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SmartTrips: South-Central
reached 6,300 households
with the goal of improving
livability by encouraging
the use of transportation
options.
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Executive Summary
During the summer of 2015, the
SmartTrips: Eugene program came
to the Friendly and Southeast
neighborhoods in South-Central
Eugene. The program was called
SmartTrips: South-Central and
reached 6,300 households with
the goal of improving livability by
encouraging residents to walk, bike,
take transit, and carpool more often.
The SmartTrips: Eugene program, now in its fourth
season, uses personalized information – local
bike maps, transit schedules, and more – and fun,
supportive events like guided walks, bike rides
and group bus trips to encourage residents to try
new travel options. Approximately 16.5 percent
of target area households (a record-setting high
participation rate for SmartTrips: Eugene), or 1,042
households, requested SmartTrips materials.
Some of those participants also participated
in one or more of the 13 events hosted by
the program. The City of Eugene also added
over 800 new email contacts to its monthly
Transportation Options e-newsletter, InMotion, as
a result of the program.
In a supplemental participant survey, 95
percent of respondents who received a travel
tools SmartKit reported that the materials they
received were useful. In addition, 79 percent of
respondents who attended an event said the

event helped them make more of their trips using
transportation options. Finally, 61 percent of
respondents stated that they now consider all trip
options before deciding how to travel.
Over the course of the program, the target
area saw an increase in walking and bicycling.
While these neighborhoods already had
relatively high rates of walking and bicycling
and low rates of automobile ownership, there
are even more walking and bicycling trips
being taken for transportation and recreation
following the marketing and encouragement
program. Furthermore, these active modes of
transportation increased at a time when gas
prices have dramatically decreased.
In coordination with another City grant,
SmartTrips: South-Central had a goal to increase
the awareness of local crosswalk and stop laws.
Over the course of the program, residents’
awareness of local crosswalk and stop laws
increased and their uncertainty about the laws
was reduced.
The program evaluated residents’ shifts in travel
behavior using a household travel diary and
opinion survey administered before and after the
program. According to those survey responses,
residents of the SmartTrips: South-Central area
increased bicycling trips by 2.3 percent and
walking trips by 0.7 percent. Of the residents
surveyed, 88 percent believe that it is a good idea
for the City of Eugene to promote transportation
options, and 74 percent stated that they would
like to drive their car less.
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SmartTrips features
information and activities
to help people explore their
neighborhoods and travel
to their destinations.
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Photo caption needed.

Background
SmartTrips: Eugene is a comprehensive program
designed to reduce drive-alone trips and increase
bicycling, walking, carpooling, car sharing,
combining trips, and public transit in targeted
geographic areas of the city. It incorporates an
innovative and highly effective individualized
marketing methodology, which includes handdeliveries of packets of information to residents
who wish to learn more about the transportation
options mentioned above. The program features
bicycling and walking maps and information
as well as organized activities to help people
explore their neighborhoods, travel to their
destinations, and discover how many trips they
can easily, conveniently, and safely make without
driving alone. Success is tracked by evaluating
qualitative and quantitative results from surveys
and other performance measures.

Eugene has been recognized as one of the most
successful cities in the country at developing
bicycle and pedestrian infrastructure. Studies
have shown that infrastructure investments result
in mode shift to bicycling and walking; however,
studies have also shown that promotion and
outreach activities contribute to greater mode
shift than infrastructure investments alone.1
Individualized marketing programs such as
TravelSmart™ and SmartTrips have proven to be
a particularly effective approach to targeting
trips that originate in residential neighborhoods.

“[This program] motivated [me] to
take personal action on climate
change and my health.”

1
Cleaveland, Fay and Douma, Frank, “The Impact of Bicycling Facilities on Commute Mode Share,” University of Minnesota Center for
Transportation Studies, www.cts.umn.edu/Publications/ResearchReports/reportdetail.html?id=1646.
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The City of Portland, Oregon pioneered what
has become the SmartTrips model starting
in 2002. Eugene has built a strong, ongoing
program based on that model which it further
customizes to be the best fit for each community.
This is supported by the Eugene Pedestrian and
Bicycle Strategic Plan, adopted in 2008, which
called for development of an individualized
marketing program that targets a different
geographic area every year.
The City of Eugene secured outside funding
for all four years of SmartTrips individualized
marketing programs.

Since 2010, SmartTrips has reached
eight neighborhoods and nearly
24,000 households.
Through use of these federal and state funds,
the City of Eugene has developed its SmartTrips
program to meet citywide transportation planning
and greenhouse gas reduction goals. The pilot
2010 SmartTrips program was funded by a grant
from the Department of Energy and was based
on Portland’s award-winning program. The pilot
program was focused on 5,200 households in
the Harlow Neighborhood and a section of the
Cal Young Neighborhood along the Coburg
Road and Oakway Road corridors. In 2011, the
City of Eugene secured a Climate Showcase

Communities Grant from the Environmental
Protection Agency. The second year program,
called SmartTrips: Central, targeted 6,300
households in the Trainsong, Whiteaker, and
Jefferson/Westside Neighborhoods. In 2013, the
City of Eugene secured an Oregon Department
of Transportation Flex Funds Grant with partner
agency Point2Point solutions at Lane Transit
District. The third year of the program, called
SmartTrips: Bethel, targeted 5,300 households
in the East Bethel neighborhood of Eugene. This
year was the fourth year of the program and was
called SmartTrips: South-Central. The program
served over 6,300 households in the Friendly
and Southeast Neighborhoods and was funded
through State Transportation Planning – Urban
funds (Federal Surface Transportation funds
distributed through the Metropolitan Planning
Organization).
Funds for the next two programs, in the
River Road neighborhood in 2017 and along
the upcoming West Eugene EmX corridor
in 2018, have been secured through the
Oregon Department of Transportation’s State
Transportation Improvement Program (STIP).
These two programs will serve over 10,000
households.
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Primary Program Goals
• Decreased Vehicle Miles Traveled (VMT) and decreased drive-alone trips
• Decreased carbon emissions from drive-alone trips
• Increased walking, bicycling, carpooling, and transit trips
• Increased awareness of multimodal transportation resources and how to
use them
• Increased awareness of changing travel behavior as a tool for decreasing
carbon emissions
• Increased awareness and understanding of local crosswalk laws and
pedestrian safety (new goal in 2015)

Program Co-Benefits
Benefits that will be extended to residents of the target area include:
• Fewer cars on neighborhood streets
• Improved air quality
• Higher levels of physical activity
• Higher level of awareness and acceptance of climate-friendly
transportation options
• Greater mobility and increased travel mode choices
• Awareness of community organizations, services and resources
• Decreased reliance on the automobile, thus decreasing family
transportation costs
• Increased community interaction and neighborhood pride

Other beneficiaries include the following:
• Local businesses, which will see increased visits from neighbors
• Eugene city residents, who will see reduced vehicle volumes citywide
stemming from fewer trips originating from the target area
• Lane Transit District, which will see increased ridership on transit vehicles
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Since 2010, SmartTrips
has reached eight
neighborhoods and nearly
24,000 households.
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SmartTrips: SouthCentral Overview
The Friendly neighborhood and part of the
Southeast neighborhood were selected to be
the target area for the SmartTrips: South-Central
program. This area included residents living in
the Friendly neighborhood bounded by 18th
Avenue to the north, Hilyard Street to the east,
Chambers Street to the west and 28th/29th
Avenues to the south and part of the Southeast
neighborhood bounded by 29th/30th Avenues
to the north, Emerald Street to the east, 46th
Avenue/Larch Street to the south and Willamette
Street to the west. There are 6,300 households
in the SmartTrips: South-Central target area.
The program ran from June 2015 through
September 2015.
The project team selected this target area
because it has good walking and bicycling
infrastructure and connections, with walkable
streets and access to amenities like stores,
entertainment, schools, and good transit
coverage. Both neighborhoods have active
Neighborhood Associations and engaged
community members with a supportive culture
around active and shared transportation options.
The SmartTrips: South-Central target area also
has a slightly higher average household income
than past target areas. The project team felt
that these combined factors would create an
environment in which residents would be more
receptive to shifting trips from driving alone
to other modes, leading to a solid change in
behavior. The table at right shows a summary of
the SmartTrips: South-Central reach.

