significantly replace traditional data collection methods (crowd sourcing). Two
main limitations to this were identified: firstly, tracking data does not provide absolute volumes in
the network, for which count data will still be needed; secondly, the sample of tracked users may
have biases.
Considering the new technical analyses that are made possible, such new tool theoretically
promises to enable better diagnoses and decision making towards cycling and walking provision.
This is also the belief of the planners and user representatives consulted for this work.
However, such capability does not guarantee by itself that the use of tracking data will be
embraced within planning and policy processes. The review of past applications of planning support
systems shows that they are not always successful in penetrating the planning and policy practices.
A different, perhaps even more crucial dimension of the influence of cycling and walking tracking
data is its communication ability. Planners evaluated “Communication to policy makers” as the
most relevant application of tracking information. According to these stakeholders, tracking data
makes cyclists and pedestrians more “visible”, and thus more prone to be considered as a priority
in decision-making processes. “Communication among staff within the local authorities” and
“communication to citizens” were also cited in the survey as important functions of tracking data.

4.3. Evaluation method
The TRACE tracking data analysis tool will be used in eight pilots in different sites, applying the data
collected by the behaviour change apps. This data will cover diverse urban contexts, user groups,
organisations settings and policy scopes, providing an opportunity to characterise distinct possible uses of
such a tool. These pilots will enlarge the poll of the few cases that have been considered in the assessment
study.
The evaluation will cover the four elements above, going as much as possible into the hypotheses generally
described above across the four evaluation topics: data gaps fulfilled, quality of data, indicator supply and
role in influencing planning and policy processes.
Qualitative data for the evaluation will be collected through expert consultations:
!
The leader of the tool development and conductor of pilots (TIS)
!
The eight local pilot implementers
The interviews will be focusing on the following questions:
!
Does the provided information fill relevant data gaps?
!
What planning and policy objectives could be supported using the tool with the collected data?
!
Is the data sample adequate for the planning and policy objectives in question?
!
Are the network and indicators calculated representative of the reality?
!
Were there any technical problems?
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!
!
!
!

Is the tool easy to use and compatible with the locally available competencies and tools?
Describe the planning and policy process in which the tool application was involved.
What was the relative importance of different applications of the tool, particularly technical
analysis vs. communication instrument?
Considering your experience, how do you believe the availability of a tracking analysis tool and data
could influence such planning and policy processes in the future?

To answer some of these questions, the local pilot implementers may also be requested to directly consult
other relevant staff members within their organisation or relevant local stakeholders who may benefit from
the tool.
Complementarily to the qualitative feedback provided by the involved staff, some quantitative elements
may be used to validate quality of data and indicators and enable comparisons between sites and contexts:
!
Sample sizes
!
Sample characteristics
!
Indicator statistics (average, standard deviation etc.)

5. Cross-site user analytics and feedback
from developers
5.1. Introduction
This evaluation task is directed at all three product types developed in the TRACE project: Open access
modular tools, tools for behaviour change campaigns and the tool for tracking data analysis for urban
mobility planning and policy making. There are two main tasks. First, cross-site user analytics…
And second, the developers of the apps and external developers who have used the open-access modules
will be involved, asking for their experience during the development and implementation process
(qualitative ex post process evaluation).

5.2. Cross-site user analytics
Cross-site user analytics will provide information about the effectiveness of the different tools. The analysis
is done with the complete databases of the pilots from WP6. With these databases the actual use of the
tools can be analysed for different user profiles and campaign types. The outcomes of the analyses will
then be contrasted with the interview results from task 7.2.
App user analytics allow us to answer questions like: Are users reaching the goals defined for the app? Why
are users using, or not using, the tool? Which elements of the app could be improved? Are the
communication channels for dissemination delivering downloads? Which channels give most quality users
(i.e. users that reach intended goals)? All in all, which channels are more cost effective than others?
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This information is directly useful for the app managers to continuously improve the app and for local
campaign implementers to communicate more effectively.
For the evaluation in TRACE, we can learn lessons from user analytics about drivers and barriers to
behaviour change pilots using applications with tracking functionality.
There is widely available guidance on building app user metrics. In TRACE, the framework proposed by the
Buzinga enterprise4 is applied. It consists of five core metrics, each subdivided into more specific metrics.
The five core metrics are:
1. Acquisition metrics
Refers to the number of downloads and where they come from, i.e. from which communication
channels they originated.
2. Engagement metrics
Refers to how much users are actually engaging with the app and accomplishing the defined goals.
3. Retention metrics
Refers to whether existing downloads translate into a long lasting use of the app, and ultimately to
the value each user is bringing.
4. Quality metrics
Refers to the quality of the app programming code (crashes) and to the user experience
5. Behaviour metrics
Refers to how users are engaging with the app in the outside realm of the app itself, i.e. to when,
where or with whom they are using the app, and how that relates to the features used and actions
made.
The TRACE evaluation will focus on the first three metrics. The two latter metrics are mostly relevant for
specific app development improvements, referring to details that will not be covered by the TRACE
evaluation.
A relevant metric, which will not be subject to evaluation, is the lifetime value per user. This is because, at
the stage of pilots, there will be no data on revenues, as the pilots do not involve revenues. The assessment
of possible lifetime value scenarios per user will be covered later in the formulation of business models in
WP8.
Table 5 describes the specific metrics to be covered for the evaluation or for specific app management.
While some metrics are the same for the apps covered by this assessment, others require a specific further
definition for each application, which will be defined by the app managers.
For the TRACE evaluation, the interpretation of the quantitative user analytics data will be performed
complementarily to the feedback received from the app developers and local campaigners.

