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ABSTRACT 

 
In collaboration with the UVA Parking and Transportation Department, the main objective of the 
Encouragement Group was to encourage more people to use biking as a mode of transportation. Targeting 
students, faculty, and staff, we encouraged those who already bike to continue biking, and those who do 
not, to begin. Over the course of four months, we conducted a survey to better understand our target 
market, determining trends in demographics, as well as reasons behind habits in regards to transportation 
on grounds. After analyzing results from the survey that indicated road safety, convenience, and lack of 
equipment as inhibiting factors to biking, we developed methods of promotion that more specifically 
addressed the concerns: handing out fliers, bike shop discounts, and informational signs. We used handing 
out fliers that varied in content and appeal as a method of promotion to gain face to face interaction with our 
target group, and a chance to field questions about the benefits of biking and our efforts. Developing a bike-
deal discount with a local bike shop in order to give a 10% discount to any member of the UVA community 
with a current ID was another method employed to encourage biking based on the survey results. Finally, 
putting up informational posters with the health, efficiency, and energy benefits to biking was a method used 
to encourage the convenience and advantages to biking as a mode of transportation.  At the conclusion of 
our project, we were successful in determining how to appeal to our target market based on their habits, and 
using the methods discussed to promote biking, as well identifying successful methods for the future. 
 

 

INTRODUCTION 

 
Background 
 
Biking provides numerous advantages in comparison to other forms of transportation such as walking, 
driving, and taking the bus, including speed efficiency, parking ease, and beneficial environmental impacts. 
For these reasons, the Department of Parking and Transportation at the University of Virginia is trying to 
initiate a bike-share program. In order to include student perspective and ideas, they turned to the Global 
Sustainability class taught by Phoebe Crisman in the fall of 2011, to help them in their efforts. More 
specifically, they were assigned to a smaller discussion group made up of around 20 students of different 
backgrounds led by a graduate student, Harsh Jain- an architecture student from India studying at UVA. 
Representatives Becca White and John Monceaux from The Department of Parking and Transportation 
addressed our workshop section about breaking up into teams to work on the following issues regarding 
biking around grounds in an attempt to develop a successful bike-share program: 
  

• Education: Increasing awareness of road rules, safety, and other necessary biking 
knowledge 

• Engineering: Implementing bike counts, taking inventory of available parking, and how to 
improve parking 

• Encouragement: Designing strategies to increase the number of students biking and 
promote the benefits of biking 

• Enforcement: Making sure that that bikers follow the rules, both on the road and parking 
their bikes 

• Evaluation and Planning: Evaluating the potential of the bike share program on grounds 
 
Our team selected to work on the issue of Encouragement. We felt that based on the collective strengths 
and background of our team, we would be able to adequately perform this task. Our team consisted of: 

• Jacqueline Gannon: 3rd year, Global Development Studies Major and French Minor  



• Andy Stafford: 4th year, McIntire School of Commerce, Concentrating in Marketing and    
International Business 

• Kelsey Vitullo: 4th year, Architecture School, Sustainability and Architectural History minor  
 

Project 
 
The main goal of the Encouragement Group was to promote the use of biking as a mode of transportation 
for students, faculty, and staff at the University of Virginia. In order to do this, numerous ideas to promote 
and market biking were developed that focused on the benefits of biking, that affected the UVA community 
members directly and indirectly, with respect to themselves personally and to the community that they live 
in. These ranged from the health benefits to the environmental impact of biking in comparison to using 
buses and cars. To better understand the students that we were targeting, we created and distributed a 
questionnaire, whose results allowed us to come up with targeted promotion techniques. We brainstormed 
methods of encouragement, and analyzed the potential success of each before employing the chosen 
methods.  They will be discussed in detail later in the report.  
 

METHODOLOY 
 
Who to Target 

 
Our task was set as encouraging biking on grounds at UVA. This is a broad and multi-faceted issue that our 
team carefully dissected. Our first task was to identify the stake-holders involved to better understand where 
to focus our attention and how all the parties will be affected in relation to increasing biking. The 
stakeholders identified were students, professors, staff, UVA and Charlottesville Police, and the residents of 
Charlottesville. The students, professors, and staff would have the most to gain from biking more for 
numerous reasons that will be elaborated later. An increase in biking would be both a positive and negative 
effect on the residents of Charlottesville. There would be a decrease in traffic congestion, but an increase in 
bicycle traffic, which comes with a greater risk of accidents. The University and Charlottesville police will be 
affected by this greater risk of accidents as well as deal with bikers that do not obey the proper safety and 
road rules. The police will have to deal with the increased chance of the bikes being stolen due to the 
increase of bike usage, as well. 
 
Based on identifying these stakeholders and how they are affected, it was determined, that we would best fit 
our goals by focusing on students, professors, and faculty. The other teams such as Enforcement and 
Education would be more relevant in addressing the remaining stakeholders. The remaining stakeholders 
became students, professors, and staff.  While they all represent a sizeable amount of people to target, the 
most students live on or near grounds, which limits their actual need for using transportation such as cars or 
buses. The university employees, on the other hand, may live near grounds, but many live in surrounding 
areas, resulting in an unrealistic expectation to use a bike as their sole means of transportation. However if 
they use a bus to transport themselves from where they park to where they work, there remains an 
opportunity for them to use a bike. This was taken into consideration in producing initiatives and marketing 
campaigns targeted at students, for we wanted to make sure there was overlap in both the placement and 
generality. This would allow university employees to still become exposed to the encouraging messages 
without our team directly targeting them. 
 
What to Say 

 
Now that we knew we were mainly targeting students within the UVA community, we brainstormed ways in 
which we could successfully reach students and transfer the message of encouraging them to bike. There 



were several aspects that needed to be considered. First, for students to start biking, it would be necessary 
to replace their current method of transportation. For students, this is primarily walking or riding the bus, as 
any other form of transportation is not used enough to be considered.  
 
