
 
 

SmartTrips Downtown Final Report 
 
Executive Summary 
 
SmartTrips Downtown was an individualized marketing program conducted by the 
Portland Bureau of Transportation (PBOT) from November, 2006 to June, 2009.  As part 
of the Keep Portland Moving initiative, it was designed to reduce traffic congestion 
during the Portland Mall revitalization project by helping downtown employees utilize 
more efficient and environmentally sustainable modes of transportation.   
 
The Portland SmartTrips individualized marketing program operates under the 
assumption that many people will shift to more sustainable, inexpensive, and healthy 
transportation modes if they learn about all of their options.  SmartTrips Downtown 
continued the success of the residential SmartTrips program by focusing on employers 
and commuters, while adding many new innovations. 
 
This is the final report covering the program, from November, 2006 to June, 2009.  
SmartTrips Downtown Quick Facts: 

• Participants reported a 15% relative reduction in drive-alone trips one year after ordering 
materials. Approximately 1 out of every 4 participants shifted at least one drive-alone 
commute trip a week to an environmentally friendly mode. 

• SmartTrips Downtown partnered with 135 downtown employers to invite nearly 27,000 
downtown commuters to order free sustainable transportation resources.  

• 6,725 downtown commuters participated by ordering information. 

• SmartTrips Downtown staff conducted or participated in 85 outreach events, reaching an 
additional 4,300 downtown commuters with sustainable transportation resources. 

• 75% of respondents on the program’s final survey reported that SmartTrips Downtown 
materials motivated them to “drive alone less, or continue not to drive, to work.”  

• SmartTrips Downtown used market segmentation to target specific participants with 
carpool, bicycling, and transit messages. These promotions significantly reduced drive 
alone trips and doubled transit and carpool usage among targeted participants. 

• SmartTrips Downtown’s web page and Commuter Central blog received 85,000 hits in 12 
months.  

• SmartTrips Downtown instituted a pledge form to deepen the commitment of participants 
to reduce their drive-alone commute trips. Those who pledged to reduce trips 
demonstrated a 24% relative reduction in drive-alone commute trips. 

• Bike Champions, a SmartTrips Downtown initiative, harnessed the skill and energy of 
current bicycle commuters to encourage their co-workers to try bicycle commuting. 
Through the project, 23 downtown workers began commuting by bike. 
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I.  Introduction 
The Portland Mall Revitalization Project was the largest transportation investment in the 
history of downtown.  Coupled with 50 construction projects occurring between 2006 and 
2009, it represented $1.5 billion of new value and private and public sector confidence in 
the Central City. 
 
This huge scale of investment in a compact downtown presented a short term challenge to 
maintaining the transportation capacity of the downtown road network. PBOT developed 
SmartTrips Downtown as a demand management solution. Operating from November, 
2006 to June, 2009, the project aspired to invite 25,000 downtown commuters to order 
sustainable transportation resources and for 6,100 commuters to order. The project 
surpassed these goals. In part by persuading drive-alone commuters to choose more 
efficient and healthy modes, gridlock was averted. 
 
II. Program Description  
SmartTrips Downtown operated under the assumption that many people are unaware of 
their full range of transportation options. If offered the opportunity to learn more about 
carpooling, transit, walking, telecommuting and bicycling options, some of these 
individuals will choose healthier, less expensive and sustainable options to driving alone. 
Results from five Portland SmartTrips projects in residential areas have supported this 
premise.1 
 
SmartTrips Downtown was 
PBOT’s first major 
implementation of the 
SmartTrips model within a 
work-based commuter 
environment. The project 
targeted downtown 
commuters working within 
the I-405 loop east to the 
Willamette River. This 
includes the Central Business 
District, Old 
Town/Chinatown, Pearl 
District, University District and West End.  
 