The 2015 SmartTrips: South-Central target area included
residents of the Friendly and Southeast Neighborhoods.

SmartTrips: South-Central Program
Reach Summary
Dates

June 1 - Sept. 30, 2015

Target Area Households

6,300

Households requesting
Packets

1,042

Participation Rate

16.5%

Total Population Reached*

15,120

*Based on American Housing Survey data the project team
estimates this is the total number of residents within the target
area, thus this is the population that may have been reached.
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In a supplemental
participant survey, 95% of
respondents who received
a Smartkit reported that
the materials they received
were useful.
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Program Elements
The program began June 1, 2015 and ended on
September 30, 2015. The SmartTrips program
invited target area residents to order a travel
tools SmartKit (a customized information packet
containing local transportation resources such
as maps and brochures as well as a small
reward of their choice). The program also sent
out communications in the form of newsletters,
social media posts, emails, and flyers. In addition
to the customized information packets and
communications, SmartTrips hosted events
such as group walks, guided bicycle rides, and
group bus rides. SmartTrips staff also attended
community events and offered information,
activities, and advice to residents about walking,
bicycling, and transit use in their neighborhood.
The program offered the following materials and
services to all target area residents:

Customized information packets
(SmartKits)
All residents in the target area received
mail-order forms and were invited to place a
customized packet order through the postagepaid, mail-in order form or online order form
(see appendix for copy of the order form).
Materials offered included maps, brochures,
transit schedules, and travel tools meant to aid
in walking, bicycling, carpooling, or transit use.
With the highest participation rate to date—16.5
percent—SmartTrips staff packed and delivered
1,042 customized SmartKits to homes by bicycle.
In a supplemental participant survey, 95 percent
of respondents who received a SmartKit reported
that the materials they received were useful.

Materials created specifically for SmartTrips
included an event calendar, a thank you letter, a
Guide to your Ride booklet, a Walk to Wellness
brochure and the custom South-Central
neighborhood map which included bus stops,
bike routes, popular destinations and amenities,
and intersections with traffic lights to aid in
crossing busy streets. Participants could also
choose one of three custom travel tools including
a BPA-free metal water bottle, a high visibility
umbrella, and a Vizbit Reflective clip-on LED light.
SmartTrips partnered with the Eugene Water and
Electric Board to again offer a popular SmartDrips
program, modeled after a similar Portland
initiative, to help educate community members
about water conservation. A green grass gauge
and a leak fix kit were offered to participants on
the order form. Other existing materials came from
the City of Eugene Public Works, Lane Transit
District, Oregon Department of Transportation –
Safety Division, Eugene Safe Routes to School,
and AARP. See the appendix for copies of
most materials. The following chart shows the
popularity of materials ordered by participants.

Each program participant received a free SmartKit.
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POPULARITY OF ORDERED MATERIALS (N=1,042)

82%

BIKING KIT

71%

WALKING KIT

68%

FREE DIGITAL PEDOMETER

56%

FREE WEEK BUS PASS

35%

RIDER'S DIGEST

34%

HOW TO FIX A LEAK KIT

27%

KIDS KIT

26%

GREEN GRASS GAUGE

22%

LTD BIKE ON BUS BROCHURE

19%

PERSONAL TRIP PLANNER CARD
SMARTDRIVER TIPS

17%

DRIVER SAFETY INFORMATION

17%

EZ ACCESS

16%

RULES OF THE ROAD DECK OF CARDS

16%
14%

UNLOCK CARSHARE

10%

DRIVELESSCONNECT

8%

VALLEY VANPOOL
OREGON PARENT GUIDE TO TEEN DRIVING

7%

EACH PACKET INCLUDED THE FOLLOWING ITEMS:
52.4%
• South-Central 51.4%
Neighborhood
SmartTrips
Walking/Bicycling Map

BICYCLING KITS INCLUDED THE
FOLLOWING MATERIALS:

• Eugene/Springfield
Bicycle Map and
PRE SURVEY (N=5628)
Resource
Guide
POST (N=5122)

• SmartTrips Event Calendar

• Lock your Bike Bookmark

• SmartTrips Thank You Letter

• Eugene by Cycle Ride Guide
WALKING KITS INCLUDED THE
FOLLOWING MATERIALS:

• LTD Bikes on Buses Guide 17.8%

12.5%
10.2%

• Weekly Walking Logs (2)

14.4%
13.8%

• Cycling at Night Brochure

• Walk to Wellness Brochure
• Oregon Crosswalk Laws
• Pedestrian and

DROVE
ALONE
Crosswalk

15.1%

3.7% Fitted
• A 3.6%
Perfectly
Bicycle
3.2%
1.9% Helmet Guide
BICYCLED

WALKED

• Mini-Bike Light Set
RODE

• Ridgeline Trail Map
• SmartTrips Shopping List notepad
BICYCLED
• Do the Safety Step
Brochure
DROVE

OTHER

CARPOOLED

PUBLIC
• Bike
Seat Cover from Car2GO
TRANSIT

Safety Rules

2.3%

ALONE

• Additional Walking
Item: Digital Pedometer WALKED
1.0%
0.7%

RODE
PUBLIC
TRANSIT

0.0%
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THE FOLLOWING MATERIALS WERE ALSO
AVAILABLE TO ORDER:

• Rider’s Digest
• Personal Trip Planner Card
• LTD Bike on Bus Brochure
• EZ Access
• One Week of Bus Passes
• Valley Vanpool
• Drive Less Connect

“I really wanted to thank you for the
awesome trip planning package
that arrived to my home yesterday. I
am so going to enjoy using the bus
passes to take young kids on their
first city bus rides. They will love it,
and we will explore a new part of
town for the fun of it.”

• UnLock Carshare
• SmartDriver Tips

Communications

• Driver Safety Information

• Green Grass Gauge

The project team used a variety of communication
methods to promote the program, encourage
participation, and motivate participants with
customized messages. The following section
summarized each communication method.

KIDS KITS:

NEWSLETTERS

• Safe Routes to School Brochure

These mailed or electronic communications
were customized to the target area and included
information and resources, as well as news on
program events. The project team printed and
mailed newsletters to all target area households.
Three print newsletters were sent to every
household in the target area and approximately
six electronic newsletters were sent to
participants who supplied their email address
via the order form (811 total) during the program.
The electronic newsletters focused on upcoming
SmartTrips or community events and relevant
safety or transportation options information
that the team wanted to highlight in addition to
the content in the print newsletters. The print
newsletters focused on introducing the program,
the different transportation option modes, and
basic safety information. See appendix for copies
of the print newsletters.