We compared the benefits of walking to biking and determined that the most effective benefit to promote 
was the speed at which students get from A to B. Standard walking pace is judged to be 3 mph, but we 
estimated that students walk to class probably somewhere between 2-5 mph. This accounts for both a 
leisurely walk to class and a mad dash when students are running late. The speed at which people bike 
varies more than walking pace, but we estimated that bikers can expect speeds of 10-15 mph. Based on 
this information we determined that students could get to or from class about 3-5 faster by biking. The 
amount of energy expended by humans to bike is also about one third less than that of walking the same 
distance. The results of these facts show that by biking, students can get to class faster, while using less 
energy. 
 
For riding the bus, our focus was on coming up with alternatives to the convenience the bus offered, both in 
terms of speed and general convenience. In terms of speed, biking allows students to directly go to their 
final location, in contrast to taking a bus and walking from where you are dropped off. Biking also has the 
advantage of not having to stop at bus stops, again contributing to a more direct route. Buses not only have 
to stay on roads, but only go on specific paths, whereas bikers have a lot more freedom in where they can 
go, as long as they follow safety laws. Being slowed by traffic is another bus issue that bikers do not have to 
deal with because they are often within bike lanes, allowing them to go past traffic with ease. There is then 
the waiting issue. Students often have to wait a significant amount of time for their correct bus to come, 
which again would be irrelevant to bikers. In comparison to riding the bus, bikers can get to their destination 
without worrying about waiting for a bus, being stuck in traffic, stopping at irrelevant bus stops, not being 
taken exactly where you need to go, and having to walk from the bus stop to class. 
 
Biking also provides numerous health benefits which we wanted to promote as well. This would be relevant 
to any student, not just those comparing the current mode of transportation to biking. The health benefits 
include but are not limited to: 

• builds stamina 
• improves cardio-vascular fitness 
• improves heart health 
• improves coordination 
• reduces stress 

 
Additionally, we wanted to advertise the environmental impact that buses have, and more importantly how 
much less of a negative environmental impact riding a bike has in comparison. This is the most important 
message out of all of them, and the purpose for the project in the first place. This became the focal point for 
most of our fliers. The energy efficient details include:  

• the most energy efficient mode of transportation ever invented 
• has virtually NO carbon footprint 
• reduces air pollution--bicyclists emit few poisonous gases. For example a four-mile bike 

trip keeps 15 pounds of pollutants out of the air 
 
For a quick means of saying how energy efficient biking is we found an image of a basic green bike with the 
phrase ‘ $0/ gallon’ beneath it.  This soon became our logo for our team and was implemented on all of the 
fliers.  These little details can provide an eye opening realization to students, encouraging them to alter the 
way they get from place to place.  Through the soliciting and advertising of energy efficiency we hope to 
cause a domino effect of realization that will lead students to want to change their natural habits of riding the 
buses and try something new and better for the environment.   



 
How to Say it 

 
The way in which you promote the benefits of biking is very important in achieving success. We realized tat 
even if we had great content and ideas, the mediums through which we brought these ideas to students 
would make or break the project.  The ideas we had for distributing this biking information among the 
student population were: 
  

• Posters-Hanging posters in different strategic locations across campus 
• One-on-One-Standing on grounds and talk to students one, while giving them informative 

fliers 
• Social Media- Using the internet to spread the message quickly to the masses 
• UTS- Having the buses put up advertisements promoting biking 
• TV Monitors-Having different schools and buildings add a biking slide to their TV monitor 

slide-shows 
 
Instead of trying to produce marketing campaigns covering all of these ideas, we decided to focus on a few 
of them. This was to make sure we didn’t spread ourselves too thin, as well as not sacrifice quality for 
quantity. The first idea eliminated was having a slide added to TV monitors throughout campus. This was 
due to the fact that many schools and buildings have their own individual slideshows; there isn’t a single 
campus-wide slideshow to add our slide too. Therefore, we decided it would be more efficient to direct our 
effort towards other ideas. Next, we eliminated putting up advertisements in the UTS buses. This was due to 
a variety of reasons, the first being that we had no budget and therefore could not pay to have this happen. 
There was also concern that it would upset current advertisers that have ads in the buses. Finally, social 
media was eliminated for now, as it has become saturated with promotions and advertisements, and there is 
a high chance of little impact among all the other noise. 
 
The distribution methods that were selected were putting posters and fliers around campus, combined with 
handing out fliers and speaking with students one-on-one. This is slightly different from our original idea of 
standing at a table. We decided to drop the table because not only was it not possible to reserve one 
because we were not members of a CIO, but also because without a table, we would be able to spread out 
and move with crowds. Instead of trying to get people to come to us, we would be able to go the 
people.  We also wanted to hang fliers in strategic places around campus where people are stationary and 
have time to read, such as waiting at bus stops or studying in the library. 
 
Survey 

 
Design 
 
As we stated earlier, we wanted to better understand our target market- the students. In order to achieve 
this, we conduct a survey. The purpose of the survey was to conduct both exploratory and descriptive 
research. We wanted to know as much as we could about the students’ transportation habits and what 
factors influenced these habits. We were interested to see if there were any trends based on simple 
demographics (such as school year and gender), and we created the following questions, combined with the 
simple demographics of the respondents, which we believed would aid us the most in our research: 

• How often do students ride buses? 
• Why do they choose to ride the bus? 
• Where are students riding buses the most? 



• How many students have bikes? 
• How often do they use their bikes? 
• Why keeps students from biking on grounds? 

 
While we knew what questions we wanted answered, we had to decide how administer the survey to 
students. There were multiple methods that we considered using to obtain the desired results. First we 
considered conducting focus groups. A focus group is where a moderator leads a group of the people in 
question to determine their opinions and attitudes on a specific subject or idea. While a focus group would 
give us in depth insight into the reasoning behind student behavior, it wouldn’t help get numbers on 
students’ actual habits. The next option was conducting on-on-one interviews with students. However, 
interviews have the same strengths and weaknesses as focus groups and therefore we decided against it. 
 