To engage the target market, SmartTrips Downtown partnered with downtown employers 
who agreed to send their employees an email inviting them to order free transportation 
materials (transit schedules, bike and walking maps, carpool information, etc.) and 
incentives through the linked SmartTrips Downtown online order form. SmartTrips 
Downtown staff assembled and delivered these individualized packets by foot or bicycle 
within five business days.  Additional incentives, initiatives and outreach tools, such as 

                                                 
1 Reports on SmartTrips residential programs can be found here: 
http://www.portlandonline.com/transportation/index.cfm?c=43819& 
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bicycle- or transit-riding kits, were offered to maintain relationships with participants and 
to continue to encourage commute options.  
 
In addition to the dozen-plus City of Portland transportation resources, SmartTrips 
Downtown staff secured and/or developed 10 specific maps, brochures, and post cards 
that provide downtown commuters residing in suburban communities with information 
about their specific transportation options.  
 
While individualized marketing constituted the main aspect of the program’s outreach 
efforts, SmartTrips Downtown also incorporated traditional outreach tools and developed 
new techniques to reach commuters.  Staff participated in 80 face-to-face events, such as 
commuter workshops and lunch-time presentations.  SmartTrips Downtown also included 
a program blog and communicated with participants both through on-line content and 
emails directing participants to the blog.   
 
Beyond the traditional outreach efforts, staff developed a pledge form to engender 
behavioral change and a bicycle encouragement program that focused on utilizing 
existing social networks among co-workers.  In addition, staff used market segmentation 
techniques to offer customized information and incentives to program participants.  Each 
program element and its impacts on changing behavior are described in section three, 
Performance Evaluation.  
 
III. Performance Evaluation  
Staff used two main sets of metrics to evaluate SmartTrips Downtown: outreach and 
drive-alone trip reduction. 
 
Outreach – Business Partnerships and Commuter Participation:  
SmartTrips Downtown actively partnered with 135 downtown employers and offered 
26,800 downtown employees (31% of the total downtown workforce2) the opportunity to 
order free transportation and commute options information. Nearly seven thousand 
(6,725) downtown commuters ordered free information and an additional 300 people 
working outside of downtown Portland ordered without any direct marketing about the 
program. The vast majority of orders arose through employees receiving emails from 
SmartTrips Downtown employer partners. However, many other commuters discovered 
and ordered resources through word-of-mouth, the City’s website, or media stories. Over 
320 businesses were 
represented by 
SmartTrips 
Downtown 
participants. In 
addition, there were 
multiple orders from 
participants who 
ordered information 
more than once, 

Bike Wa lk T ra nsit Other* 
Live in the city 
(n=4,239) 73.8% 70.5% 86.1% 50.4%
Live outside of 
Portland (n=3,067) 46.6% 66.9% 83.5% 78.0%

Fig. 1: Percentage of Participants Ordering Materials by Mode, 
SmartTrips Downtown  (n=7,306)

*Includes carpool, vanpool, carsharing, and other information

                                                 
2 http://www.portlandalliance.com/pdf/2008census.pdf 
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which was encouraged.   Figure 1 shows the types of information ordered by participants, 
based on mode and the participants’ area of residence. 
 
To establish a baseline of participants’ commute behavior, the online order form required 
participants to provide a commute trip diary for the previous week. In addition it asked 
for home and work addresses so that staff could accurately calculate individual commute 
distance.  Staff sent follow up surveys six months and one year after the participant’s 
initial order, and at the program’s conclusion in April, 2009.  Over 50% of people who 
ordered information responded to at least one follow up survey.  Chart 2 (pg. 5) shows 
baseline mode data for all program participants for a single commute day. 
 
Drive-Alone Trip Shift: 
The program successfully reduced drive alone commute trips and increased 
environmentally friendly commute trips in each of the surveys conducted (Chart 2).  
Nearly a quarter (24%) of participants who took one of the follow up surveys switched at 
least one commute trip from driving alone to an environmentally friendly mode.   

