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OREGON SUSTAINABLE TRANSPORTATION INITIATIVE

 Oregon Greenhouse Gas Reduction Toolkit : 

Strategy Report

 

Bicycle & Pedestrian Marketing Campaigns 

What is it?
Education – of employers, commuters, and the public as a whole – can be an effective and low cost means of 
leveraging support, altering perceptions, and addressing obstacles to alternative modes of transportation. An 
effective campaign may include:
 » Tailored message. The specific needs of the community should drive the campaign.
 » Clearly identified target audience. Campaigns may be targeted to a narrow group (i.e. rush-hour 

commuters along a particular corridor), or the general public. 
 » Broad sponsorship. Campaigns can be sponsored by municipalities, transit agencies, employers, and 

community organizations. 
 » Giveaways or prizes. Interest can be increased by giving out items such as free or discounted safety 

equipment; walking or bicycling maps that indicate recommended routes, landmarks, transit hubs, and 
commercial areas; or raffle prizes. 

 » Media. Far-reaching advertisements can be placed in local magazines, newspapers, television, and 
billboards. Simply providing information online or via social media can allow interested parties to learn and 
engage.

 » Events. Hosting events or having a presence at community events is a great way to increase your 
campaign’s visibility. Walking or bicycling tours, legal clinics, bicycle repair workshops, and farmers markets 
may provide a suitable venue.

 » Diverse engagement. The campaign should be accessible to people of different ethnic and cultural 
backgrounds, income levels, ages, and abilities. 

 » Measurements of success. Set realistic expectations about what a successful campaign will look like. For 
example, “2,000 flyers distributed,” or “500 Facebook followers.”

How well does it work? 
Research has shown that the first step to individual behavior change is awareness and knowledge. Then, 
individuals start thinking about how behaviors may personally apply to them. Campaigns designed to change 
attitudes, awareness, and behaviors rely on self-reported survey data as well as overall mode shift data. 
Assessing direct effects of specific communications and marketing initiatives requires concurrent surveying of 
both target groups and control groups who do not receive campaign messaging. 
Overall, combined pedestrian and bicycle infrastructure and policies have been estimated to result in a 0.2 to 
0.5 percent reduction in baseline (GHG) emissions.1

1	 	Moving	Cooler:	An	analysis	of	transportation	strategies	for	reducing	Greenhouse	Gas	Emissions.	July,	2009.
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How can it benefit my community? 
In addition to reducing GHG emissions, bicycle and 
pedestrian marketing can:
 » Encourage physical activity and promote a healthy 

lifestyle
 » Increase safety for bicyclists and pedestrians
 » Increase transit ridership
 » Increase utilization of bicycle/pedestrian 

infrastructure
 » Increase community involvement and activity in 

developing policy and promoting projects

What does it cost?
The cost of a marketing campaign can vary greatly depending on the specific elements used and the scope of 
the campaign.  As an example, Metro Regional Travel Options launched the Drive Less Save More2 campaign in 
2006.  Since then, cost of the program has been approximately $1 million annually3, primarily for advertising.  
However, that campaign represents the higher-cost end of the spectrum because it is quite comprehensive 
and covers a large metropolitan region.  For many types of campaigns, there are opportunities to partner 
with health organizations, local business associations, and other groups to defray the cost of marketing. Grant 
funding from regional, state, and federal sources may be leveraged as well.

Where has it been used? 
 » Safe Routes to School (SRTS) programs are sustained efforts by parents, schools, community leaders, and 

governments to improve the health and well-being of children by enabling and encouraging them to walk 
to school. Many Oregon school districts have SRTS programs, including Klamath Falls, Eugene, Corvallis, 
Bend and many of the Portland Metro area school districts.

 » The Bicycle Transportation Alliance provides resources and hosts bicycle and walking safety programs 
throughout Oregon. 

 » ODOT’s Drive Less Save More campaign works to create public awareness about transportation choices 
and maintains a listing of bicycling and walking resources statewide.

 » Commute Options in Bend provides resources and hosts events for car-free commutes.4

 » Smart Trips in Portland is a comprehensive attempt to reduce drive-alone trips in targeted geographic 
areas of the city. It includes multi-lingual maps, events and activities, and individualized marketing 
materials for every mode of transportation: walking, bicycling, transit, carpool, car sharing, and driving.

Where can I learn more?
 » Safe Routes to School: http://www.saferoutesinfo.org/
 » Bicycle Transportation Alliance: http://btaoregon.org
 » ODOT Drive Less Save More: http://drivelesssavemore.com/
 » Portland METRO Regional Travel Options grants: http://www.

oregonmetro.gov/index.cfm/go/by.web/id=21470
 » Portland Smart Trips : http://www.portlandoregon.gov/

transportation/43801

2	 http://drivelesssavemore.com/
3	 Climate	Smart	Communities	Scenarios	Project:	Strategy	Toolbox	from	Metro,	August	2011:	http://www.oregonmetro.gov/index.cfm/go/by.web/id=36945
4 	 http://www.commuteoptions.org/

The	Toolkit	is	a	component	of	the	Oregon	
Sustainable	Transportation	Initiative	

(OSTI),	which	was	formed	to	address	the	
requirements	of	Senate	Bill	1059	(2010).	

For	more	information,	please	visit:

http://cms.oregon.gov/ODOT/TD/TP/
pages/	ghgtoolkit.aspx