Finally there is distributing the questionnaire on a wider scale. This would allow us to ask all the questions 
we wanted both quantitative and qualitative, but has a potential problem of distribution. One option was to 
print out a lot of the questionnaire, which wouldn’t be very sustainable, and try to get people to complete 
them out on grounds. This would have several drawbacks, however, the first of which being that people 
would have to willingly stop and complete the surveys on our time, not their own. In order to improve the 
chances of that happening, the survey would have to be constructed as short and simple as possible, 
resulting in less data. There would also be the problem of manual data entry, which is both time intensive 
and leads to a high chance of transposition errors.  
 
The alternative would be to send out an online survey. While this allows for easily down-loadable data that is 
safe from transposition errors, there is struggle of convincing people to take the survey on their own time, 
because you aren’t there to convince them. Despite this drawback, this is what we decided would be the 
best course of action.  
 
The survey was designed through the website, SurveyMonkey.com, using the techniques learned in a 
Marketing Research class.  These techniques aided in the creation of the questionnaire by making sure that 
the following problems were not in the survey: 

• leading questions 
• answers that are not all inclusive 
• confusing questions 
• answers that do not provide actionable data 

 
After the survey was created, it went through several steps before it was finalized. The first step was to have 
several students complete the questionnaire and then be interviewed about it. This brought to light any 
confusing questions, answer choices, or other general issues with the survey. Once this was done, the 
survey was altered to correct the issues found. Next, the survey was tested by trying all answer choices to 
verify that all were functional and that all possibilities were available as designed. Once this was complete, 
(see exhibit 1) the issue of distribution had to be decided.  
 
Distribution 
 
Once again, the survey was being hosted through Surveymonkey.com and therefore could be easily and 
rapidly sent out over the Internet. We decided to use Facebook as the main medium of distribution along 
with emailing it to the rest of the Global Sustainability class. There were three concerns before we sent out 
the survey. First, that not enough students would complete the survey. Second, that respondents would be 
heavily skewed towards upperclassmen, since the distributors were all upperclassmen. Finally, that the 
respondents would be heavily skewed in either a male or female direction. To combat the first concern, the 
contingency plan was to print out surveys and get people to manually complete them if we couldn’t get 



enough online responses. To combat the concern of unequal class distribution, we contacted first and 
second year students to send the survey from their Facebook. To address the final concern of unequal sex 
distribution, we used the same contingency as the first concern. 
 
We released the questionnaire through Facebook encouraging UVA students to take it as a transportation 
habit survey. In the first 24 hours, there were about 150 respondents, which was more than anticipated. This 
satisfied the first concern. The next concern, the distribution of school year, was not heavily skewed and 
therefore no longer a concern. The final concern was an unequal distribution of gender, which there was. 
When the survey was first released, the ratio was a 3:1 Female to Male ratio. However, as more survey 
responses came in, the ratio dropped to 2:1 which is still higher then preferable, but due to the high volume 
of responses, we still obtained enough male responses to be satisfied. 
 
Results 
 
The complete results of the survey can be seen question by question in the appendices. The purpose of the 
survey was to determine if there were any trends to be aware of in the bus riding or biking habits of different 
demographics of students. This was determined based on pivot tables and using a cross tabulation analysis 
combining different demographics and responses to transportation habits. This analysis was used to 
determine if there was a relationship between certain demographics and their frequency of either riding a 
bus or bike. 
 
The demographic choices were school year and gender. The transportation habits that they were analyzed 
against were bus-riding frequency, if they had a bike, and bike-riding frequency. While most of the cross 
tabulations proved there was not a significant relationship, there was still one that did show significance. 
This was the relationship between school year and tendency to ride the bus. The cross tabulation as shown 
in exhibit 2 has chi-squared values that jump the hurdle rate based on the degrees of freedom available to 
the contingency tables of both school year by bus riding tendency and with first and second years combined 
and third and fourth years combined. This means that students will ride the bus less as they progress 
through their school years. While some may take this to mean that promotions should only be directed at 
underclassmen, the results still show enough upperclassmen riding buses that it would be foolish not to 
target them as well. 
 
The next analysis was done on two qualitative questions on the survey. These questions were “why do you 
ride the bus?” and “If you don’t bike on grounds, why don’t you?”.  These questions allowed respondents to 
choose multiple answers, as well as the opportunity to write in an answer. The first question, “why do you 
ride the bus?”, showed that the number one answer (as seen in exhibit 3) selected was the weather, which 
is out of our control, and is not worth pursuing with bikes. However, the second most selected answer was 
speed. Numerous people also wrote alternative answers that they had too long of a walk between classes to 
make it on time. This was a key insight, as we knew what to then target with our marketing campaign and a 
flier was designed to specifically target this issue, and which is discussed in depth in the next section.  
 
The next qualitative question was “If you don’t bike on grounds, why don’t you?”, which also had numerous 
written response to further give us insight into the opinions and perceptions of students.  The overwhelming 
response (as seen in exhibit 4) was that the respondents did not have a bike on grounds. This was another 
key actionable item that was developed into a whole marketing campaign, and will be discussed in the 
“Christmas Campaign” section below. The second most selected answer was concern over road safety, 
which we felt was more relevant to be addressed by the Education and Safety team.  This question was also 
analyzed separating male and female responses as seen in exhibit 5, which showed that females were 
much more concerned about road safety than males. This is a potential issue to address in future 
encouragement campaigns. 
 



The final bus related question on the survey obtained the travel patterns of where students were taking the 
bus to and from. The results from this question clearly showed us that central grounds was by far the most 
used hub for bus travel. Based on this information, we choose central grounds as the location to hand out 
fliers. The survey also got a positive response of students interested in getting a UVA specific discount from 
bike shops. Due to this response, we contacted local bikes shops to negotiate a discount for UVA students. 
However, after talking with students one-on-one, we discovered that many students have had a lot of 
difficulty purchasing bikes and related equipment from stores that are not close to grounds. We took this into 
consideration, and chose the closet bike shop to grounds and focused our effort on them. This will be 
described in detail in the section labeled “Discounts” below. 
 