4

http://www.buzinga.com.au/buzz/measuring-the-success-of-a-mobile-app/
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Table 5: Metrics for app user analytics
Metrics

Indicators

Descrip+on

* = used in the TRACE evalua4on

Data
per
user?

Speciﬁc inputs
of the app

1. ACQUISITION METRICS
Downloads

Number of downloads

# of downloads*

Understanding where your users are
ﬁnding/discovering your applica4on will
help you start to deﬁne which channels are
providing the best return on investment
(ROI)

# of downloads per discovery
channel*
ROI per channel*

x

• channels used
• investment per
channel

Number of ac4ve users. The deﬁni4on of
ac4ve user depends on each app. A
common deﬁni4on is having made ﬁve
sessions.

# of ac4ve users*

x

deﬁni4on of
ac4ve user

Time of user session in app tends to be
associated with higher performance
campaigns and increases the chance of
comple4on of goals.

Average 4me per session

x

Goals completed

Goals or events are something that is aimed
for the user to do within the app.

# of cycling/walking events*
# of goals completed

x

User loyalty

Time-span that someone remains an ac4ve
user of your applica4on.

Average 4me-span having the app*

x

Discovery

2. ENGAGEMENT METRICS
Ac+ve users

Session length

3. RETENTION METRICS
Life+me value
(LTV)

Revenue minus costs per user, for the
life4me of u4lisa4on of the app

n/a (to be considered in the business
model development in WP8)

Reten+on rate

Number of users who keep the app each
month, rela4ve to the total amount of
users. A high reten4on rate is oWen an early
sign of market viability.

% of users retaining app each month*

x

Automa+c crash
report

An automa4c crash-report (sent to
programmer and marketer)

# of crashes

x

Manual user
feedback

Field for users to report on user experience

Qualita4ve informa4on

x

Reviews in app store

Average score
Qualita4ve review

4. QUALITY METRICS

App store review

5. BEHAVIOUR METRICS
Devices, loca+on
and ac+ons

Usage +me and
frequency

What devices do your customers use to
engage with your applica4on? And where
are they when they engage the most?
Which user ac4ons are produced when and
where? This informa4on allows to
understand how users engage with the
applica4on and helps to design it in a way
that is eﬀec4ve.

n/a

When and how frequently do your users
open your applica4on? What features are
most frequently used?

n/a
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The table also includes a field identifying the metrics for which it is relevant to keep track of data for each
user of the application in the database. This allows one to perform filter analyses providing other relevant
insights for app managers and campaigners, as described by Buzinga:
Acquisition Metrics + Quality Metrics + Behaviour Metrics
!
Provides insight on what types of users are most likely to give feedback on bugs, etc. without
abandoning the application. This is useful for when introducing and testing new features in a
sandbox environment with selected users.
Behaviour Metrics + Acquisition Metrics
!
Provides insight into the most important behaviours of Quality Users. This helps update the User
Experience to accommodate their preferences.
Retention Metrics + Quality Metrics + Acquisition Metrics
!
Provides insight on how many of users are lost to bugs/issues/lack of features and an associated
value. Helps prioritising, which issues/bugs/features need to be sorted first.
Engagement Metrics + Behaviour Metrics
!
Shows where users are engaging with the application and for how long. This gives an insight into
app design, like when to send a push reminder notification.

5.3. Feedback from developers
Both the developers that have worked on the TRACE tools and at least 4 external developers that used the
TRACE open access modular tools will be interviewed about their experiences with the tools.
TRACE will host a webinar to discuss the results from the interview with the developers and define
recommendations for future development.
Guidelines for topics and issues to be addressed and discussed with the developers in the form of an expert
interview are in annex h.

I

D7.1

I

Annex

I

www.h2020-trace.eu

IWWHJKwww.H2020trace.com

32

6. Outlook
This evaluation plan for the TRACE project encompasses the evaluation framework for the pilots
(campaigns and apps), for the tracking-for-planning tool as well as for the open-access modules. It further
comprises the methodological approaches, the evaluation design, and indicative versions of the
questionnaires to be used for the stakeholder and user surveys, the focus groups and the expert interviews.
However, with the apps just being finalised and the campaign strategies being in a state of development,
this plan provides first guidance, but is not to be understood as final or complete. In the months to come
the partners of WP7 (evaluation of pilots) will assist the pilot managers in setting up individual evaluation
plans, taking into account their specific target group(s), local settings and campaign characteristics, which
may lead to different questions or a different scale or choices for answers for individual questions, only to
fit their campaign best. During this process it will be the responsibility of WP7 partners to ensure the
retaining of common elements in the surveys, enabling comparisons between campaigns or pilots later.
This is why we define this as a living document that will evolve as the project develops. From our
experience it is better to follow this organic procedure rather than determining the details for each
campaign evaluation top-down and then having to deal with a lot of changes.
It is our aim that the local pilot managers understand the evaluation and support it with all their action. We
are going to be in regular contact, answering their questions and assisting in shaping their evaluation
activities. Moreover, this will help us too – to better understand the campaigns, the apps and the
difficulties that have been encountered during implementations. This knowledge will be an asset in
analysing the data and interpreting the results – for the good of the evaluation.