 
Chart 1: Drive Alone Rate Change, 

SmartTrips Downtown Follow Up Surveys

-18.9%

-14.9%
-12.3%

-20.0%

-10.0%

0.0%

            6 Month                        12 Month                  Final Program
    Survey (n=2,448)          Survey (n=1426)         Survey (n=2,184)   

The program’s relative drive-
alone trip shift rate ranged 
from 12% to 19% depending 
on the survey conducted.3   
Rates of carpooling and park 
and ride commuting saw the 
greatest gains on the follow 
up surveys (see Appendix A 
for all mode split 
information).  
 
The program also saw a 

significant shift to environmentally friendly commute modes among participants that 
drove alone four or five days a week on the baseline survey, traditionally the most 
difficult commute behavior to change.   

 
Over 300 participants who took the 
final program survey reported 
driving alone to work four or five 
days on the baseline survey. Of 
that group, 21% reported shifting 
most or all of their commute to an 
environmentally friendly mode 
(see Fig. 2), a significant change in 
commuting behavior.  In addition,  

Fig. 2 - Respondents reporting 4 or 5 drive alone 
commute trips on the baseline survey (n=322) 

Percent that 
changed commute 
behavior   

Shifted 4 or 5 trips to 
environmentally friendly mode 21% 
Shifted at least one trip to an 
environmentally friendly mode 58% 

 
 

                                                 
3 Relative change refers to the size of change as opposed to the “actual” change.  For example moving from 2% to 4%  
is a 2% actual change and a 100% relative change. 
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58% of those that drove alone most or all days on the baseline survey shifted at least one 
trip to an environmentally friendly mode.  This trend is repeated in the other two program 
surveys as well. 
 
Another important program metric shows that 
few participants shifted their commute trips 
from environmentally friendly modes to driving 
alone. For example, 76% of the  

 

Discovering how to better attract 
drive alone commuters to 
participate in future TDM 
programs may change commute 
behavior even more significantly. 

participants who took the six month follow up 
survey drove alone to work one or two days per 
week on the baseline survey.  Of those only one 
percent drove alone four or five days a week on 
the follow up survey.  This helps demonstrate the strong correlation between program 
participation and behavior change.  Participants were significantly more likely to switch 
to environmentally friendly commute modes than to driving alone.   
  
SmartTrips Downtown would likely have experienced an even greater shift in 
environmentally friendly commuting if more drive-alone commuters had ordered 
transportation resources. Only 23% of program participants reported driving alone on the 
baseline survey, although downtown Portland’s overall drive alone mode split is closer to 
50%.5 As PBOT expands the program’s scope to the entire city, discovering how to 
better attract drive alone commuters to participate is a key staff objective. 

                                                

 
Chart 4 (pg. 8) shows the 
location and number of drive 
alone trips that program 
participants reported shifting to 
environmentally friendly 
modes.  Figure 3 shows the 
number of vehicle miles 
reduced throughout the 
program’s duration. 
 
 
 
 
 
 

Fig. 3 Vehicle Miles Reduced, February 2007 - 
June 2009, SmartTrips Downtown4  

  
Number of 
commuters 

Total miles 
(increased or 
decreased) 
after joining 

program 

Avg. Trip 
Length 
(miles) 

Vehicle 
Miles 
Reduced 852 1,966,896 8 
Vehicle 
Miles 
Increased 697 1,445,034 7.1 

Net VMR   521,862   

 
 

4 Staff calculated vehicle miles reduced or increased based on the number of weeks a commuter 
participated in the program.  For example, a participant with a five mile, one-way commute who ordered 
materials exactly one year from the program’s conclusion and shifted one trip each week would have 
reduced 480 miles throughout the program. (Because of vacation time and days off, staff used a 48 week 
working year.  Thus, a five mile one-way trip shifted each week equates to 10 miles reduced for the 
commute day, multiplied by 48 weeks for a total of 480 miles reduced during the program.) 
5 http://www.portlandalliance.com/pdf/2008census.pdf 
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While many program participants who changed behavior live within the city limits quite 
a few in outer suburbs reduced significant vehicle miles traveled, as well.     
 