 
Fliers 
 
For a tangible attribute to the Encouragement team, we identified fliers as a useful form of advertisement 
that reaches the students at a physical and personal level (in contrast to electronic forms of advertisement, 
such as email or Facebook).  Having this direct relationship ensures that people come into contact with our 
fliers and glance over the information.  This avoids the possibility of people ignoring or deleting information 
sent through Facebook posts or email.  Another benefit to handing out fliers to students around grounds is 
the opportunity for direct feedback, that could then be used to our benefit to better our fliers and way of 
encouraging.  
 
The basis of the design for the fliers was to encourage people to bike by providing an aesthetically pleasing, 
eye-catching flier.  The goal for the design was to grasp the attention of people and to encourage people to 
bike by providing little facts about the benefits and efficiency of biking. The information that was provided by 
the fliers is the following: 
 

 Time efficient: 
    -biking is 3 to 5 times faster than walking 
 
Health benefits: 
    -easy way to exercise 
    -builds strength and muscle tone 
    -builds stamina 
    -improves cardio-vascular fitness 
    -improves heart health 
    -improves coordination 
    -reduces stress 
 
Energy efficient: 
    -the most energy efficient form of transportation ever invented 
    -has virtually NO carbon footprint 
    -reduces air pollution -- bicyclist emit few poisonous gases- a four mile bicycle trip keeps about 
15 pounds of pollutants out of the air we breathe 
 

The reason that these facts were specifically chosen to be on this flier (as seen in exhibit 6) was to keep it 
simple and basic, while at the same time providing motivation and incentive to purchase a bike. We thought 
this information would help the students to come to the realization that having a bike may be more beneficial 
than initially thought.  Other techniques that were utilized were coming up with some catchy phrases that 
would help grasp students’ attention in a different way. For example, on one of the fliers (as seen in exhibit 
7), we quoted a song by Queen called Bicycle Race: ‘ I want to ride my bicycle, I want to ride my bike, I want 



to ride my bicycle, I want to ride it where I like...’ . Using lyrics from a popular song allows for students to 
relate to the poster on more than one level.  Other design moves that were utilized to display 
encouragement faster were a variety of images such as bikes, people biking, and a bike with $0/gallon 
underneath it, as pictures help stimulate the viewer into thinking more about the idea of a getting a bike. An 
additional move that proved useful was adding a piece of candy to the flier, which provided more incentive 
for people to take the fliers. 
 
Another design approach (seen in exhibit 8) for the fliers was to appeal to a particular group of students--
those that ride the bus. The strategy for this flier was to point out the cons of riding the bus such as waiting, 
stopping at unnecessary stops, carbon emissions, traffic, etc.  By listing the cons of the bus as an inefficient 
means of transportation, the flier then also provided a solution--the bicycle.  All in all, the basic technique 
that was utilized to promote biking was listing the benefits and pros of biking and then also comparing to 
other modes of transportation, such as the bus.  
 
Discounts 

 
Because a large portion of our target group is those who do not use biking as a mode of transportation at all, 
we came up with the idea of creating discounts at local bike shops around the UVA area in order to 
encourage those who would like to start.  Realizing that biking equipment is expensive and not necessarily 
easily accessible, we identified the bike shop closest to UVA grounds as our target shop- Blue Ridge 
Cyclery. We chose this bike shop because of its proximity to UVA grounds (which allows students who do 
not have cars to still be able to get there by way of the UVA bus system), as well as their interest and 
enthusiasm about encouraging biking at UVA.  After negotiating specifics with Shawn Tevendale, they 
happily agreed to give a 10% discount on all biking equipment, valid with a UVA ID. In addition, they offer a 
“bike-up” discount for anyone that arrives to the store on their bike.  
 

CONCLUSION 

 
Throughout the duration of this project, we used various methods to encourage people in the UVA 
community to use biking as a method of transportation.  We believe that we accomplished our goal of 
making people more aware of the benefits- time efficiency, health, and energy efficiency- of biking, as well 
as encouraged a broad population to bike.  A barrier or question that remains is measuring exactly how 
many people our promotion methods affected, and how that can be improved.  Because more time is 
needed to gather accurate statistics on the changes of behavior, it is something that we were not able to do 
in the course of the semester, but we will be doing it next semester after winter break (numerically 
measuring our success).  All in all, the method of encouragement that we found to be the most effective was 
handing out fliers.  The nature of handing out fliers allowed us to have face to face interactions with the 
people, as well as ensure the delivery of our information to our target group. Handing out informative fliers 
also enabled us to engage with our target group, and answer any questions they had, as well as gather 
reactions about our efforts.  Through this method, we collected the most useful data about why people are 
hesitant to bike, as well as did the most direct encouragement of biking. Although the bike discounts are 
also a tangible benefit of our efforts, it is harder to know at this point exactly how many people have taken 
advantage of the deals, and will be something to evaluate going forward. At this point in time, based on the 
methods we have used and the results we have received, we would recommend handing out fliers as a 
worthwhile method of encouragement. Through this report, we have documented and assessed our work, 
and we hope that it proves useful as a reference for those interested in encouraging biking at UVA in the 
future. 
 
  



FUTURE WORK 

 

Christmas Campaign 

 
One of the problems we encountered in encouraging people to start biking is the weather. The deeper into 
the semester, the colder and worse the weather was getting. This makes it difficult to encourage people to 
brave the circumstances and deal with a cold, windy trip to class when a heated bus is available. When this 
came to our attention, we realized that we would have to drastically change our marketing efforts if we 
actually wanted to make an impact over the winter months. Instead of letting this just be a semester long 
project, we decided to take the phrase “Think Global, Act Local” to heart and wanted to make a difference. 
This is why we decided to continue our efforts with the “I want a bike for Christmas” campaign. Given the 
impending winter weather, we deemed this to be best way to successfully promote biking in a sustainable 
way that lasts beyond the end of the semester.  
 