• The Oregon Parent Guide to Teen Driving
• How to Fix a Leak Kit

• Safe Bicycling Coloring Book with crayons
• Reflective SmartTrips: Slapband
• 10 Safety Step Coloring Book
• Sticker & Temporary Tattoo
• Family Bicycling Guide
• Are you Street Smart? Search & Find Game
• Additional Kid Item: Rules of the Road – a fun
deck of cards
REWARDS:

• Clip on Reflective Flashing Light
• Metal Water Bottle (BPA Free)
• Umbrella
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“This was an incredibly easy website. What a great program!
Everything is so clear and easy to understand! Well done!”
EMAIL COMMUNICATIONS

The project team sent email updates including
event notices and electronic newsletters to
participants who submitted their email address
at each month of the program. By the end of the
program, 811 individuals subscribed.
WEBSITE

The SmartTrips: Eugene website included the
online order form for the SmartKits, event listings,
electronic versions of the materials, links to
helpful resources, and general program news
and information.
SOCIAL MEDIA

The program supplemented electronic and
print communications with posts on Facebook,
Instagram, and Twitter two to three times a week
with tips, news, and resources. These social
media accounts are branded SmartTrips: Eugene
and include followers from all previous SmartTrips
program areas. The Facebook page currently
has 383 followers, and it gained 70 followers
over the course of the South-Central program.
The SmartTrips events were also boosted and
advertised to residents within the target area.
OTHER COMMUNICATIONS

The program communicated event
announcements and other program information
through City and community group event
calendars, flyering at local businesses, posters
at neighborhood community centers, and the
electronic newsletter, InMotion. During the
program, target area households who had not yet
ordered a SmartKit received a mailed reminder
postcard with information about how to order
a customized packet. A poster with the event
schedule and a small stack of custom area maps
with a brochure holder was offered to each of the
target area businesses as well.

Events
The program hosted a total of 13 events which
included group walks and bike rides and carpool/
vanpool and bus rides (see table on page 17
for full details and participation numbers). All
events were planned to begin and finish in the
target area, giving residents the opportunity to
try good routes to walk and bike where they live.
Each transportation option was incorporated
into an event and participants learned how
to incorporate each mode into their routine.
SmartTrips staff distributed resources such as
information about safety and route planning. Of
respondents who attended an event, 79 percent
said the event helped them make more of their
trips using transportation options.
EVENT PROMOTION

Facebook Promotion:
• The project team created a Facebook Event
page for each event at the beginning of the
program and then promoted each event
starting a week before the event.
• The project team boosted events to targeted
audiences that consisted of Facebook users
living in the program zip codes or were friends
of followers.
• Postings on SmartTrips: Eugene’s Facebook
were reposted or shared on other pages’
walls including City of Eugene Transportation
Planning, Eugene Sunday Streets, Point2Point
Solutions, GEARs, Safe Routes to School,
Kidical Mass, Southeast Neighbors, Friendly
Neighbors Forum, Business Commute
Challenge, UO Bike Program, and other
community partners.
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• Breakfast at the Bike Bridges events and
Sunday Streets each had its own event page
on Facebook.

SmartTrips Newsletters:

• Local businesses that donated to events were
“liked” and tagged in posts before and after
events to acknowledge their donations and
sustain relationships for the future.

• Over the summer, SmartTrips participants
received three print newsletters in the mail and
six electronic newsletters. These newsletters
promoted upcoming events and provided
educational information on safety issues and
the benefits of transportation options.

Calendar Promotion:

Event Posters for Local Area Businesses:

• A Google calendar on the SmartTrips website
included all events

• In June, SmartTrips staff went door to door
at businesses in the target area to deliver a
custom event poster and offer a small stack
of custom area walking and bicycling maps
with a map holder. In addition to helping
promote the events, this helped to build
relationships between the program and
neighborhood businesses.

• A calendar of all events was given to every
household that ordered a SmartKit.

EVENT SUMMARY

Event

Day

Date

Time

Event Leader

No. of Participants

Breakfast at the Bridges

Friday

06/26/2015

7:00 am

City of Eugene &
SmartTrips Staff

120

SmartTrips: South-Central
Kickoff Party

Saturday

07/18/2015

1:00 pm

SmartTrips Staff

200

Sunday Streets - Downtown

Sunday

07/26/2015

12:00 pm

City of Eugene &
SmartTrips Staff

4,000

Breakfast at the Bridges

Friday

07/31/2015

7:00 am

SmartTrips Staff

120

Bus to Voodoo Donuts and
Coffee Tasting

Saturday

08/01/2015

9:30 am

SmartTrips Staff

20

Fun for All at Washington
Park

Wednesday

08/05/2015

1:00 pm

SmartTrips Staff

50

Movies in the Park: Angels in
the Outfield

Friday

08/07/2015

8:30 pm

SmartTrips Staff

10

Walk to Willamette Bites

Wednesday

08/12/2015

6:00 pm

SmartTrips Staff

80

Vanpool to Camp Putt

Saturday

08/15/2015

9:30 am

SmartTrips Eugene
18
& Springfield Staff

Breakfast at the Bridges

Friday

08/28/2015

7:00 am

SmartTrips Staff

100

Bike Ride to Eugene
Emeralds Game

Sunday

08/30/2015

4:00 pm

SmartTrips Staff

20

Sunday Streets - Friendly

Sunday

09/20/2015

12:00 pm

City of Eugene &
SmartTrips Staff

3,100

Breakfast at the Bridges

Friday

09/25/2015

7:00 am

SmartTrips Staff

80

Total Participants

7,918
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Participants received free bike repairs at the Kickoff Party in Tugman Park.

Event Descriptions
SMARTTRIPS: SOUTH-CENTRAL EVENTS

Kickoff Party at Tugman Park
The Kickoff party was held at Tugman Park
and consisted of free bike repairs, a bike
wash, lunch, and information booths about the
program. Participants enjoyed hotdogs, fruit
cups, chips and drinks while their bikes were
being repaired or washed. While participants
were waiting, SmartTrips staff took the
opportunity to interact with them and help with
their transportation needs.

Walk to Willamette Bites
Participants enjoyed a mile-long walk along
South Willamette Street to various area
restaurants. Participants received free food
samples from Capella Market, Jimmy John’s
Sandwich Shop, Kung Fu Bistro and El Super
Burrito before ending at Pegasus Pizza for free
pizza, iced tea and lemonade in the Woodfield
Station plaza.

Bus to Voodoo and Coffee Tasting
Participants took a bus ride from Amazon
Community Center to Eugene Station. They
were given free LTD day passes and treated to
donuts from Voodoo Donuts and coffee from
The Barn Light.
Participants tried various food samples at the
Walk to Willamette Bikes event.
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Participants cheered at the Eugene Emeralds game.

Vanpool to Camp Putt
Participants took a van ride from Amazon
Community Center to Camp Putt miniature golf
course in the Glenwood district. There, they were
treated to a free round of miniature golf and pizza
from Roaring Rapids Pizza Co. This was a joint
event with the SmartTrips: Springfield program.
Bike Ride to a Eugene Emeralds Game
Participants biked for three miles from Amazon
Station to PK Park to see the Eugene Emeralds
minor league baseball team play the Hillsboro
Hops. Participants were led on a family-paced
bicycle ride along Alder Street, through the
University of Oregon Campus and through
Alton Baker Park to the ballpark where they
received free tickets to the game along with
meal vouchers. Bike lights were distributed to
participants who lacked sufficient lighting for the
return ride.

Vanpool participants enjoyed miniature golf at Camp Putt.
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Kids practice riding on a Bicycle Safety Training
Obstacle Course at Washington Park.

Kids decorate their helments at Eugene
Sunday Streets – Friendly.