Most program participants who switched a commute trip from driving alone to an 
environmentally friendly mode, switched one commute trip each week (Chart 5).  
However, 25% of the program participants reporting a change in commute behavior 
switched three or more trips each week. 
 

 
 

1 trip / week

2 trips

3 trips

4 trips

5 or more trips

8.5%

11.1%

53.9% 

6.7%

19.8%

Chart 5: Number of Weekly Trips Switched by 
SmartTrips Downtown Survey Participants (n=867) 

Innovative Outreach Tools: 
SmartTrips Downtown incorporated several unique outreach tools to deepen the 
relationship with participants and recruit new employees to take part in the program. 
Survey evidence suggests that those targeted by these communications often made larger 
reductions in driving alone. 
 

  Innovative Outreach Tools: Market Segmentation 

Drive alone commute trips 
decreased 35% and 
carpooling nearly tripled for 
targeted follow- up 
participants. 

SmartTrips Downtown conducted seven customized 
incentive offers targeting participants with shared 
characteristics, such as where they lived, how they 
commuted, and what type of materials they ordered. 
Staff then created a more personalized 
communication and incentive that was more likely to 
resonate with participants. This targeted follow up 
deepens the relationship and provides additional support to switch from driving alone to 
more sustainable and healthy modes. It often resulted in greater shifts in commute trips 
from driving alone than the overall survey population. 
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In August 2007, staff developed a targeted follow up directed at participants that drove 
alone to work and lived five or more miles from downtown and more than a mile from a 
MAX station.  Staff sent these participants an individualized email with information 
about cost savings of carpooling, the number of people in their area registered on 
CarpoolMatchNW.org (the region’s ridesharing website) and other benefits of 
carpooling.   
 

Fig. 4: Mode Split for Survey Respondents Who Received a 
Carpool Targeted Follow Up Email  (n=132) 

Final 
Program 
Survey 

Baseline 
Survey 

 Relative 
Change   

Drive Alone 
Rate 64.9% 42.3% -34.8% 

Carpool Rate 5.6% 15.3% 178% 

Five-hundred and 
seventy nine participants 
received this 
individualized email and 
132 of those completed 
the program’s final 
survey in April, 2009.  
Those 132 survey 
respondents reported a 
35% relative decrease in 

drive alone commute trips and nearly tripled their number of carpool trips (Figure 4).  

Fig. 5: Mode Split for Survey Respondents that Received a 
Transit Follow Up Kit (n=113) 

Baseline 
Survey 

Post 
Survey 

Relative 
Change   

Drive Alone Rate 52.8% 30.9% -42% 

Transit Rate 11.2% 22.4% 100% 

In another example, SmartTrips Downtown invited 1,638 program participants to order a 
free transit kit that included a pedometer, customized transit trip planning assistance, and 
TriMet schedules and information.  These program participants were within one mile of a 

MAX station and lived 
over three miles outside 
of the city limits.  One 
quarter of these 
participants ordered the 
transit kit and 113 took 
one of the follow up 
surveys.  Those 113 
respondents reported a 
significant increase in 

transit trips and decrease in drive alone commute trips (Fig. 5).  In addition, 87% of the 
program participants who ordered a transit kit and switched a trip from driving alone to 
an environmentally friendly mode reported that the SmartTrips materials motivated them 
to change their behavior. 
 
In addition to the targeted transit and carpool offers, SmartTrips Downtown offered 
several iterations of bicycle kits with transportation option messages to 2,190 program 
participants living within five miles of the city limits.  Over 500 participants ordered one 
of the kits.  Mode split numbers for this select group do not show definitive trends; drive 
alone and bicycle commute trips vary from survey to survey.  However, over 11% of 
those who ordered a bicycle kit and reported zero bicycle trips on the baseline survey 
reported at least one bicycle trip on one of the follow up survey.  While the bicycle kits 
may not have dramatically altered overall commuting behavior, the additional marketing 
and information do show potential for encouraging non-cyclists to try bike commuting. 
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 Innovative Outreach Tools: Commuter Central Blog 
Program staff created the Commuter Central blog to inform participants about upcoming 
events and news on commuting downtown, and to reinforce the program’s messaging.  
Each month, program participants also received an email inviting them to visit the blog 
and participate in a contest that promoted transportation options and supported local 
businesses.  Readership on the blog saw steady growth (see Chart 6, below) with over 
80,000 external hits in 2008.   
 