7. For more information
!

Project coordinator at INESC ID: Paulo Ferreira : paulo.ferreira@inesc-id.pt

!

Project communication manager at Polis: Giacomo Lozzi: glozzi@polisnetwork.eu

!

Main author of this document: Stephanie Keßler: s.kessler@luxmobility.eu

!

Project website: www.h2020-trace.eu

!

Twitter: @TRACE_project

!

TRACE LinkedIn Group: TRACE Project
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ANNEXES
A. Template for context data collection from each site
Pilot city
(Name)

Pilot site
Please describe your pilot site in relation to the rest of the city (what is similar, what is different?)

Demography
As percentage, for better comparison, at least: male/female, age groups (preferably in decades),
unemployment rate, working/retired, birth rate

Social structure
Please describe for the pilot site in relation to the rest of the area (or whatever is relevant, e.g.
wealthy/poor, students/workers/academics)

Topography
Please describe, e.g. how high is the highest elevation (hill?) in the city/pilot site?

Climate
Please describe the situation in your own words, but also provide the average days of rain/month in which
the campaign takes place.

Modal share
Please provide for the city AND (if available) for the campaign site (e.g. university, shopping centre, local
area)

Political situation
Please describe if the city/campaign site is considered bike friendly, what government (which party, i.e. left,
right, socialist, green) do you have, if the government has recently changed and if so, how this effects
transport policy, etc.
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B. Description of each campaign
Cycle2Shop
Description of campaign
What is the target group of the campaign?
Who are the stakeholders?
Who are the members of the focus group?
How has the campaign been advertised (Facebook, other social media)?
What materials have been produced (flyers etc.)
Which benefits were granted?
Which special lotteries were set up?
…

Positive Drive
Description of campaign
What is the target group of the campaign?
Who are the stakeholders?
Who are the members of the focus group?
How has the campaign been advertised (Facebook, other social media)?
What materials have been produced (flyers etc.)
What prizes were in the ‘washing machine’?
…

Traffic Snake Game
Description of campaign
Criteria for the recruitment of schools
Members of the focus group
Are the schools TSG newcomers or repeaters?
Which prizes were promised to the pupils?
Has the campaign been introduced within a larger school project?
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…
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C. Standard user survey
E-MAIL INVITATION TO SURVEY
Dear [name],
We contact you as a user of the xy app. This app was developed in the context of TRACE and was used in
the campaign xy in city xy.
TRACE is a European research project, funded by the Horizon2020 programme for research and innovation,
in which we will investigate how tracking tools can encourage people to walk or cycle. For more
information please visit www.h2020-trace.eu.
Now that the campaign is finished we would like to learn from your experience. Your input is very valuable
for us.
Please follow this [link] to complete our short survey. This will not take you more than 10-15 minutes.
This survey will be open until xx/xx/2017.
Should you have any questions, please contact xxx through xxx@yyy.com.

QUESTIONNAIRE

Introductory text
Thank you for taking part in this survey. Your input is very valuable for us.
You have participated in the campaign XY in city XY. We would like to know what your experience is, with
using the XY app and with the overall campaign. Your input will be used to evaluate the app within the
TRACE* project.
Completing the survey will not take you longer than XY minutes. In case you need help or have questions
about this survey, please contact XY from XY through xx@yyy.com.
*TRACE is a European research project, funded by the Horizon2020 programme for research and innovation, in which
we will investigate how tracking tools can encourage people to walk or cycle. For more information please visit
www.h2020-trace.eu.

Campaign/app
How did you hear about the campaign?
School
Company
(Social) Media
Word of mouth
Others (please explain)
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Which of the following aspects convinced you to use the app?
(Multiple answers possible)
Because friends/family used it
Possibility to win a prize/collect benefits
The gaming aspect
Share my data to give input to policy makers
My personal statistics
Others (please explain)
How satisfied were you with the prizes/benefits/discounts? " scale
How regularly did you collect benefits during the campaign? (Cycle2Shop) " scale
How often did you play games? (Positive Drive) " scale
Please rate (1-5)
Using the app is fun 1 – 2 – 3 – 4 – 5 is boring
Using the app is simple 1 – 2 – 3 – 4 – 5 is complicated
Learning about my own trips was informative 1 – 2 – 3 – 4 – 5 has no added value
Did you check your statistics/feedback on your trips?

Yes/No

What did you think about this feedback?
Not at all

Not

Neutral

Yes

Very much

Interesting
Useful
Attractive

Did you check the overview of your trips?

Yes/No/I don’t remember.

How useful do you find these statistics?
Not at all

Not

Neutral

Yes

Distance
Average speed
CO2 avoided
Calories burned
Money saved
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Did checking these statistics motivate you to track more trips?
Not at all – no – neutral – yes – yes, very much
Would you like to have additional statistics?
Which ones? (please explain)
Did you compare results with other users?

Yes/No

What did you think about the comparison?
Not at all

Not

Neutral

Yes

Very much

Interesting
Useful
Attractive

Did the comparison motivate you to…
Not at all

No

Neutral

Yes

Yes, very much

…track more trips?
…use non-motorised
transport more often?