OTHER COMMUNITY EVENTS

Fun for All at Washington Park

Breakfast at the Bridges

This is a daily event during the summer
organized by the City of Eugene Recreation
Services to provide free recreation opportunities
for young people aged 0 to 17. SmartTrips: SouthCentral attended one event and organized a
bicycle obstacle course, bicycle safety activities,
and free helmet giveaway and fitting.

This is a community event occurring the last
Friday of June, July, August, September, and
October through which City of Eugene staff,
along with community partners, provide free
bagels, coffee, bike bells, bike safety checks,
bike registration, and community building for the
multi-use path users in different areas of Eugene.
These events are popular and well received.
Eugene Sunday Streets
These are large-scale community events that
close down two miles of city streets per event
to car traffic and open them for people to bike,
walk, skate, and dance. Activity centers at
parks along the route provided live music, free
fitness classes, activities, food, and information
about community partners. An estimated 7,100
community members attended both events.
The second event was purposely held in the
SmartTrips: South-Central target area as the
wrap-up party.

Movies in the Park: Angels in the Outfield
This weekly event organized by the City of
Eugene Recreation Services provides free movie
showings in various Eugene parks. SmartTrips:
South-Central tabled at the showing of Angels
in the Outfield at Washington Park, in the target
neighborhood, and provided free popcorn
toppings to participants (free popcorn is provided
at all Movies in the Park showings).
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Eugene Sunday Streets
Two Eugene Sunday Streets events were held
during the SmartTrips program, one within the
target neighborhood and one in Downtown
Eugene. The Eugene Sunday Streets in Friendly
on September 20, 2015 also served as the final
event for SmartTrips: South-Central program.
Both events were hugely successful with over
7,100 community members attending and
over 162 volunteers working the events. The
events allowed SmartTrips to reach many more
local residents.
Eugene Sunday Streets Downtown and
Friendly featured two miles of automobile-free
streets, where people could walk, bike, roll,
or run on the street, around Eugene’s unique
neighborhoods. Activity centers along the route
featured games and entertainment for kids of
all ages in Eugene’s beautiful city parks. One

of the most important goals of these events
was to provide inexperienced or hesitant active
transportation users an opportunity to try out
walking and bicycling on the streets in a safe
and fun environment.
EUGENE SUNDAY STREETS OBJECTIVES:

• Improve the health of Eugene residents
• Reduce dependence on a motor vehicles by
encouraging walking and bicycling
• Increase awareness of sustainable
transportation options
• Increase neighborhood livability and
build community
• Create new opportunities for businesses,
recirculating money directly into the
local economy.
For more information please visit
www.eugenesundaystreets.org.
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SmartTrips Delivery Interns head out to an event.

Event Highlights and Challenges
SmartTrips: South-Central received strong
support from local businesses both inside and
outside of the target area. There were ten
participating area businesses that donated
goods for a variety of SmartTrips events:
• Full City Coffee Roasters
• Springfield Creamery
• Bagel Sphere
• The Barn Light
• Arriving by Bike
• Capella Market
• Kung Fu Bistro
• Off the Waffle
• Jimmy Johns
• Pegasus Pizza - South

Participants talk with staff at the SmartTrips:
South-Central Kick-Off Event at Tugman Park.

CHALLENGES

• While the Sunday Streets events were
beneficial to the SmartTrips program,
substantial staff time was required to work on
these two events during the previous week.
A reminder postcard was sent out the week
prior to Sunday Streets Downtown, leading to
a substantial increase of orders. These factors
led to difficulty in maintaining quick delivery
time for SmartKits.
• Over 80 people attended the Walk the
Willamette Bites event while program staff only
planned for 35 to 40 people. The weather was
warm, sunny and very inviting, which probably
contributed to the high amount of participants.
The large number of people was challenging
because the sidewalks along that section of
Willamette Street vary in condition and are
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Bus to Voodoo Donuts Participants enjoy donuts together.

often as narrow as five feet wide, sometimes
with large poles impeding the way. Many of
the vendors were caught off guard by the
large number as well. This event was difficult
to coordinate with all the businesses. Some of
the businesses did not confirm participation,
but wanted to participate during the event. In
the future, the SmartTrips team will plan ahead
for more people and consider having a preregistration requirement, as well as having
more staff to help the participants walk safely
from location to location.

HIGHLIGHTS

• The Bus to Voodoo and Coffee event was
successful for many reasons. There was great
turnout and many participants were new to
taking the bus. There were also participants
who qualified for LTD’s Honored Rider (Free
Senior Citizen) pass who went to Customer
Service while at the Downtown Station to
set up a time to buy a pass ($5 fee for the
physical pass-card).
• The Walk to Willamette Bites was very
successful. A much larger crowd attended than
anticipated. Overall, SmartTrips staff did a great
job of ordering more food and quickly helping
with the large crowd.
• This was the first year that SmartTrips:
Springfield and SmartTrips: Eugene combined
on an event. This was a great success and
a way for Springfield and Eugene residents
to share how they make SmartTrips in their
neighborhoods.
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Survey results demonstrate
a 2.3 percentage point
increase in bicycling mode
share in the target area.
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SmartTrips Staff help target area residents place an order for a travel tool SmartKit at the Walk to Willamette Bites event.

Performance Measurement and Results
Overview
The project team mailed pre- and post-program
surveys to target area households before and
after the 2015 SmartTrips: South-Central program
to evaluate changes in travel behavior and beliefs
over the course of the program.
Survey results demonstrate a 2.3 percentage
point increase in bicycling mode share and
a 0.7 percentage point increase in walking
mode share in the target area (not just among
participants). The project team attributes this
to the fact that residents of the South-Central
target area face few barriers to using active
transportation due to their proximity to services
and destinations and access to infrastructure,
like sidewalks and bike lanes. In support of this
fact, the majority of survey respondents stated
that their decision to live in the neighborhood
was influenced by its livability features,

including being close to amenities and good
active transportation infrastructure. Further, 88
percent of respondents agreed that they think
it is a good idea for the City of Eugene to help
residents bike and walk more.
According to the pre- and post-program survey
results, drive-alone mode share increased 1.0
percent, transit mode share did not change,
and carpooling mode share decreased 2.8
percent. However, 25 percent of post-program
survey respondents reported driving alone less
than they did six months before the program. It
should be noted that the project team cannot
be certain the change in drive-alone mode
shift is statistically significant at the 95 percent
confidence level. The following section discusses
other factors that may have contributed to the
increase in drive-alone mode share.
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OTHER FACTORS AFFECTING MODE CHOICE AND RESULTS

The project team has identified additional factors that may have affected travel behavior
over the course of the program. The factor most likely to have affected drive-alone
trips was cheaper gas prices and a recovering economy; nationally, the total vehicle
miles traveled is increasing in response to these economic factors.2 This trend is true
in Eugene, where on average the maximum price of gas was $3.07 during the preprogram survey and $2.37 in the post-program survey. Gas prices have also plummeted
in Eugene from a high of $4.05 in 2013 when the City conducted the SmartTrips: Bethel
program. In fact, across the country gas prices are 35 percent lower than they were in
2013.2
In addition to gas prices, the weather during the pre-program survey was mild, while
the post-program survey coincided with a rain storm in late October. The project team
speculates that this storm may have prompted residents to drive alone for more trips.
For this reason, the self-reported drive-alone decrease from the surveys may be a more
accurate indicator of longer-term behavior change.
The average age of pre- and post-survey respondents may have also affected travel
behavior. The majority of survey respondents (71 percent) were over 45 years old, while
only 28 percent of respondents were ages 18-44. According to recent studies, younger
demographics are more likely to drive less often.3 Assuming this trend holds true for
survey respondents, the project team speculates that the higher proportion of older
respondents who responded to the survey contributed to the increase in drive-alone
mode share and may not reflect the behavior of all residents in the target area.
Finally, many participants indicated in the post-survey (59 percent) that proximity to
good walking and bicycling infrastructure was an attractive livability feature that made
Southeast or Friendly neighborhood their preferred choice to live. This could indicate that
there were already many individuals utilizing active and shared modes of transportation
and therefore SmartTrips: South-Central may not have had as large of an impact on
decreasing the drive-alone trips.