Chart 6: Commuter Central Hits Each Month
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 Innovative Outreach Tools: Bike Champions 
In April 2008, SmartTrips Downtown staff created a peer mentor program, Bike 
Champions, to help create more downtown bicycle commuters. The kick-off coincided 
with May’s national Bike to Work Month, during which staff organized or promoted 11 

local events highlighting the ease, 
convenience, and other benefits of 
bike commuting.   
 

Portland Development Commission - Bike Champions!

The Bike Champions program 
leveraged social relationships within 
companies by creating internal 
bicycle advocates that encourage and 
assist co-workers to begin bicycle 
commuting. Staff recruited 40 
SmartTrips Downtown participants as 
Bike Champions.  PBOT partnered 
with the Bike Gallery to provide a 
$10 gift certificate to every 

SmartTrips Downtown participants who commuted by bike for the first time.  
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Bike Champions encouraged 23 of their co-workers 
to bike commute.  Program staff is planning to re-
engage the Bike Champions as part of a city-wide 
effort at increasing commute options.  

According to Bike Champion Lisa 
Renard from Aetna Corporation, 
“One of my co-workers began bike 
commuting and has lost 30 
pounds... I feel that the project has 
helped me to improve the quality of 
life of my co-workers.” 

 
 

 Innovative Outreach Tools: Pledge Form 
SmartTrips Downtown incorporated a pledge form 
to encourage participants to commit to shifting a trip (pictured, below).  Participants who 
pledged to reduce at least one drive alone commute trip each month or continue their 
“smart” commute were entered into a raffle for a free night stay at two of downtown 
Portland’s finest hotels.   
 
Over 1,300 participants pledged to continue their 
environmentally friendly commutes and 460 
participants pledged to reduce at least one drive-
alone commute trip each month.  The Pledge 
Form motivated greater behavior change among 
participants who reported driving alone on the 
baseline survey.  Although the sample size is 
smaller, participants that pledged to reduce drive 
alone trips saw a larger shift from driving alone 
to environmentally friendly commuting. 
Those that pledged reported a 24% relative 
reduction in drive-alone trips compared to a 19% 
reduction for the overall survey population (see 
Chart 7, below). On the final program survey, 
over 500 respondents (35%) said the pledge form 
motivated them to drive alone less.   
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Pledge 
Participants - 

6 Month 
Survey 
(n=179)

Final 
Survey 

(n=2,184)

12 Month 
Survey 

(n=1,426)

6 Month 
Survey 

(n=2,448) 

Drive Alone Rate

Environmentally-
Friendly Mode
Rate 

25.0%
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0.0%
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-25.0% -24%

-12.3%
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-18.9%
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Chart 7: Relative Change in Mode Split - SmartTrips Downtown 
Survey Respondents 

 Innovative Outreach Tools: Portland State University Student Outreach 
Staff learned a valuable lesson throughout the program: an employer heavily vested in the 
SmartTrips Downtown program correlated to higher participation rates by the employees.  
Portland State University (PSU) has a campus-wide transportation demand management 
coordinator who enthusiastically marketed the program to the university’s staff and 
students. 
 
Offering the program to students, however, required re-thinking the outreach model and 
working to find a successful method.  SmartTrips Downtown teamed up with PSU to 
email the entire student body with the opportunity to order free information.  Less than 
2% of the student body ordered information, falling fall short of our targets. (By 
comparison, 30% of PSU faculty and staff ordered SmartTrips Downtown materials). 
With the existing materials, PSU and PBOT staff tried several different outreach 
methods, eventually settling on offering a transit rider’s and bicyclist kit to students at 
orientation and campus-wide events.  This approach was more successful, distributing 
over 2,000 kits.  While this approach did not allow us to capture travel behavior, it did 
offer face-to-face interaction with students new to PSU.  Connecting with people before 
they’ve engrained a travel behavior offers a great opportunity to shape their 
transportation choices. 
 