If we had just ended the semester with normal biking promotions, the students that we encouraged to start 
biking this fall may not start up again after winter break. We want to make a lasting effect on students that 
will alter their future behavior for the better for years to come. It is our belief that getting students to start 
biking will increase their sustainable tendencies in other aspects of their life, as well. The Christmas 
Campaign is an initiative to get students to ask for a bike for Christmas, or simply to get a bike over winter 
break. If students already have a bike, but have not taken it to school with them, we believe this campaign 
will also encourage them to bring their bike back to school.  
 
To further the encouragement of the Christmas Campaign, we created two fliers to specifically appeal to the 
Holiday season.  The fliers were designed to shadow holiday festivities by using the colors red and green.  
We implemented a Santa Clause riding a bike and added in a catch phrase saying, “All I want for Christmas 
is a bicycle!” (seen in exhibit 9), or “ All I want for Christmas is...not my two front teeth... or a hula hoop... but 
a bicycle.” (seen in exhibit 10). To add additional incentive, we included the advertisement of the 10% 
discounted deal at the Blue Ridge Cyclery that we were able to attain throughout the semester.  
 
Spring Survey 

 
During the past semester, we may have encouraged people to want to bike, but without owning a bike, that 
is all they can do. The Christmas Campaign is anticipated to be most effective marketing campaign that we 
do in actually encouraging people to bike. It will allow students to go home and take the time to make an 
educated purchase whether they buy the bike for themselves or are gifted it from their parents. When 
students return from winter break we eagerly anticipate a rise in students with bikes on grounds. This is why 
we are going to conduct a survey next semester to measure the impact we made. The questionnaire we will 
distribute will be similar to the original survey, but with some changes and additions. Some of the changes 
that we are considering adding are more demographics, such as school choice and political preference. 
Additionally, we are considering asking people their intentions for transportation habits in the future, such as 
“Do you intend to bike to class when weather permits in the spring?” or “Do you intend to ride the bus less in 
the future, if so why?” and provide choices such as lessening environmental impact, intend to bike more, 
and intend to walk more. With these additions, the survey should not only describe the impact of the Fall 
and Christmas marketing campaigns, but also provide more insight going forward to encouraging biking on 
grounds at the University of Virginia. 
 

 

 



 

LESSONS LEARNED 

 
In conducting this 4 month project, we learned a lot about what is effective, what isn’t effective, and what 
would be useful for future encouragement efforts. 
  
Firstly, we have learned a lot about dealing with a target group.  In analyzing our choice to target mainly 
students, but also faculty and staff, we have realized that although this is a logical group, it is a broad one 
and was at times overwhelming trying to determine how to best reach so many people.  We tried to 
overcome this barrier by using a variety of advertisement methods that would reach people from all over 
grounds.  In the future, we would suggest promoting on a smaller lever, or to a smaller concentration of 
people.  For example, targeting first-years, those who live on the lawn, or people who live in the corner area 
respectively, may lead to a more manageable and effective promotion of biking.  Targeting specific groups 
with smaller numbers may allow for more tailored advertising methods that would lead to a greater impact of 
convincing people to use bikes, and would also make it easier to measure the effects of the promotional 
methods.  
 
Secondly, we have constantly been learning about what to say to the target market.  After targeting the 
specific group of people, we decided to use the time efficiency, health benefits, and energy efficiency 
advantages to biking in our promotion, specifying particular statistics and facts. Overall, we think that this 
method was productive- our facts and statistics were compelling and all-encompassing, and short and to the 
point. Our suggestions for future efforts would be to create a separate flier for each topic, instead of 
cramming all the different benefits on to one flier. This would allow for more variation in the fliers, as well as 
allow for more explanation of the particular benefits. This would also most likely result in less content per 
flier, making it more appealing to look at for the viewer. Creating fliers based on the data and feedback we 
received from the survey was beneficial because it gave us feedback as to why the majority of people were 
not biking, and allowed us to tailor our fliers towards that (Ex: a lot of people don’t have bikes, so we made 
fliers about the bike discounts they can receive at a local bike shop). Therefore, in the future, we would 
suggest (as we did) collecting data from your target group to create the most effective fliers.  
 
The survey was an integral part of our project, and one of the most successful components. We feel that the 
questions were well-designed, and the responses were what we hoped to get out of it because of this. The 
data effectively showed the habits and trends in the UVA population in regards to biking, and allowed us to 
create more targeted methods of advertisement.  A barrier that we initially faced was getting enough people 
to take the survey to have accurate data, and we overcame this by aggressively sending it out on list serves, 
to friends, roommates, and classmates.  We were successful in getting a large number of responses, 
although we learned you must be proactive and convincing in getting people to participate. We would 
definitely suggest creating a survey if biking promotion is going to be done again in the future.   
 
We have also learned a lot about the process of handing out fliers.  Handing out fliers was more successful 
than we anticipated.  We found that the opportunity to have face to face contact with the people we were 
handing the fliers to was advantageous.  We received some comments from people after they looked at the 
fliers (including: “cool!” “I’m not biking 5 miles” and “oh, candy!”) that gave us further data points about our 
target group.  Having candy attached to the fliers as incentive definitely lured people in and got them to read 
the fliers.  Additionally, not having a table and being able to move fluidly with the crowds of people was 
effective. A barrier to success that we had to overcome was the awkwardness of trying to get people to take 
your flier.  In order to overcome this, we made a conscious effort to be enthusiastic and upbeat, and lure 
people in with the candy attached to the fliers. We suggest handing out fliers and posting fliers as a main 
marketing method in any attempt to promote biking in the future, and would suggest printing between 400-



500 fliers per session. The only constraint we faced in this method was money: we used our own funds to 
print the fliers and buy the candy, which is something that we would try to work around in the future.  
 