2

Plumer, Brad, “Why Driving in the US is Making a Big Comeback,” Vox, November 25, 2015.
http://www.vox.com/2015/11/25/9800614/peak-car-driving-rebound.

3
Kane, Joseph and Tomer, Adie. “Millennials and Generation X Commuting Less by Car, but will the Trends Hold?,”
The Brookings Institution, October 7, 2014, http://www.brookings.edu/blogs/the-avenue/posts/2014/10/07millennials-generation-x-commuting-trends-kane-tomer.
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Methodology
To evaluate the effectiveness of the SmartTrips:
South-Central program, the project team
conducted pre- and post-program travel surveys
to measure changes in behavior and attitudes
in the target area. All target area households
received the surveys (not just those who
participated in the program). To avoid influencing
the opinions of respondents, the team designed
each survey to appear unassociated with the
program by titling the survey “City of Eugene
Transportation Survey” and using generic City of
Eugene branding.
The survey had three sections: a one-day
trip diary; opinion questions about active
transportation planning, programs, and
perceptions; and basic demographic questions.
The project team mailed the pre-program survey
in May 2015 prior to any program outreach, and
mailed the post-program survey in October 2015
after the completion of program activities and
packet deliveries. The survey instruments can
be found in the appendix. The following table
summarizes the survey response rates.

The one-day trip diary portion of the survey
asked respondents to report all the trips they
made the previous day, by asking “Where did you
go?” and “How did you get there?” The surveys
defined a trip as each time the respondent left
one place and arrived at another place. For
example, if a person left home and walked to the
post office, then walked home, that counts as two
trips. Based on these reported trips, the project
team calculated the mode share for both the
pre- and post-program surveys. To demonstrate
increases or decreases in the use of each
particular mode, the team calculated the change
in mode share between the pre- and postprogram surveys, also known as the mode shift.

Travel Behavior Results
AVERAGE NUMBER OF TRIPS

The average number of daily trips for all
purposes taken by survey respondents was
3.9 in both the pre-program and post-program
surveys, which is within the normal range for
similar programs in Oregon. The consistency
between the pre- and post-program surveys
further validates the two datasets.
MODE SHARE AND MODE SHIFT ANALYSIS

SURVEY RESPONSE SUMMARY

Pre-Program Post-Program
Survey
Survey
Mail Date

May 2015

October 2015

Number
of Surveys
Delivered*

6,300

6,300

Number of
Completed
Surveys

1,466

1,300

Response Rate

23.3%

20.6%

* Number of surveys delivered is the total number of surveys
mailed minus the number of surveys returned as invalid or
vacant addresses.

Survey respondents reported the primary mode
used for each trip taken. The following chart
shows the share of trips made by each mode
in the pre- and post-program surveys and the
subsequent chart shows the corresponding
mode shift in the target area based on those selfreported trips. “Other” trips include those made
by taxi and motorcycle or scooter.
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19% 26%
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As seen in the chart below, between the pre17%22%
and post-program surveys, bicycling and walking
19%
PERSONAL
TRIP PLANNER
CARD
17%
DRIVER SAFETY
INFORMATION
mode share increased 2.3 and 0.7 percentage
17%
SMARTDRIVER
TIPS
EZ ACCESS
16%
points, respectively. Drive-alone mode share
17%
DRIVER
SAFETY
INFORMATION
16%
RULES OF THE ROAD DECK OF CARDS
increased 1.0 percent with no change in transit
ACCESS
16%
UNLOCKEZ
CARSHARE
14%
and a 1.2 percent and 2.8 percent decrease in
RULES OF THE ROAD
DECK
OF
CARDS
DRIVELESSCONNECT
10% 16%
other and carpooling mode shares, respectively.
UNLOCK
CARSHARE
VALLEY
VANPOOL
8% 14%
As mentioned previously, additional factors that
LTD BIKE ON
BUS BROCHURE
SMARTDRIVER
TIPS

DRIVELESSCONNECT
OREGON PARENT GUIDE
TO TEEN DRIVING
VALLEY VANPOOL

OVERALL TRIP MODE SHARE

OREGON PARENT GUIDE TO TEEN DRIVING

56%

34%
27% 35%
26% 34%

RIDER'S KIDS
DIGEST
KIT

7%10%
8%

may have contributed to the increase in drivealone mode share include lower gas prices, poor
weather, and an older demographic of survey
respondents. In addition, statistical tests of the
results found that the changes in bicycling and
carpooling mode shift were significant at the 95
percent confidence level, while the changes in
the other modes were not significant.

7%

(As Reported in Pre- and Post-Program Surveys)

52.4%
51.4%
PRE SURVEY (N=5628)

52.4%
51.4%

POST (N=5122)
PRE SURVEY (N=5628)
POST (N=5122)

12.5%
10.2%
12.5%
10.2%
DROVE
ALONE
DROVE
ALONE

MODE SHIFT*

BICYCLED

BICYCLED

17.8%

14.4%
13.8%
14.4%
13.8%
WALKED

WALKED

3.6% 3.7%
3.7%
3.6%
RODE
PUBLIC
TRANSIT
RODE
PUBLIC
TRANSIT

17.8%
3.2% 1.9%
OTHER
3.2%
1.9%
OTHER

15.1%

15.1%

CARPOOLED

CARPOOLED

BICYCLED

(As Reported in Pre- and2.3%
Post-Program Surveys)
DROVE
ALONE

BICYCLED

1.0%

2.3%

WALKED

DROVE
ALONE

0.7%

1.0%

WALKED

0.7%

82%

68%

35%

FREETO
WEEK
BUS
PASS
HOW
FIX A
LEAK
KIT

KIDS KIT
LTD BIKE ON BUS BROCHURE

68%
71%

RODE
PUBLIC
TRANSIT
0.0%
RODE
PUBLIC
TRANSIT

0.0%
OTHER

-1.2%
OTHER

-1.2%

CARPOOLED

-2.8%
CARPOOLED

-2.8%
*Percentages in this chart are rounded to one decimal place. For this reason, the values
may not match the changes shown in the chart above.
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Bus to Voodoo participants enjoy the ride downtown.

TRIP PURPOSE ANALYSIS

In addition to the mode share data, each
reported trip was attributed one of five purposes:
work, shopping/errands, home, other, or school.
The chart below shows the distribution of trip
purposes reported by respondents in the preand post- program surveys. The trip purposes

reported remained fairly consistent between the
two surveys, meaning that respondents took the
same types of trips in each survey. Home, other,
and shopping/errand trips consist of the largest
share of trip purposes between both the pre- and
post-program surveys.