Addition Program Evaluation: 
The follow up surveys asked a series of qualitative questions about participants’ travel 
behavior and the program’s effect on their commute.  These questions help capture 
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information that a trip diary may not reflect and allow participants to provide feedback on 
the program’s efficacy.  
 
In the final program survey, 33% said that they drove alone less to work less since 
receiving the SmartTrips materials and 75% said the information motivated them to drive 
alone less.  In addition, two-thirds of the survey respondents said they considered 
switching a trip from driving alone to an environmentally friendly mode since receiving 
the materials.  All of these metrics are important revelations, since raising awareness 
about commute options is a key aspect of changing behavior.  According to a large 
majority of survey respondents, the program was successful at raising participants’ 
awareness about their transportation choices and getting them to think about using 
environmentally friendly commute options. 
 
On the final program survey staff also asked participants what motivates them to use 
transportation options.  The survey offered five motivating factors which respondents 
rated on a 1 – 5 scale; they could also add their own comments.  Cost savings and 
environmental reasons most motivated the survey respondents while health factors also 
scored relatively high (Chart 8, below).  Interestingly, motivating factors such as 
“convenience” and “time” received relatively equal scores between least and most 
motivating.   
 
After reviewing and coding the open-ended comments for this question other revealing 
data is uncovered.  For example, a large number of respondents who included comments 
said that they were motivated by the social aspect of carpooling, cycling, and/or transit.  
In addition, survey respondents cited avoiding driving-related stress and gaining personal 
time as motivating factors (See Appendix A, Chart 2a).  These types of comments can 
help the program shape future marketing messages. 
 

 

Health 
Convenience

Time

Financial

Environment

% of Responses

5-Most
Motivating

432 1-Least 
Motivating 

50% 

40% 

30% 

20% 

10% 

0% 

SmartTrips Downtown Final Survey (n=2,184)
Chart 8: Motivating Factors for Choosing Transportation Options, 
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Conclusion: 
SmartTrips Downtown successfully reduced drive alone trips among participants and 
increased environmentally friendly commuting, particularly carpooling and park and ride 
transit use.  The program reached 31% of the downtown workforce with individualized 
marketing and commute option messages.  SmartTrips Downtown surpassed program 
goals for outreach and program participation.   
 
SmartTrips Downtown developed new outreach tools that can be easily incorporated into 
PBOT’s residential and employer-based SmartTrips programs.  Encouraging participants 
to pledge to reduce drive alone trips resulted in higher rates of behavior change than the 
overall survey population.  In addition, following up with participants with targeted 
messages and information based on their area of residence, commute mode, and other 
factors delivered significantly better commute behavior change than the overall survey 
population.  The survey results, in addition to anecdotal evidence from program 
participants, suggests that offering participants more opportunities to access information 
and creating more personalized messaging by grouping participants based on shared 
characteristics result in a significant shift from driving alone to environmentally friendly 
commuting. 
 
SmartTrips Downtown may have had a greater impact on commute behavior had the 
program attracted more drive alone commuters to participate.  Developing new tools and 
outreach methods to attract a larger portion of single occupancy vehicle commuters may 
result in even more dramatic shifts in trip behavior.  Nevertheless, the program efficiently 
and economically reduced vehicle miles traveled for downtown commuters. 
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Appendix A 
Figures 1 – 3 show the mode split number for all program surveys. 
 