Are you still using the app for tracking?
Yes, frequently – Yes, sometimes – No
How long have you used the app?
One day – more or less one week – less than one month – more than one month
Why did you delete the app? (Multiple answers possible)
Because it used too much battery.
Because it needed too much space on the smartphone.
I have given enough data.
I was annoyed with the notifications.
Tracking was not accurate.
The app was too slow.
Use of 3G was too high.
I never won anything.
The prizes/benefits weren’t appealing to me.
I had difficulties claiming/collecting a prize/benefit.
The campaign was finished.
I didn’t like it.
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I don’t remember.
Others (please explain)
What did you miss in the app?
[In the final questionnaires, please make sure to only ask features that are not included in the respective
app yet.]
Challenge on social media
Share my trips on social media
An interactive chat dashboard
More detailed personal statistics
Possibility to see other participants’ trips
Others (please explain)
With what type of smartphone did you use the app?
With what operating system and what version did you use the app?

How do you rate the following aspects of the app/campaign?
Very negative

Negative

Neutral

Positive

Very positive

N/A

Campaign slogan
Name of app
Images used
Graphic design app
User friendliness

Do you have any suggestions for improvements of the existing app or for new developments?

Mobility behaviour
Which means of transport do you use regularly (at least several times a month)?
Going to
work/school

Doing grocery
shopping

Car
incl. as driver or passenger, carpooling,
car sharing, e-car, taxi
Motorcycle
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incl. scooter
Public transport
incl. commuter train, metro, tram, bus
Bicycle
incl. rental bikes, e-bikes
Walking (from origin to destination)

How often do you use the following means of transport for the longest section of your way to
work/school/university?
(Almost)
Daily

1-3
days/week

Less
frequently

Never

Car
incl. as driver or passenger,
carpooling, car sharing, e-car, taxi
Motorcycle
incl. scooter
Public transport
incl. commuter train, metro, tram, bus
Bicycle
incl. rental bikes, e-bikes
Walking (from origin to destination)

How often do you use the following means of transport to do your grocery shopping?
(Almost)
Daily

1-3
days/week

Less
frequently

Car
incl. as driver or passenger,
carpooling, car sharing, e-car, taxi
Motorcycle
incl. scooter
Public transport
incl. commuter train, metro, tram, bus
Bicycle
incl. rental bikes, e-bikes
Walking
(from origin to destination)

How has the campaign/app influenced your mobility behaviour?
(Multiple answers possible)
I go more often on foot than before.
I cycle more often.
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I use public transport more often.
I use a car more often.
No influence
I don’t know.
Are you using your bike more often due to the campaign/app?
Yes, a lot – Yes, a bit – No, I already used the bike very often – No, I used the bike only for the
duration of the campaign

User segmentation
Gender Female Male
Year of birth
e.g. 1973
City
What is your employment status?
Working full time
Working part time
Housewife/househusband
Unemployed
Student
Retired
Do you have children? Yes/No
How many children do you have in the following categories?
Not yet attending kindergarten or school
At kindergarten
At primary school
At secondary school
At high school
Working
In higher education (college/university)
Graduated
Do you normally have a car at your disposal?
Yes/No
Do you have a bicycle at your disposal? Yes/No
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D. Standard stakeholder survey
E-MAIL INVITATION TO SURVEY
Dear [name],
TRACE is a European research project, funded by the Horizon2020 programme for research and innovation,
in which we will investigate how tracking tools can encourage people to walk or cycle. For more
information please visit www.h2020-trace.eu.
We contact you as a local business, employer, insurance company, marketing practitioner or school. You
have actively supported the pilot campaign in [city X] as a stakeholder. The XY app that was developed in
the context of TRACE was used in this campaign. We would now like to learn from your experience. Your
input is very valuable for us.
Please follow this [link] to complete a short survey. This will not take you more than 10-15 minutes.
This survey will be open until xx/xx/2017

QUESTIONNAIRE

Introductory text
You have actively supported the campaign XY in city XY as a stakeholder. This campaign has been launched
within the framework of the European project TRACE*.
We would like to know what your experience is, with the XY app and with the overall campaign. Your input
is vital to our research. In case you need help or have questions about this survey, please contact XY from
XY through xx@yyy.com for further assistance.
We guarantee that your data will only be used for the purpose of evaluating the pilot applications in the
framework of the TRACE project and will not be shared with other entities.
In addition to this online survey we will carry out a focus group meeting with 10-12 participants in which
we will discuss and exchange the experience face-to-face. The duration of the meeting will be approx. 3
hours. If you are interested in joining this research group and contributing to the further development of
the campaign, please tick here .
*TRACE is a European research project, funded by the Horizon2020 programme for research and innovation, in which
we will investigate how tracking tools can encourage people to walk or cycle. For more information please visit
www.h2020-trace.eu.

General information
Who are you? / What do you represent?
A local business
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An employer / A person responsible for the mobility policy of an organisation
An insurance company
A marketing practitioner (commodity sector)
A school (with students under the age of 18)

Location information
City
Country

Local businesses
Please indicate your type of local business
Bar
Coffee place
Restaurant
Newsstand
Shop for food
Shop for clothing/shoes/jewellery
Shop for furniture/interior design
Shop for books/stationery
Shop for bicycles
Gift shop
Pharmacy
Other (please specify)

Campaign
Did you see it as a benefit for your business to belong to the network of businesses and users of the
Cycle2Shop campaign?
Definitely not – probably not – maybe – probably yes – definitely yes
Did you see it as a benefit for your business to contribute to the Positive Drive campaign?
Definitely not – probably not – maybe – probably yes – definitely yes

How important were the following motives for your business to participate in the campaign?
Completely
not important
Attracting new customers
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Rewarding loyal customers
Spreading the news on discounts/rewards
Identifying the number of customers who
come by bike
Rewarding customers that use sustainable
means of transportation
Having a green image (CSR)
Others (please specify)