Finally, discounts.  Although we do not have specific data on how the set up of a discount deal on bike gear 
at Blue Ridge Cyclery has encouraged people to bike due to its recent implementation (if we collected the 
data now, it would not be a large enough sample size to obtain accurate data points), we believe that this is 
a successful method in promoting biking.  We have heard from peers and friends that the deals set up at 
Blue Ridge Cyclery have encouraged them to update their biking equipment, and get back into it. We would 
suggest setting up similar deals at other bike shops in the Charlottesville area, in order to cover more 
ground and have plenty of options for UVA community members.  Additionally, we would suggest going to 
the bike shops in person to speak with managers about the deals, as corresponding through email was not 
the most efficient way of doing things and often there were great periods of time in between emails and 
responses. We overcame this obstacle by sending repeated emails, to ensure that our recipient was 
reminded and receiving them.   
 
Originally, we had other ideas of methods of advertising, but we cut down our list to focus more intently on 
just a few.  The justification for this choice can be seen in the “How to Say It” section, which provides 
explanation for why we may not have achieved some of the goals stated on our original conceptual design. 
We believe that in narrowing and specifying our goals throughout the semester as we learned how hard it is 
to create change, actually led to a more successful project. 
 
In culmination, we have created a “how to” for biking promotion:  
 
1. Target a specific group that is small and manageable (somewhere in between 100-4,000 people) 
2. Create a survey with the goal of identifying trends and habits of your target group in regards to biking 
practices 
3. Create fliers and discounts at local bike shops, and employ any other methods of promotion you see fit 
based on the survey results 
4. Analyze your results and reevaluate! 
 
We learned that creating change is hard, and takes time and effort.  It isn’t enough to be passionate about 
what you’re encouraging, but that you have to design methods of promotion that best target your intended 
group.  Although creating such a large scale change is difficult, we found it a worthwhile effort that seems to 
have at least reached and convinced some to ride their bikes.  
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APPENDICES 

 
Appendix I-Survey Results 
 
Question 1 

Sex 

Answer Options 
Response 

Percent 
Response 

Count 

Male 32.6% 57 
Female 67.4% 118 

answered question 175 
skipped question 0 
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Question 2 

Year 

Answer Options Response 
Percent 

Response 
Count 

One 16.6% 29 
Two 22.9% 40 
Three 30.3% 53 
Four 26.3% 46 
Other 4.0% 7 

answered question 175 
skipped question 0 
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Question 3 

How often do you r ide a bus during the week on average? 

Answer Options Response 
Percent 

Response 
Count 

Never 40.2% 70 
Occasionally 22.4% 39 
Few Times a Week 19.5% 34 
1-2 Times Daily 10.9% 19 
Very Frequently 6.9% 12 

answered question 174 
skipped question 1 
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Question 4 

I f  you r ide the bus, why do you r ide i t? Check al l  that apply. 

Answer Options Response 
Percent 

Response 
Count 

Faster 68.7% 90 
Don't Want to Walk 39.7% 52 
Weather 75.6% 99 
Convenience 51.1% 67 
Other (please specify) 8 

answered question 131 
skipped question 44 

 

 
 
Written Responses to Question #4: 
 
My morning classes are on the opposite side of campus, therefore it is between a 25 to 30 
minutes walk, and in the mornings I don’t have that time 
10/31/2011 6:59 PMView Responses 
copeley's too far to walk from 
10/31/2011 10:48 AMView Responses 
Only way to make it to class on time sometimes 
10/31/2011 9:31 AMView Responses 
didn't feel like driving/no gas 
10/31/2011 1:45 AMView Responses 
no bike 
10/30/2011 10:54 PMView Responses 
Late to class? 
10/30/2011 10:10 PMView Responses 
long distances 

0.0% 

10.0% 

20.0% 

30.0% 

40.0% 

50.0% 

60.0% 

70.0% 

80.0% 

Faster Don't Want to Walk Weather Convenience 

If you ride the bus, why do you ride it? Check all that apply. 



10/30/2011 9:33 PMView Responses 
I can do homework on my to class 
10/30/2011 8:43 PMView Responses 
   



Question 5 

I f  you r ide the bus, what areas do you r ide the bus from (vert ical) and to (horizontal)? 

Answer 
Options 

Central 
Grounds 

North 
Grounds/      

UHall  
McCormick/Alderman JPA 

Rugby/      
14th 

St 
Hereford Hospital Response 

Count 

Central 
Grounds 

21 11 22 13 33 6 4 75 

North 
Grounds/ 
UHall 

15 5 6 0 1 4 0 23 

McCormick/ 
Alderman 

20 3 5 5 18 5 4 42 

JPA 16 4 3 5 11 2 5 27 
Rugby/ 
14th St 

32 3 20 6 4 2 8 52 

Hereford 7 4 5 2 4 3 2 14 

Hospital 2 3 3 6 9 2 1 21 

Other (please specify) 11 

answered question 117 

skipped question 58 
 

 
 
Written Responses to Question 5: 
Lambeth to central grounds and central grounds to lambeth 
10/31/2011 9:31 AMView Responses 
I never ride the bus 
10/31/2011 7:23 AMView Responses 
Lambeth to Central Grounds 
10/31/2011 2:20 AMView Responses 
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Central Grounds to Downtown 
10/31/2011 12:35 AMView Responses 
McCormick to Chapel 
10/30/2011 11:54 PMView Responses 
UHeights to Grounds usually is all I use it for 
10/30/2011 9:00 PMView Responses 
Barracks Road 
10/30/2011 2:01 PMView Responses 
from Lambeth to Central Grounds 
10/30/2011 1:17 PMView Responses 
central grounds to lambeth and back 
10/30/2011 12:50 AMView Responses 
lazy- i live far from the gym 
10/30/2011 11:38 AMView Responses 
From Stadium to Hospital/Nursing School & Back. 
10/27/2011 11:04 PMView Responses 
   



Question 6 

Do you have a bike here at school? 

Answer Options Response 
Percent 

Response 
Count 

Yes 30.3% 53 
No (skip to #8) 69.7% 122 

answered question 175 
skipped question 0 
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Question 7 

I f  you answered yes, how often do you bike on grounds? 