Fig. 1a: Baseline Mode Split for All 
Program Participants (n=6,725) - 

SmartTrips Downtown 

  

Drive Alone 23.12% 

Carpool 9.18% 

Bus 21.51% 

MAX/Streetcar 8.75% 

Park & Ride Bus 6.26% 

Park & Ride MAX 8.44% 

Bicycle 8.82% 

Walk 3.62% 

Telecommute 0.52% 

Day Off/Flex Day 7.67% 

Other 2.11% 
 
 

Fig. 2a: Six Month Survey Results  
(n=2,448) - SmartTrips Downtown 

  Baseline Results 
6 Month Follow Up 

Results Relative Change 

Drive Alone 18.50% 15.00% -18.90% 

Carpool 9.22% 9.74% 5.67% 

Bus 24.16% 24.30% 0.57% 

MAX/Streetcar 9.01% 8.12% -9.88% 

Park & Ride Bus 7.58% 9.27% 22.31% 

Park & Ride MAX 8.74% 9.30% 6.36% 

Bicycle 9.17% 9.28% 1.25% 

Walk 3.85% 4.01% 4.25% 

Telecommute 0.29% 0.00% n/a 

Day Off/Flex Day 7.58% 8.45% 11.42% 

Other 1.91% 2.53% 32.48% 
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Fig. 3a: Twelve Month Survey Results  
(n=1,426) - SmartTrips Downtown 

  Baseline Results 
12 Month Follow 

Up Results Relative Change 

Drive Alone 17.70% 15.06% -14.90% 

Carpool 9.31% 9.86% 5.87% 

Bus 25.08% 23.38% -6.77% 

MAX/Streetcar 8.92% 6.72% -24.69% 

Park & Ride Bus 6.69% 8.74% 30.61% 

Park & Ride MAX 8.51% 8.86% 4.12% 

Bicycle 9.90% 11.74% 18.56% 

Walk 3.17% 3.63% 14.60% 

Telecommute 0.04% 0.00% n/a 

Day Off/Flex Day 8.71% 9.87% 13.37% 

Other 1.96% 2.13% 32.48% 
 
 

Fig 4a: Final Program Survey Results  
(n=2,184) - SmartTrips Downtown 

  Baseline Results 
Final Program 

Follow Up Results Relative Change 

Drive Alone 20.02% 17.56% -12.26% 

Carpool 9.14% 11.25% 23.05% 

Bus 23.18% 22.83% -1.50% 

MAX/Streetcar 8.91% 7.47% -16.14% 

Park & Ride Bus 7.47% 9.32% 24.75% 

Park & Ride MAX 8.44% 8.71% 3.15% 

Bicycle 9.39% 8.53% -9.17% 

Walk 3.17% 3.38% 6.65% 

Telecommute 0.86% 2.23% 158.51% 

Day Off/Flex Day 7.48% 7.34% -1.96% 

Other 1.94% 1.39% -28.30% 
 
 
 
 
 
 

SmartTrips Downtown Final Report, November 2006 – June 2009 17



Program staff evaluated survey responses based on the number of surveys a participant 
completed.  Compared to the overall survey population, the more surveys a participant 
took the less likely they were to drive alone on the baseline survey.  For example, the 
baseline drive alone rate for all program participants was 23.12% and just 13.81% for 
participants who responded to all three follow up surveys (fig. 5).  
 
However, participants who took more surveys were not more likely to change behavior 
than the overall survey population.  The relative reduction of drive alone trips shows no 
discernable trend between the overall survey population and those who took two or more 
surveys. 
 

 

 
Fig. 5a - Are participants who take survey more often more likely to switch trips?   

 

  

Overall 
Program 
Numbers – 
Drive Alone 
Mode Share 
(n=6725) 

Drive 
Alone 
Rate 
Relative 
Change  

Participants 
Who Took All 
Three 
Surveys – 
Drive Alone 
Mode Share 
(n=608) 

Drive 
Alone 
Rate 
Relative 
Change   

Participants 
Who Took 
Two Surveys 
– Drive 
Alone Mode 
Share 
(n=1496) 

Drive 
Alone 
Rate 
Relative 
Change 

Baseline (Pre) 
Survey 23.12% n/a  13.81% n/a   17.06% n/a 

6 month Post 
Survey 15% -18.90%  11.23% -18.67%   12.98% -23.91% 

12 month Post 
Survey 15.06% -14.90%  10.72% -22.41%   14.09% -17.40% 

Final Survey 17.56% -12.26%  12.92% -6.43%   15.28% -10.42% 
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The follow up surveys asked respondents a series of questions about the program’s 
impact on their travel behavior.  Figures 6a – 8d below show the questions asked and 
responses. 
 