OVERALL TRIP PURPOSE
(As Reported in Pre- and Post-Program Surveys)

31%

33%
28%

25%

25%

PRE-PROGRAM SURVEY (N=5618)
POST-PROGRAM SURVEY (N=5118)

20%
14% 15%

4%
HOME

OTHER

SHOPPING /
ERRANDS

WORK

4%

SCHOOL

29

4%
30
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HOME
OTHER
SHOPPING /
ERRANDS

WORK

4%

SCHOOL

DRIVE ALONE MODE SHIFT BY TRIP PURPOSE
(As Reported in Pre- and Post-Program Surveys)

WORK

10%

OTHER
HOME

3%

1%

SHOPPI NG /
ERRANDS

SCHOOL

-2%

-2%

For a deeper understanding of changes in
drive-alone travel behavior in the target area, the
project team evaluated the drive-alone mode
shift by trip purpose, as seen in the chart above.
Drive-alone mode share for shopping/errand
and school trips dropped, with a large increase
in drive-alone work trips. It is possible that as
the weather gets better in spring, residents may
drive alone to work less, compared to the fall
when the it is darker and the weather is worse.

Awareness and Self-Reported
Behavior
To supplement the travel diaries, the surveys
asked respondents a series of questions about
their travel habits and attitudes. When asked if
they think they are driving alone to places more
often, less often, or about the same as they were
six months ago, 25 percent of post-program
respondents reported driving alone less often.
Respondents who answered that they think they
are driving alone less often were asked to what
they attributed the change. The reasons for
their reduced driving habits differed between
the two surveys. In the pre-program survey, the
most common reason was a “change in job or
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REPORTED REASONS FOR DRIVING LESS

24%

PRE-PROGRAM SURVEY (N=495)
POST-PROGRAM SURVEY (N=669)
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2%

92%(24 percent). In90%
employment”
the post-program
88%
81%
survey, more respondents reported a “change
in social habits” (17 percent), closely followed 66%
by
a “change in job or employment” (16 percent).
52%
Also, in the pre- and post-program surveys,
a high number (15 percent and 11 percent,
respectively) of respondents cited “health/
change in health” as a reason. Aligned with this
finding, 97 percent of respondents agreed with
the statement (seen in the following section)
ANY PUBLIC STREET
ANY PUBLIC
ANY PORTION
INTERSECTION
A ROADWAYor maintaining
thatOF“Improving
my health isSTREET
MARKED WITH
INTERSECTION
MARKED WITH
important
to me.”
PAINT team recognizes
NOT MARKED
CROSSWALK
LINES The project
WITH PAINT
OR MARKINGS
this strong interest in health and will continue
to promote the health benefits of transportation
options through messaging and events (see the
Future Opportunities section for more robust
suggestions). Additional reported reasons for
driving less92%
are summarized in the chart above.

The post-program survey also asked respondents
PRE SURVEY
(N=1427)
if they remembered
reading,
seeing, or hearing
information from
City of
Eugene in the past
POSTthe
SURVEY
(N=1172)
six months about walking, bicycling, or transit
options in their neighborhood. The majority of
respondents, 71 percent, said yes, suggesting that
the program (and the City’s other communications
in this area)9%
reached many target area residents.
6%

ANY PORTION OF
ANY ROADWAY

6%

4%

NOT SURE

1%

NONE OF
THE ABOVE

84%
PRE SURVEY (N=1431)

70%

POST SURVEY (N=1196)

61%
55%
48%

0%
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REPORTED AGREEMENT WITH ATTITUDINAL QUESTIONS
(Of Those Who Reported An Opinion)
PRE-PROGRAM SURVEY

Statement

POST-PROGRAM SURVEY

Strongly
Agree

Somewhat
Agree

Overall
Agreement

Strongly
Agree

Somewhat
Agree

Overall
Agreement

I think it is a good idea
for the City of Eugene to
help residents walk and
bike more.

70%

18%

88%

73%

15%

88%

I would like to drive less.

46%

25%

72%

48%

26%

74%

I would like to reduce my
environmental impact.

67%

23%

90%

67%

23%

90%

Improving or maintaining
my health is important
to me.

86%

12%

98%

85%

12%

97%

Attitudes Towards Active
Transportation
In addition to the travel diaries, the surveys asked
respondents a series of questions about their
attitudes towards active transportation, as well as
their habits. In general, respondents displayed a
strong agreement with statements relating to the
value of active transportation both before and
after the program. These results demonstrate
support for continued efforts in encouraging
transportation options, reducing environmental
impacts, and promoting healthy lifestyles.

The majority of pre- and post-program survey
respondents agreed that it is a good idea for
the City of Eugene to help residents walk and
bike more, that they would like to reduce their
environmental impact, and that improving their
health is important to them. It is also worth noting
that 66 percent of respondents report having a
bicycle available to use, indicating that there is
not only support, but also opportunity for more
bicycling among residents.
Nearly three-quarters of survey respondents
agreed with the statement, “I would like to
drive less.” The table above summarizes these
responses. In general, the rates of “overall
agreement” are consistent with the 2013
SmartTrips: Bethel program results.
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Physical Activity and Active
Transportation

MODE SHARE OF TRIPS OF RESPONDENTS WHO
DO CONSIDER WALKING AND BICYCLING A PART
OF THEIR DAILY PHYSICAL ACTIVITY.

The 2008 Physical Activity Guidelines for
Americans recommends that adults receive 150
minutes weekly of moderate-aerobic activity.4 In
Lane County, over 40 percent of adults do not
meet these guidelines, which can increase risks
for many sedentary-related diseases.5 Active
transportation trips including walking, bicycling
and public transit trips are a recommended
strategy by Healthy People 2020 to increase
population physical activity levels.6 Bringing
awareness and knowledge of the health benefits
of active transportation trips is an increasing goal
for the SmartTrips: Eugene program. While there
has been some emphasis on walking trips through
pedometers and a walking guide brochure, there
has still not been an overall health message
targeted towards bicycling and taking transit by
walking to the nearest bus stop.

(As Reported
in the Post-Program Survey)
OTHER

As seen in the charts to the right, respondents
who considered walking and bicycling a part
of their daily physical activity reported a much
higher percentage of active trips compared to
those who did not. This large difference was
somewhat expected, yet it is still insightful for
future program planning. The project team
should consider developing more messaging
to increase awareness of the health benefits of
active transportation in future programs.
In addition to this analysis, the project team
evaluated how SmartTrips: Eugene has
influenced health outcomes by encouraging
active transportation trips. These results are
included in the Appendix.

0.8%

WALKING
16.3%

OTHER
0.8%

WALKING
16.3%
BIKING
14.1%

DRIVE
49.4%

TRANSIT
BIKING
3.9%
14.1%

DRIVE
49.4%

VANPOOL
TRANSIT
15.5%
3.9%
VANPOOL
15.5%

MODE SHARE OF TRIPS OF RESPONDENTS WHO
DO NOT CONSIDER WALKING AND BICYCLING A
PART OF THEIR DAILY PHYSICAL ACTIVITY.
(As Reported in the Post-Program Survey)

OTHER
1.6%
OTHER
1.6%

DRIVE
74.5%

WALKING
BIKING
5.5%
3.7%
TRANSIT
WALKING
1.4%
BIKING
5.5%
VANPOOL
3.7%
13.1%
TRANSIT
1.4%
VANPOOL
13.1%

DRIVE
74.5%

4

US Department of Health and Human Services. 2008 physical activity guidelines for Americans. 2008.
http://www.health.gov/PAGuidelines

5
6

Oregon Health Authority. Oregon Behavioral Risk Factor Surveillance System, Oregon Country Combined Dataset 2006-2009.