How interesting was it for your business that the following target groups were included?
Completely
not interesting

Not
interesting

Neutral

Interesting

Very
interesting

Leisure/sports bicycle users
Urban bicycle users
(bicycle use for mobility purposes)
Pedestrians
Public transport users

How did you cope with the technology?
[to be further defined by the app developers]

Do you think your business earned money from belonging to the network?
Definitely no – probably no – maybe – probably yes – definitely yes

Did your business earn money from belonging to the network? YES/NO
[Filter if YES]
If the campaign was running for a longer period or on a continuous basis, would your business be willing to
share a small percentage of the monetary gains with the product developer? YES/NO
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Employers
Please indicate your sector

PUBLIC/PRIVATE

How bike-friendly do you consider the infrastructure in the immediate surrounding of the buildings of your
organisation? (i.e. a safe, pleasant and motivating environment for cycling)
Very unfriendly – unfriendly – neutral – friendly – very friendly

How important is it for your organisation to promote the following sustainable home-work transport
choices among employees?
Completely
not important

Not
important

Neutral

Important

Very
important

Cycling
Walking
Public transport
Carpooling

How important are the following motives for promoting sustainable home-work transport choices among
employees?
Completely
not important

Not
important

Neutral

Important

Very
important

A green image for the organisation
Health and satisfaction of the employees
Cost reduction (parking costs, car costs, …)
Reducing time loss in traffic
Parking scarcity
Other motives (please specify)

Does your organisation provide benefits to employees who -

Yes

No, but we are considering
to provide benefits in the
next five years

- cycle to work
- walk to work
- take public transport to work
- carpool to work

[Filter if YES] What types of benefits are currently provided?
Mobility budget
Cycling subsidies
Public transport tickets
Free or better parking places for carpoolers
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Others (please specify)
[Filter if NO] What are the reasons for not rewarding employees who make sustainable home-work
transport choices? (multiple answers possible)
Budget constraints
Inability to distinguish users from non-users (risk of fraud)
Promoting sustainable mobility is not a policy priority of our company
Privacy of users
Level of required administrative effort
The idea of rewarding sustainable home-work transport has not been (thoroughly) considered
The benefits of the campaign are not tangible
Others (please specify)

Imagine a device or mobile phone application that would track the movements of employees and would
automatically register their everyday path and mode of transport. This would potentially allow:
- The organisation to provide benefits to employees based on their REAL commuting choices
- To inform employees on the benefits of their mobility choices
- To obtain data that can be used for CSR reporting and corporate mobility planning
To what extent do you expect that having a tool tracking home-work movements will help
Very
unlikely

Unlikely

Neutral

Likely

Very
likely

Overcoming budget constraints
Distinguishing users from nun-users (rule out fraud)
Putting the topic of promoting sustainable home-work transport
higher on the priority list
Avoiding issues related to the privacy of users
Decreasing the level of bureaucracy to implement a rewarding
system
Developing plans to reward sustainable transport choices
Making the benefits of a rewarding system more tangible

How would you rate the usefulness of tracking data of employees for –
Completely
not useful

Not useful

Neutral

Corporate Social Responsibility reporting
Corporate mobility planning and management

Which individual information would you like to obtain from a tracking tool?
Home-work distance for each employee
Home-work travel time for each employee
Home-work mode of transport for each employee
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Home-work route for each employee
Others (please specify)
Which summary information would you like to obtain from a tracking tool?
% of home-work transport by bike
% of home-work transport by foot
% of home-work transport by bus
% of home-work transport by train
% of home-work transport by car
% of home-work transport by scooter
% of home-work transport carpooling
Total distance (in kilometres) for each mode of transport
CO2 calculations for home-work transport
Ready-made travel advice / campaign material to promote sustainable transport choices
Benchmarking with other organisations
Other (please specify)

If the tool was available free of charge, how likely is it that your organisation used it to track home-work
transport?
Very unlikely – unlikely – neutral – likely – very likely
Do you think your organisation would be willing to pay for the tool?
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Schools
Who are you/what do you represent?
A member of the school board
A teacher
A parent involved in school
Others (please specify)
How bike-friendly do you consider the infrastructure in the immediate surrounding of your school? (i.e. a
safe, pleasant and motivating environment for cycling)
Very unfriendly – unfriendly – neutral – friendly – very friendly
How important is it for your school to promote the following means of transport?
Completely
not important

Not
important

Neutral

Important

Very
important

Cycling
Walking
Public transport

What types of behaviour change initiatives are conducted in your school to increase sustainable mobility?
(multiple answers possible)
Education (increasing knowledge or understanding)
Persuasion (using communication to induce feelings or stimulate action)
Incentivisation (using rewards)
Coercion (using punishments or costs)
Training (imparting skills)
Enablement (increasing means/reducing barriers, such as cycling schools, providing bikes and
removing infrastructural barriers)
Modelling (providing an inspiring example, such as a celebrity, acting in the desired way)
Restrictions (using rules)
Can you describe more in detail the type of initiative or refer to a website or online document.
Does your school give benefits to children who –
Yes