Fig. 6a - Q: Have you 
considered switching any 
of your trips from driving 
alone to another mode? - 6 
Month Survey (n=2,448)  

Fig. 6b - Q: Since receiving 
SmartTrips Downtown do 
you drive alone to work 
more or less? - 6 Month 
Survey (n=2,106)  

Fig. 6c - Q: If you now 
drive alone less, did the 
SmartTrips materials help? 
- 6 Month Survey 
(n=2,448)  

Fig. 6d - Q: Did the Pledge 
Form motivate you to drive 
alone less? - 6 Month 
Survey (n=1,313) 

  Total    Total    Total    Total 
Yes  63.2%  About the same. 55.5%  No 65.7%  No 22.0% 
No 36.8%  Less. 42.9%  Yes 34.3%  Not sure 37.2% 
   More. 1.6%     Yes 40.7% 

 

 

Fig. 7a - Q: Have you 
considered switching any 
of your trips from driving 
alone to another mode? - 
12 Month Survey 
(n=1,417)  

Fig. 7b - Q: Since receiving 
SmartTrips Downtown do 
you drive alone to work 
more or less? - 12 Month 
Survey (n=1,418)  

Fig. 7c - Q: If you now 
drive alone less, did the 
SmartTrips materials help? 
- 12 Month Survey 
(n=1,406)  

Fig. 7d - Q: Did the Pledge 
Form motivate you to drive 
alone less? - 12 Month 
Survey (n=898) 

  Total    Total    Total    Total 

Yes 65.0%  
About the 
same.^ 64.2%  Yes 71.3%  No 24.3% 

No 23.4%  Less. 33.7%  No 28.7%  Not sure 38.0% 
Not Applicable*  11.6%  More. 2.1%     Yes 37.8% 
*I don't own or have access 
to a car  

^Mark here if you never 
drive to work.       

 

Fig. 8a - Q: Have you 
considered switching any 
of your trips from driving 
alone to another mode? - 
Final Survey (n=2,176)   

Fig. 8b - Q: Since 
receiving SmartTrips 
Downtown do you drive 
alone to work more or less? 
- Final Survey (n=2,173)  

Fig. 8c - Q:  If you now 
drive alone less, did the 
SmartTrips materials help? 
- Final Survey (n=2,161)  

Fig. 8d - Q: Did the Pledge 
Form motivate you to drive 
alone less? - Final Survey 
(n=1,503) 

  Total    Total    Total    Total 

Yes 65.9%  
About the 
same.^  64.2%  Yes 74.7%  No 23.0% 

No 23.0%  Less. 33.5%  No 25.3%  Not sure 42.3% 

Not Applicable*  11.2%  More. 2.3%     Yes 34.7% 

*I don't own or have access 
to a car  

^Mark here if you never 
drive to work       
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On the final program survey we asked participants what motivates them to use 
transportation options.  The survey offered five motivating factors which respondents 
rated on a 1 – 5 scale; they could also add their own comments.  Chart 2 below 
categorizes the open-ended comments of respondents.  Survey respondents submitted 636 
open-ended comments. 

 
 

Chart 2a: Categorized Comments - Motivating Factors for Choosing 
Transportation Options, SmartTrips Downtown Final Survey 

*Non-motivators include reasons 
people choose not to use 
transportation options, i.e. 
“Transit takes too long.”  

Personal Time 
Non-motivators* 

Unclassifiable, N/A

Avoid Stress

Social

Avoid Congestion 
Pleasure 

Political/Env Reasons

Other 
Time 

SmartTrips Program 
Exercise 

Zero/One Car 
Weather 

Convenience

Cost

0 75  Number of Comments25 100
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