Answer Options Response 
Percent 

Response 
Count 

Never 17.0% 9 
Occasionally 18.9% 10 
Few Times a Week 18.9% 10 
1-2 Times Daily 17.0% 9 
Very Frequently 28.3% 15 

answered question 53 
skipped question 122 
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Question 8 

I f  you don't  bike on grounds, why don't  you? Check al l  that apply. 

Answer Options Response 
Percent 

Response 
Count 

I just don't use my bike 18.5% 24 
I don't want my bike to get stolen 19.2% 25 
I'm concerned about road safety 40.8% 53 
I don't have a bike 58.5% 76 
Other (please specify) 21 

answered question 130 
skipped question 45 

 

 
 
Written Responses to Question #8: 
 
I ride a skateboard 
11/1/2011 8:17 PMView Responses 
I prefer taking the bus 
10/31/2011 12:47 AMView Responses 
Just another thing to worry about. 
10/31/2011 12:39 AMView Responses 
I don't like biking 
10/31/2011 12:13 AMView Responses 
There are too many sets of stairs between my classes that I would have to carry my bike 
up/down and it would defeat the purpose of convenience. 
10/31/2011 11:46 AMView Responses 
Safety. Bikes are so dangerous and people dont even wear helmets. 
10/31/2011 10:13 AMView Responses 
My bike was stolen 
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10/31/2011 9:31 AMView Responses 
My bike breaks 
10/31/2011 8:20 AMView Responses 
my bike is broken 
10/30/2011 11:19 PMView Responses 
Prefer to walk 
10/30/2011 10:16 PMView Responses 
Bike mechanical issues (flats and no means to fix) 
10/30/2011 9:34 PMView Responses 
Ride very often, but sometimes don't ride because of weather, need to wear a suit, laziness, 
need to walk somewhere with non-bike riding friends, etc. 
10/30/2011 9:31 PMView Responses 
I don't want to make the initial investment by buying a bike. 
10/30/2011 8:30 PMView Responses 
I don't want to get hit by a car or hit a pedestrian 
10/30/2011 3:14 PMView Responses 
Parking is hard; it seems like a hassle 
10/30/2011 3:10 PMView Responses 
I'm from out of state and didn't want to buy a bike when i got here, also bike racks aren't 
conveniently located 
10/30/2011 11:38 AMView Responses 
People on bikes are pretty stupid and don't follow traffic rules. I'm a bus driver. Trust me on this 
one. 
10/29/2011 12:50 AMView Responses 
My bike was stollen last year! 
10/28/2011 4:54 PMView Responses 
my bike got stolen :( 
10/28/2011 3:57 PMView Responses 
I'm clumsy 
10/27/2011 11:04 PMView Responses 
It's hard to transport it from home to school. 
10/27/2011 10:12 PMView Responses 
   



Question 9 
Would you be interested in discounts on bikes and biking gear from 
local bike shops specif ical ly for UVA students? 

Answer Options Response 
Percent 

Response 
Count 

Yes 67.4% 118 
No 32.6% 57 

answered question 175 
skipped question 0 
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Appendix II-Communications with Blue Ridge Cyclery 

 

 



 

 
 
  



Appendix III-Potential Flier 

 
  



Appendix IV-Potential Flier 
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Appendix VI-Cross-Tab: School Year and Bus Riding Frequency 

 
 
 
  



Appendix VII-Cross-Tab: School Year and Bike Ownership 

 
  



Appendix IX-Cross Tab: School Year and Bike Riding Frequency 

 
  



Appendix X-Cross-Tab: Gender and Bus Riding Frequency 

 
  



Appendix XI-Cross-tab: Gender and Bike Ownership 

 
  



Appendix XII-Cross-tab: Gender and Bike Riding Frequency 

 
  



Appendix XIV-Cross-Tab: Bike Riding Ownership and Bus Riding Frequency 

 
  



Appendix XV-Cross-tab: Bike Riding Frequency and Bus Riding Frequency 

 
  



Appendix XVI-Original Project Definition 
Biking Project Definition- Encouragement 
Jacqueline Gannon, Andy Stafford, and Kelsey Vitullo 
Harsh Jain 
Global Sustainability 
September 21, 2011 
 

The main issue that our project addresses is encouraging people to ride bikes. Primarily, the 
project will aim to encourage those who currently do not ride bikes to begin using it as a common 
mode of transportation. Then also continue to appeal to people who do bike to keep biking, and 
urge people to bike multiple places such as to class, to downtown, to friends places, etc.   

 Our community partner is the UVA Department of Parking and Transportation.  They are 
looking for assistance in creating an effective bike share program on a broad level, and on a more 
encouragement-specific scale, they want students more aware of the opportunities and benefits of 
biking on grounds, as well as making it easier for people to do so.  The main stakeholders of this 
project are the students, professors, UVA staff, UVA and Charlottesville police, and the 
Charlottesville residents.  The students, professors, and staff would get to their respective classes 
and jobs more efficiently, while also decreasing traffic and emissions. With more bikers comes 
more police involvement in enforcing bike laws as well as more traffic violations and probably 
more accidents.  Charlottesville residents would have less congestion in the university area; 
however, they are going to be impacted by the increased biking traffic, which will lead to more 
dangerous situations on the road. 