No, but interested for the future

No, and not interested for the future

- cycle to school
- walk to school
- take public transport to school

[Filter if YES] Please indicate the type of benefits (multiple answers possible)
Individual rewards
Group rewards
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Services for cyclists (e.g. parking facilities for bikes at strategic locations)
Others (please specify)
What are the reasons for not rewarding children who cycle or walk to school? (multiple answers possible)
Budget constraints
Inability to distinguish users from non-users (risk of fraud)
Promoting sustainable mobility is not a policy priority
Privacy of users
Level of required administrative effort
The idea of rewarding cycling/walking has not been (thoroughly) considered
The benefits of the measure are not tangible
Other (please specify)
To what extent has the tracking device helped
Very
much

To some
extent

Overcoming budget constraints
Distinguishing users from nun-users (rule out fraud)
Putting the topic of promoting sustainable home-school
transport higher on the priority list
Avoiding issues related to the privacy of users
Decreasing the level of bureaucracy to implement a
rewarding system
Developing plans to reward sustainable transport choices
Making the benefits of a rewarding system more tangible

Which individual information would you like to obtain from a tracking tool?
Home-school distance for each child
Home-school travel time for each child
Home-school mode of transport for each child
Home-school route for each child
Other (please specify)
Which summary information would you like to obtain from a tracking tool?
% of home-school transport by bike
% of home-school transport by foot
% of home-school transport by bus
% of home-school transport by train
% of home-school transport by car
% of home-school transport by scooter
% of home-school transport carpooling
Total distance (in kilometres) for each mode of transport
CO2 calculations for home-school transport
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know

50

Ready-made travel advice / campaign material to promote sustainable transport choices
Benchmarking with other schools
Others (please specify)
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E. Focus group guidelines for Cycle2Shop campaigns
Introduction
A focus group is a group interview which intends to collect the opinions and reactions of a group of people
on a certain topic or product. In TRACE, it will be applied to better understand the acceptability of the
TRACE products (Cycle2Shop, Traffic Snake Game Tracker, Positive Drive), particularly in addressing specific
issues that are difficult to cover through questionnaires. These guidelines have been taken from WP2, task
2.2 and adapted for ex post application.
As focus groups require a lot of organisation and it may be difficult to motivate people to participate, the
campaign managers may individually decide to carry out stakeholder interviews instead. The questions and
topics to be addressed and answered are the same. The major difference is that interviews take place in a
one-on-one situation and can be realised on the phone. We recommend, as for every qualitative data
collection, to ask for permission to make a recording of the interview for reference and analysis later.
Product description
Through the Cycle2Shop mobile app, people who use the bicycle for their trips are rewarded by local shops
for doing good to the environment and the liveability of their city. The application detects whether the user
is regularly using the bicycle or arrived at a certain place cycling. Based on that information, the app
determines that the user is eligible for discounts or rewards in certain shops.
Campaign description
Depending on the characteristics of the individual campaigns the target group and the critical questions
you want to answer will have to be extended or adapted if need be.
Target group
The target group are shop owners and could be built on the basis of the following criteria:
!
6-10 persons
!
Common aspect desired in all participants: having some openness to application of discounts or
gifts
!
Aspects where diversity is desirable (the group should be constituted by individuals with different
characteristics):
-

Bicycle-related businesses vs. other businesses: 1 or 2 bicycle related businesses are desired, but
the majority of the group should consist of other businesses
Types of business: do not focus only on one type of business, like coffee shops. Include some
diversity (e.g. coffee shops, restaurants, food/commodity shops, clothing, cinemas etc.)
Green oriented (e.g. organic food shop) vs. other business: include both types

Critical questions you want to be answered
At the end of the focus group, we would like to have the following questions covered:
!
Did they find the product interesting for them?
!
How did they cope with the validation of customers’ eligibility?
!
Would they be willing to pay to be in the network? Under what circumstances? (possibilities: pay a
small commission per customer; pay for being in the system; pay only after a minimum number of
customers)
!
How trustworthy did they find the system?
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!

!

Did the participation in this campaign improve the image of their shop among existing or potential
customers? What kind of image did they want to project? Green / sustainable, cool, healthy, bike
friendly, modern, fair trade, being engaged in a city programme etc.
Would they be interested in joint campaigns that require from customers to visit a number of
shops (including their own), and the reward can be used at one of those shops?

Additional questions will probably be added for each campaign, taking into account individual
characteristics.

Detailed guidance on the conduction of the focus group
The following steps are suggested for the conduction of the focus group. It is possible to follow different
approaches. The only concern is that the critical questions above are covered.
The focus group is divided into three parts.
Part 1 – Presentations (10 min)
!
Each participant introduces him/herself to the others (name, their business)
Part 2 – Identification of characteristics of the participants (20 min)
!
What role did they play in the campaign?
!
What were their motives for participating?
Part 3 – Specific feedback on the campaign/app
Introduce and let them discuss the questions above. Allow about 10 minutes for each issue. A critical issue
is to control the time taken for each issue. Do not let them discuss on a single issue more than the time
foreseen. Apart from the critical questions to be answered you might want them to discuss more generally
about
!
What were their expectations?
!
Did the campaign meet their expectations?
!
What went well and what did not?
!
Do they have suggestions for improvements?
!
etc.
Duration: approx. 2 hours in total
Recording: make an audio or video recording of the event, so that you can consult it later for reporting.