Healthy People 2020 Washington, DC: U.S. Department of Health and Human Services, Office of Disease Prevention and
Health Promotion
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In addition to messaging, staff focused on
crosswalk and stop laws at all target area events.
A game wheel, with a separate set of pedestrian
The City of Eugene received a grant from Oregon
safety questions for adults, children and young
Health Authority and the Safe States Alliance
children, was brought to each event (see articles
to address crosswalk and pedestrian safety
and question sets in the appendix). Target
issues concurrently with the SmartTrips: Southarea residents could also order crosswalk and
Central program. SmartTrips staff incorporated
pedestrian safety brochures and materials on the
marketing and educational materials from the
SmartTrips
order form.
Finally,
in cooperation with
24%
PRE-PROGRAM
SURVEY
(N=495)
safety campaign into program outreach efforts.
the Transportation
Planning
team, the Eugene
POST-PROGRAM
SURVEY (N=669)
The goal of this collaboration
was to increase
19%
Police Department implemented a well-publicized
18%
awareness and understanding
of crosswalk
17%
Crosswalk Safety Sting Activity during the
16%
and stop laws in the target area and test15%
the
14%
13%
program.
While this was not directly associated
effectiveness of the campaign’s messaging
on
11%
11%a
with the campaign, it likely had an impact on
9%
sample target area.
safety behavior. Utilizing7%
the pre- and post5%
program surveys, the project team5%
measured
Over the duration of the program, SmartTrips
3%
changes
in
awareness
and
understanding
of
staff included crosswalk and pedestrian safety
2%
target area respondents.
messaging in all three print newsletters mailed
directly to the 6,300-household target area.
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Awareness of Local Crosswalk
and Stop Laws

90%
81%

PRE SURVEY (N=1427)

66%

POST SURVEY (N=1172)

52%

6%
ANY PUBLIC STREET
ANY PORTION
INTERSECTION
OF A ROADWAY
MARKED WITH
MARKED WITH
PAINT
CROSSWALK LINES
OR MARKINGS

ANY PUBLIC
STREET
INTERSECTION
NOT MARKED
WITH PAINT

9%

ANY PORTION OF
ANY ROADWAY

6%

4%

NOT SURE

1%

0%

NONE OF
THE ABOVE

*The first three options are legally correct.

92%
84%

POST-PROGRAM SURVEY (N=669)

19%
16%

18%

17%

15%
11%

13% 14%

SmartTrips: South-Central Final Report 2015

11%
9%
7%
5%

5%
2%

66%

The most significant increase in awareness was 14
percent more of respondents claiming52%
that “Any
public street intersection not marked with paint”
was indeed a legal crosswalk. This is important
because this is the specific type of crosswalk
the project team was hoping to increase
awareness about due to its lack of formal visibility.
ANY PUBLIC
ANY PUBLIC
ANY City
PORTION
The
has launched
an STREET
“Every Corner
is a
INTERSECTION
STREET
OF A ROADWAY
MARKED
INTERSECTION
MARKED WITHcampaign
Crosswalk”
andWITH
these results
provide
PAINT
NOT MARKED
CROSSWALK LINES
WITH PAINT
OR MARKINGS
encouragement
that an effective education
campaign can shift awareness.
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Of note in the following chart is that both the
answers to the legally correct options;* 1) when
any part of the pedestrian (or their property)
moves into the intersection, attempting to cross
and 2) when the pedestrian is completely in the
intersection, saw increases in awareness as well
as a decrease in those that were “not sure” from
the pre- to the post-survey results indicating that
PRE SURVEY (N=1427)
the education efforts are working. One area that
POST SURVEY
causes confusion,
and(N=1172)
where respondents were
divided, was the following condition: “When the
pedestrian is standing on the curb or sidewalk at
an intersection, ready to cross.” Legally people
are not required to stop if someone is just
9%on the curb or sidewalk, but in most
standing
6% 4%
6%
1% 0%
cases it is the courteous thing to do. The City
would
like to
a stronger
“stopping”
SURE
NONE OF culture
ANY
PORTION
OF fosterNOT
THE ABOVE
ANY ROADWAY
in the community and develop messaging
around this.
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As demonstrated in the chart on the previous
page, respondents reported increased awareness
and understanding of each of the legal crosswalk
types. The percentage of respondents who
reported that they were unsure of the answer
decreased. This information will inform the
92%
90%
88%
upcoming
region-wide Crosswalk
Education
81%
Campaign.

ES

STOP LAW AWARENESS AND UNDERSTANDING

CROSSWALK LAWS AWARENESS
AND UNDERSTANDING

EM

3%

IN WHICH OF THE FOLLOWING SITUATIONS DO YOU THINK THAT A DRIVER OF A
VEHICLE IS REQUIRED BY LAW TO STOP FOR A PEDESTRIAN? (CHECK ALL THAT APPLY)*
92%
84%
PRE SURVEY (N=1431)

70%

POST SURVEY (N=1196)

61%
55%
48%

5%

WHEN ANY PART
OF THE PEDESTRIAN
(OR THEIR PROPERTY)
MOVES INTO THE
INTERSECTION,
ATTEMPTING
TO CROSS

WHEN THE
PEDESTRIAN IS
COMPLETELY IN
THE INTERSECTION

*Starting from the left, the first two are legally correct.

WHEN THE
PEDESTRIAN IS
STANDING ON
THE CURB OR
SIDEWALK AT AN
INTERSECTION,
READY TO CROSS

4%

NOT SURE

1%

1%

NONE OF
THE ABOVE
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Future Opportunities
In the future, how can health behavior change
theories be incorporated into the SmartTrips:
Eugene program planning and evaluation?
Interventions such as SmartTrips: Eugene aim
to shift individuals’ drive-alone trips to other
transportation options (walk, bike, bus, carpool
etc.) within the community. This behavior change
is a difficult but rewarding process that more than
likely will not happen overnight. Many health
behavior theories have shown that interventions
are more effective when they are based on
constructs that are known to influence behavior
change. These can include knowledge, attitudes,
perceived barriers and perceived benefits that
one has about the behavior. For example, selfefficacy, which is an individuals’ belief in their
ability to perform the behavior in a variety of
situations, has been shown to greatly influence
the choice of alternative modes.7
The SmartTrips: Eugene program can and should
be evaluated not only through modal shifts (drivealone to walking or drive-alone to bus) but also
through changes in these constructs as well.
While SmartTrips: Eugene does measure a few
attitudes, (see figure above right) they are not
utilized for tailored planning and implementation
of the program services. Focus groups and
discussions during program planning with open
invitations to participants, businesses and key
players in the neighborhoods can help narrow
down the key barriers and motivations that
are specific to the target population.8 This can
be done through a survey assessment with

questions that are specific for each chosen health
behavior construct. For example, when measuring
perceived barriers with the Likert Scale, (strongly
agree 1, strongly disagree 4) an example
questionnaire could consist of the following:
• Bicycling is too dangerous
• I do not have time to take the bus
• Walking is unsafe
• Taking the bus is stressful
• Taking the bus is complicated
With analysis of this information, program
coordinators can better select materials for
the SmartKits and plan events, rewards, and
newsletters that offer strategies to overcome
these barriers based on health behavior theory.
The program could also focus on understanding
where the individual is in their ‘stages of change,’
based on the behavior change theory called the
Transtheoretical Model.9

7

Bopp, M., Kaczynski, A., Besenyi, G., (2012). Active commuting influences among adults. Preventative Medicine, 54: 237-241.

8

Cooper, Carol, (2007). Successfully Changing Individual Travel Behavior: Applying Community-Based Social Marketing to Travel
Choice. Transportation Research Record: Journal of the Transportation Research Board, 2021, 89-99.

9

Prochaska, J. O., & DiClemente, C. C. (1983). Stages and processes of self? change of smoking: Toward an integrative model of
change. Journal of Consulting and Clinical Psychology, 51, 390–395.
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SmartTrips Delivery Staff plan their route.

