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BIKE TO WORK 101:
aprimer on the movement ancchampioningchange

Introduction

The purpose of holding our annual Bike to Work Week campaign isto expand the number of
people who cycle to work year round. By getting people to try commuting by bike f or a week
in an atmosphere of fun and camaraderie, BTWW helps people to become regular cycle
commuters.

As a whole, the BTWW campaign serves as a public celebration of commuter cycling,
displaying to the community the many benefits a n d -adkdioloficytclg dommuting.

Triggering Change

Experience shows that people rarely move in a single step from never cycling to work at all,
to regular commuting. Rather, they begin a processof change by trying the activity which
then allows them to see that they can actually do it.

Adopting cyclingtowor k as part éf onebs | ifestyle
is personally involving and consequential

entails encounters with risk

poses physical challenges

requires skill acquisition (to cycle in traffic)

demands confidence

competes with an attr active alternative (motor vehicle)

takes place over a relatively long period of time
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To overcome these factors, BTWW relies on the key messages of fun, ease and simplicity.
Our goal is to expose peopleto the activity knowing that this has the potent ial to generate
interest in continuing to cycle to work.

Various factorscanaf f ect how many people actually partic
T the presence of wor kpl,deamlLeade@mpi ons (t hat
1 the extent of employer partnerships and endorsements
1 public visibility (t-shirts, posters, media attention)
1 easeof team formation/clarity of guidelines and process
1 acelebratory atmosphere
1 prizes!

Our key measure of successis the number of new cyclists who take part each year. If we can
get someone to try cycling -- even for just a week i and make it a positive experience, this
will profoundly alter theirpers onal s ensabiolfi tiytés! 6do

Stages of Change

Enabling as many people as possibleto participate in BTWW is essential to expanding

BTWW. Rather than trying to sellbikingtowor k asorr-aat bahgdé choice, en
team members to cycle at least once during the week long event. This results in an

increasing number of people participating every year.

For most people, taking up commuter cycling is a process rather than a straightforward
choice or all-at-once event. Often, progress moves through distinct phases along a
6continuum of changed, betgtryimgitifaonfgn. wi t h t al ki ng «

T h eCorinuumo f  C h aliaggas,on page 3, illustrates these behavioural stages, and
indicates how BTWW affects this continuum.
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Adopting commuter cycling as a lifestyle choice

Phases of behaviour change BTWW impact on change proces

Option not on radar screen
Public unaware, indifferent
Content with status quo
42% ride at times for recreation
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Participation Effect

We consider the number of people who try
cycling to work for the first time ever during
BTWW, an important measure of success.
In 2009, the campaign saw 1,041 people in
Greater Victoria register to try it for the first
time. Exposure is important because
cycling is an activity that is only learned by
doing.

Most people have positive memories of
riding bicycles as a child, and many
currently own a bike for recreation, and
would like to be able to cycle more often.
A positive experience during BTWW can catalyze the desire for more of the same.

Research shows that peoplewhod on 6t <cycl e f perceiteostacteptioatinitially i o n
place the choice out of their reach. Distance, time, weather, and inconvenience are consistently
identified as top-of-mind reasons for not choosing to cycle. Non-cyclists tend to significantly
over-estimate the time and distance required for travel by bike and picture themselves using the
same routes they take in their cars.

Main Barriers to cycling as mode of

Bike to Work Weekd experience has shown transportation

that for people who try commuting by bike ,

these perceived obgacles disappear, or at Distance 131
least become dramatically reduced. This W i

i ) eather |27
occurs because actud experience displaces .
preconceptions, which allows some of the ime | 121
benefits intrinsic to cycling (fitness, pleasure, | Traffic Safetybad j—b 8 ———,

and stress reduction) to come into clearer
focus!

Event Promotion in your Workplace
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The greater the Bike to Work presencein an individual worksite, through poster campaigns,

t-shirts, rack cards, internal contests etc., the more likely people will be to consider

participating. Meanwhile, those who have tried it in the past, will be energized to continue!

Another option to promote the event, while reducing perceptions about travel times is 7he
Commuter Challengeevent. This event consistently demonstrates that travel by bike takes
no longer than travel by car at rush hour. In 2009, cyclists and cars arrived within 1-2
minutes of each other! To register for the Commuter Challenge, contactthe office.
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