Reporting
Each focus group should generate a 2-3-page report addressing the following issues:
1. Report on the opinions and issues raised in the scope of each of the questions
2. When relevant, relate the opinions given with the characteristics of the participants
3. Identify the most important issues regarding acceptance: a) strong points of the product; b) crucial
barriers to acceptance
4. In general, what is the acceptance of the product?
Practicalities
Costs and financing:

I Evaluation plan I D7.1 I www.h2020-trace.eu

53

Room rental (if necessary; normally a small office room will be enough)
Snacks: approx. 30 EUR
!
Awards to participants (e.g. vouchers in shops): approx. 40 EUR * 8 participants = 320 EUR
Source of financing: budget foreseen in WP7
!
!
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F. Focus group guidelines for Positive Drive campaigns
Introduction
A focus group is a group interview which intends to collect the opinions and reactions of a group of people
on a certain topic or product. In TRACE, it will be applied to better understand the acceptability of the
TRACE products (Cycle2Shop, Traffic Snake Game Tracker, Positive Drive), particularly in addressing specific
issues that are difficult to cover through questionnaires. These guidelines have been taken from WP2, task
2.2 and adapted for ex post application.
As focus groups require a lot of organisation and it may be difficult to motivate people to participate, the
campaign managers may individually decide to carry out stakeholder interviews instead. The questions and
topics to be addressed and answered are the same. The major difference is that interviews take place in a
one-on-one situation and can be realised on the phone. We recommend, as for every qualitative data
collection, to ask for permission to make a recording of the interview for reference and analysis later.
Product description
Positive Drive is an existing mobility behaviour change tool. Positive Drive is based on “doing and rewarding
the right transport choice”. It uses only positive nudges (coaching, prizes, social status, achievements etc.).
The app tracks the routes you make by foot, bike or car. As soon as the consumer turns on the app it starts
measuring and rewarding good behaviour and giving direct feedback. The user can see all rewards
achievements, share this through social media and play for prizes in the game room. The coaching program
is also driven by these achievements and is tailored to each individual user. Positive Drive is extremely
flexible and can be adapted to almost any situation, modality and goal set.
Campaign description
Depending on the characteristics of the individual campaigns the target group and the critical questions
you want to answer will have to be extended or adapted if need be.
Target group
The target group are large and medium sized employers or employer’s organisations. The group could be
built on the basis of the following criteria:
!
6-10 persons
!
Common aspect desired in all participants:
-

Employers’ organisations that represent a large(r) group of potential participants.
Employers who are centrally located, where the staff is part of the traffic problems of the city.

Critical questions we want to answer
At the end of the focus group, we would like to have the following questions covered:
!
What are your experiences with tracking tools?
!
(How) would you like to participate in a campaign?

!

-

Under what conditions?
Should we change anything?
What amount of participants do you think is reasonable?

-

Money
Prizes
Discounts
Coaching

What kind of rewards would be important?
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!

-

Competition

-

Marketing & Communication
Financially

(How) would you like to contribute to a campaign?

Detailed guidance on the conduction of the focus group
The following steps are suggested for the conduction of the focus group. It is possible to follow different
approaches. The only concern is that the critical questions above are covered.
The focus group is divided in three parts.
Part 1 – Presentations (10 min)
!
Each participant introduces him/herself to the others (name, their business)
Part 2 – Identification of characteristics of the participants (20 min)
!
What role did they play in the campaign?
!
What were their motives for participating?
Part 3 – Specific feedback on the campaign/app
Introduce and let them discuss the questions above. Allow about 10 minutes for each issue. A critical issue
is to control the time taken for each issue. Do not let them discuss on a single issue more than the time
foreseen. Apart from the critical questions to be answered you might want them to discuss more generally
about
!
What were their expectations?
!
Did the campaign meet their expectations?
!
What went well and what did not?
!
Do they have suggestions for improvements?
!
etc.
Duration: approx. 2 hours in total
Recording: make an audio or video recording of the event, so that you can consult it later for reporting.

Reporting
Each focus group should generate a 2-3-page report addressing the following issues:
1. Report on the opinions and issues raised in the scope of each of the questions
2. When relevant, relate the opinions given with the characteristics of the participants
3. Identify the most important issues regarding acceptance: a) strong points of the product; b) crucial
barriers to acceptance
4. In general, what is the acceptance of the product?
Practicalities
Costs and financing:
!
Room rental (if necessary; normally a small office room will be enough)
!
Snacks: approx. 30 EUR
!
Awards to participants (e.g. vouchers in shops): approx. 40 EUR * 8 participants = 320 EUR
Source of financing: budget foreseen in WP7
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G. Focus group guidelines for the Traffic Snake Game
Introduction
A focus group is a group interview which intends to collect the opinions and reactions of a group of people
on a certain topic or product. In TRACE, it will be applied to better understand the acceptability of the
TRACE products (Cycle2Shop, Traffic Snake Game Tracker, Positive Drive), particularly in addressing specific
issues that are difficult to cover through questionnaires. These guidelines have been taken from WP2, task
2.2 and adapted for ex post application.
As focus groups require a lot of organisation and it may be difficult to motivate people to participate, the
campaign managers may individually decide to carry out stakeholder interviews instead. The questions and
topics to be addressed and answered are the same. The major difference is that interviews take place in a
one-on-one situation and can be realised on the phone. We recommend, as for every qualitative data
collection, to ask for permission to make a recording of the interview for reference and analysis later.
Product description
Through the TSG Tracker we want to automate the mobility data collection within the Traffic Snake Game,
offer real-time information to parents and teachers and enrich the current modal split data with
information on routes, modalities, hang-out places etc.
Campaign description
Depending on the characteristics of the individual campaigns the target group and the critical questions
you want to answer will have to be extended or adapted if need be.
Target group
The target group for the device are school children, aged 6 to 12. For the focus group we need the opinion
of parents, teachers, the school and school board.
Critical questions we want to answer
At the end of the focus group, we would like to have the following questions covered:
!
Did they find the product interesting for them? Why, why not?
!
What did they expect to gain from the tool?
!
Have they experienced any resistance from parents/children/school/management?
!
Will the tool have to include an opt-out possibility?
!
Which control features would they have liked to have as a school/parent?
!
!
!
!
!
!