10

Ibid.

The six stages of the Transtheoretical Model
include: pre-contemplation, contemplation,
preparation, action, maintenance, and
termination.10 Following this model could entail
having different SmartKits that are specific to
the stage of the individual based on a simple
questionnaire assessment. For example, an
individual in the contemplation stage has thought
about changing behavior recently but might
need more of an understanding of the benefits
and costs of changing their transportation
behavior before they will actually plan to change.
Studies show that the majority of individuals
are in this stage. On the other hand, individuals
in the preparation stage will need more tools
to help plan their routes and set realistic goals.
Currently, SmartTrips targets individuals in the
action stage and maintenance stage but could
have more of an impact with individuals who
have yet to think about taking or planning their
action. Understanding these different stages of
change and making a more tailored approach to
the delivering of the kit based on these stages
could improve shifts to transportation options.
A suggestion could include having individuals
in the contemplation stage make a pledge to
use more alternative modes per week/month or
produce a 12-week walking/bicycling plan that
can help them take action towards the behavior
and then maintain it.
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Survey respondents who
considered walking and
bicycling a part of their daily
physical activity reported
a much higher percentage
of active trips compared to
those who did not.
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Program Logistics
Staffing
CITY OF EUGENE PUBLIC WORKS DEPARTMENT

Staff Person

Lead Role

Time Allocated to SmartTrips

Lindsay Selser

SmartTrips Program Manager

.25 FTE (year round)

Jessica Kessinger

SmartTrips South- Central Coordinator

.75 FTE (March – December)

Lee Miller

SmartTrips Delivery & Events Intern

.5 FTE (June – October)

Elliot Goodrich

SmartTrips Delivery & Events Intern

.5 FTE (June – October)

Emily Farthing

Eugene Sunday Streets Coordinator

.75 FTE (March – November)

Linda Alexander

Administrative Support

Support Role

Mary Hamilton

Administrative Support

Support Role

Kim Mast

Graphic Designer

.1 FTE

Timeline
7/18 SmartTrips Kick-off Party

6/10 First newsletter

9/30 Final deliveries made

6/10 Order forms to Wave 1
6/10 First online orders received
6/24 Order forms to Wave 2

7/22 Second newsletter
mailed to all residents 9/6 Third newsletter mailed
to all residents

7/28 Reminder postcards mailed to Wave 3
7/14 Order forms to Wave 3
7/7 Reminder postcards mailed to Wave 2
7/1 Reminder postcards mailed to Wave 1
6/14 First mail-in order received, deliveries began

Materials and Services Budget
The program costs amount to approximately
$8.90 per person in the SmartTrips: SouthCentral target area. The 6,300 household
program, reaching 15,120 residents, cost
$134,309. Even more residents were reached
through the program this year because of the
inclusion of the Eugene Sunday Streets events
in Downtown and Friendly neighborhoods.
These events serve people from all over
Eugene and the Eugene-Springfield region. This
includes the following costs:

9/20 Eugene Sunday Streets Friendly /
Last event

Costs

Share/
Federal Cost
Match**

Total

Personnel

$33,304

$18,309

$51,613

SmartTrips Materials

$16,171

N/A

$7,409

Printing Newsletters, Surveys

$22,818

N/A

$22,818

Contractual:
Evaluation/Design

$8,496

N/A

$8,496

Events

$8,558

N/A

$8,557.81

Postage Newsletters, Surveys

$19,803

N/A

$19,803

Advertising

$6,000

N/A

$6,000

$850

N/A

$850

$116,000

$18,309

$134,309

Equipment/Misc.
Total Cost

*This budget is for the entire STP-U Grant and includes staff time and
some costs for Eugene Sunday Streets as well. Eugene Sunday Streets
costs show up mostly in Personnel, Advertising and Events.
**A 10.27% minimum local match was a requirement of the STP-U grant.
The project team matched at a higher rate.
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“Thank you so much for
the kit, all the information,
the nice people, and the
trips. I hope to make a
couple more.”
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Participants take a stroll during Eugene Sunday Streets – Friendly.

Lessons Learned
Overall Reflections
• Reminder postcards sent to residents were
effective in increasing the participation rate.
These reminders were sent out in waves and
each wave brought in over 100 additional
orders. In the future the project team would
like to redesign these to include reminders for
upcoming events as well as the reminder to
order the kit.
• It would be wise to require reservations
for events that include free activities or
incentives (bowling, ice cream, etc.). SmartTrips
staff would have a better idea of expected
attendance and how much money they should
budget for the event. Also, people seem to be
more likely to attend once they have made a
commitment. At the same time, a reservation
could steer people away who are not fully sure

of their schedule. The project team could try an
optional registration system.
• Events should begin in the middle of the
program and run late into the program, rather
than starting at the beginning.
• The Kick-off Party was the most highly
attended event hosted during the program,
likely due to it being held in a neighborhood
park and that it provided free bike repairs, bike
washing, and lunch. A series of smaller kick-off
events in all the different parks in the target
area at the beginning of the program could
strengthen the presence of the program in the
target area early on.
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Eugene Sunday Streets participants, including the DariMart Cow, take a yoga class in the middle of the car-free street.

Challenges
• With higher than anticipated participation rates
through requests of SmartKits, supplies and
materials quickly ran out at times. SmartTrips
staff did their best to anticipate when this
would happen so that they could order more.
At times, there were delays while waiting for
new materials to come in.
• While the Sunday Streets events were in
the target area and were beneficial to the
SmartTrips program, substantial staff time was
required to work on these two events during
the previous week. This led to difficulty in
maintaining quick delivery time for SmartKits
(goal of delivery within 10 business days of
receiving the order). This staff resource crunch

was also overlooked when planning the
schedule for the reminder postcard.
A reminder postcard that was sent out the
week prior to Sunday Streets Downtown,
leading to a substantial increase of orders,
combined with event work. In the future there
should either be more Sunday Streets-specific
staff or schedules and timing for deliveries
should be managed more carefully.
• With two SmartTrips delivery staff, packing and
deliveries went smoothly. However, consistent
schedules and communication is a must
between the two delivery staff to ensure that
one knows to pick up where the other has
left off.
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Kids and neighbors participate in the Sustainability Center at the Eugene Sunday Streets – Friendly event.

Major Successes
• Survey results demonstrate that bicycling
and walking mode share increased 2.3 and
0.7 percentage points, respectively, over the
course of the program.
• The Eugene Sunday Streets Friendly event
attracted approximately 3,100 community
members (all-time participation record for a
neighborhood Eugene Sunday Streets event)
and garnered positive media coverage.
Though it is a citywide event, it had strong
overlap with the goals of the SmartTrips
program and it is recommended that programs
continue to be implemented in concert with
Sunday Streets.
• SmartTrips: South-Central had record levels
of participation rates in both pre- and postsurveys. The program also had the highest
percentage of participants who ordered
SmartKits of all four programs the City has run
at 16.5 percent.

• There was great event attendance at all
SmartTrips events. The events were scheduled
throughout the program and highlighted all
trips modes including walking, bicycling, taking
transit, and vanpool/carpool.
• The project team received over 800 new
emails for the SmartTrips mailing list. This
created another way to inform residents about
upcoming events and news.
SmartTrips: South-Central is an incredibly
valuable program to the Eugene community
because not only does it help residents drive
alone less and walk, bike, bus and carpool
more, but it helps build healthy lifestyles, build
community and create a safer place for us to all
live, work and play.
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