Enable/disable tracking at any given point in time
Real-time access to tracking data
Opt-out

Which features should the tool offer?
Should the data be consultable? Via a user interface on TSG-website or stand-alone site?
If we were to use a checkpoint-solution, would the school be willing to invest staff costs?
Which device/carrier would you (and your children/pupils) prefer?
Would you promote such a tool?
Would you include usage of the tool in your school regulations document?
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Detailed guidance on the conduction of the focus group
The following steps are suggested for the conduction of the focus group. It is possible to follow different
approaches. The only concern is that the critical questions above are covered.
The focus group is divided in three parts.
Part 1 – Presentations (10 min)
!
Each participant introduces him/herself to the others (name, role in the Traffic Snake Game)
Part 2 – General introduction of the issue and identification of characteristics of the participants (20 min)
!
Did they already map modal split of students?
!
Why did they do it? What is their strategy and benefits?
!
Could automated tracking provide a benefit?
!
What were their motives for participating Traffic Snake Game Pilot?
Part 3 – Specific feedback on the campaign/app
Introduce and let them discuss the questions above. Allow about 10 minutes for each issue. A critical issue
is to control the time taken for each issue. Do not let them discuss on a single issue more than the time
foreseen. Apart from the critical questions to be answered you might want them to discuss more generally
about
!
What were their expectations?
!
Did the campaign meet their expectations?
!
What went well and what did not?
!
Do they have suggestions for improvements?
!
etc.
Duration: approx. 2 hours in total
Recording: make an audio or video recording of the event, so that you can consult it later for reporting.

Reporting
Each focus group should generate a 2-3-page report addressing the following issues:
1. Report on the opinions and issues raised in the scope of each of the questions
2. When relevant, relate the opinions given with the characteristics of the participants
3. Identify the most important issues regarding acceptance: a) strong points of the product; b) crucial
barriers to acceptance
4. In general, what is the acceptance of the product?
Practicalities
Costs and financing:
!
Room rental (if necessary; normally a small office room will be enough)
!
Snacks: approx. 30 EUR
!
Awards to participants (e.g. vouchers in shops): approx. 40 EUR * 8 participants = 320 EUR
Source of financing: budget foreseen in WP7
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H. Interview guidelines for developers
The interviews with the app developers are expert interviews. Therefore, the development of the interview
guidelines needs to be done in close cooperation with the TRACE developers.
There will be an introductory part of the interview in which the expert describes
a)
the company (name, country, field of activity etc.)
b)
his/her role within the company (technical background, responsibilities, experiences, field of
expertise etc.)
c)
the background of the app development / use of modules (what lead to developing the
respective app/to making use of the open-access modules developed in TRACE?)
In a further part, the experts will be asked to explain with their own words
d)
campaign-related difficulties
e)
tracking-related difficulties
f)
etc.
[to be further developed once the apps are done]

Practicalities
LuxMobility will carry out the expert interviews. There will be a minimum of three interviews with
developers from within TRACE and at least four external developers who have made use of the open-access
modules. If suitable, one interview can be done with a maximum of three developers of the same company
(e.g. INESC-ID, Ijsberg).
Unless opportunities for a face-to-face interview arise from other meetings, they will be done as telephone
interviews.
The duration will vary between one and two hours, but should not exceed this time, as concentration
decreases on both sides. Moreover, for the data processing and analysis it is less favourable to collect
extensive amounts of information. It is more important to receive quality information that deals with the
topics identified and can be compared with the outcomes of the other interviews.
There will be no need for literal transcription of each interview, but a concise record of the core messages
and opinions will be produced afterwards. The experts will be given the opportunity to comment on it.
The records will be the basis for preparing the developers’ webinar later.
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I. Interview guidelines for the municipal technicians
The interviews will cover these elements:
!
Gaps in tracking information filled
!
Quality of the tracking data for planning purposes
!
Methodologies used to calculate indicators, coping with large amounts of data
!
Role of tracking data analysis in planning and policy processes
Qualitative data for the evaluation will be collected through expert consultations:
!
The leader of the tool development and conductor of pilots
!
The eight local pilot implementers
The interviews will be focusing on the following questions:
!
Does the provided information fill relevant data gaps?
!
What planning and policy objectives could be supported using the tool with the collected data?
!
Is the data sample adequate for the planning and policy objectives in question?
!
Are the network and indicators calculated representative of the reality?
!
Were there any technical problems?
!
Is the tool easy to use and compatible with the locally available competencies and tools?
!
Describe the planning and policy process in which the tool application was involved.
!
What was the relative importance of different applications of the tool, particularly technical
analysis vs. communication instrument?
!
Considering your experience, how do you believe the availability of a tracking analysis tool and data
could influence such planning and policy processes in the future?

Practicalities
TIS will carry out the interviews. There will be a minimum of one interview with a responsible person from
each TRACE pilot sites (eight in total) and possibly with follower cities.
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