To approach this issue from the encouragement side, promotion would be key for all subsets 
of bikers. Promoting the personal benefits, as well as the community benefits would likely create 
more enthusiasm and increase the likelihood to bike. Creating more biking infrastructure such as 
bike fix-it stations, bike racks, implementing a bike-share program on grounds, would also be 
key, as well as making people aware of how they can bike safely. Additionally, we propose 
holding safety seminars, putting up basic advertisement around grounds citing the benefits of 
riding your bike as opposed to driving or walking, and going through the social media networks- 
Twitter, Facebook, YouTube, etc.- to encourage biking and reach a broad audience. Having signs 
next to bus stops that would tell people how long it would take to bike to certain buildings as 
opposed to riding the bus would be another way to approach the issue. Advertising on the UVA 
website and other forums like Collab and SIS, as well as TV monitors showing slideshows on 
grounds, chalking, flier, tabling- anything to get the word out.  In addition, creative advertising 
techniques (i.e. walking parallel to a student saying “you know I wouldn’t be able to do this to 
you if you were biking”) would be worth trying. Maybe taking into consideration the idea of 
setting up deals or discounts with local bike shops on gear and paraphernalia would encourage 
new riders. Promotion will appeal to the people aesthetically, factually, and personally.   
Appendix XVII-Original Conceptual Design 
Conceptual Design 
Bicycling on Grounds and Beyond: Encouraging the Community on Bicycling 
Our role in the Bicycling on Grounds and Beyond Project is to encourage people to ride bikes 
more, focusing particularly on people who currently do not use bikes as a mode of transportation 
at all, while also urging people who already bike to bike more often.  As the “Encouragement” 
group, we plan on promoting the benefits of biking as a mode of transportation; the health, 
efficiency, and environmental benefits, and the positive impact it can have on our community. 
We have come up with a number of specific ways to address this problem.  Our promotion 
methods will include conducting a questionnaire to find out what is discouraging those who do 
not bike from biking, while also finding out what encourages current bikers, putting up fliers, 
tabling, putting up signs next to the bus stops informing riders of the benefits of biking instead of 
taking the bus, and creating deals with local bike shops on biking gear.  



Conducting a survey among UVA students and faculty and analyzing the results is our first task, 
in order to determine what approaches will be the most effective. The intent of our research will 
be both exploratory and descriptive. We aim to explore what causes or discourages people from 
biking on grounds, as well as to collect descriptive information regarding the UVA 
community.  The questionnaire will be designed so that the data collected can be turned into 
actionable information. First, we hope to use the information gathered to narrow the focus of 
whom to target with our encouragement marketing. Second, we will use the information to best 
select how to market to this group. Third, the results should provide accurate and valuable biking 
demographics for all of our target market of UVA students.  
After getting the results from the questionnaire, we will focus our promotion methods depending 
on the feedback that we receive (for example, if it seems that people are hesitant to bike because 
of safety, we will focus some of our promotion on wearing helmets or the proper places to bike). 
At this time, however, we plan on carrying out all of these proposed approaches.  For the fliers, 
we plan on putting the benefits of biking- lowers your risk for heart disease, low-impact exercise, 
time-efficient, most energy-efficient form of transportation ever invented, reduces stress, and 
reduces greenhouse emissions. For the tabling part of our advertising, we plan on drawing people 
in with baked goods, and hound them by saying phrases such as “if you were riding a bike, we 
wouldn’t be able to do this to you!”, as well as handing out bike maps. For our next marketing 
method, we will be putting signs next to every bus stop on grounds that point out the benefits of 
biking (some of which we have already stated), and also comparing it to aspects of taking a bus 
(ex: time it takes to bike vs. time it takes to ride the bus, energy output of biking vs. energy output 
of buses).  We also intend on going to different local bike shops in the hope that they will create 
deals that will encourage people who do not already own biking gear to purchase and use it, as 
well as encourage those who do currently bike to help sustain their practices (bike repairs, etc.).   
 



  



Appendix XVIII-Feedback on Conceptual Design From Harsh Jain 

  



Appendix XIX-Original Preliminary Report 
Jacqueline Gannon, Kelsey Vitullo, Andy Stafford 
Preliminary Report 
 
 Our main objective of our group in the Bicycling on Grounds Project is to encourage 
people to ride bikes more, focusing particularly on people who currently do not use bikes as a 
mode of transportation at all, while also urging people who already bike to bike more often.  As 
the encouragement group, our goal is to promote the benefits of biking as a mode of 
transportation; the health, efficiency, and environmental benefits, and the positive impact it can 
have on our community.   
 We are approaching these issues by using as many different promotional methods as 
possible to solicit and advertise the benefits of biking. In order to do this, we have come up with a 
number of specific ways to address the problem. We have conducted a questionnaire to find out 
what is discouraging those who do not bike from biking, while also finding out what encourages 
current bikers, putting up fliers, tabling, putting up signs next to the bus stops informing riders of 
the benefits of biking instead of taking the bus, and creating deals with local bike shops on biking 
gear.  

Beginning with the questionnaire portion of our promotion, we sent it out via email to the 
entire global sustainability class, as well as have given it to roommates, friends, the entire 
undergrad architecture school population and other classmates to complete. We face the challenge 
of getting enough responses to have a viable data sample, as well as getting a spread of 
demographics. We are addressing this issue, however, by in addition to having it emailed out to 
our class, giving hard copies to people we know and having them do it immediately (while we 
wait) and give it back to us. This increases our chances of having an accurate data pool.  In order 
to establish the viability and effectiveness of nudging non-bikers, we will resend the survey right 
before the final report is due, assessing the changes in people’s habits. Although different people 
may answer the survey the second time than did the first, the sample will still be representative of 
the general population here at UVA as long as the sample size is large enough.  Finally, we are 
going to send out one additional survey at the very end of the semester with questions explicitly 
asking people if the advertisement and promotion methods encouraged them to ride bikes (ex: 
were you influenced by advertisements, signs, and tabling that you saw on grounds?) 
 Another promotion approach we are using is putting up fliers (see flier drafts below), 
with the benefits of biking- lowers your risk for heart disease, low-impact exercise, time-efficient, 
most energy-efficient form of transportation ever invented, reduces stress and greenhouse 
emissions.  We are going to strategically place these fliers in places we know are frequently 
traveled around grounds- Newcomb dining hall, the corner, the amphitheater, the lawn, around 
Ohill and dorms so that the chances of them being seen are the greatest.  



 
 An additional approach we are taking in encouraging people to bike more is tabling. In 
order to do this, we have contacted the Student Activities Center to get a table for the date of 
November 11th, at 11:30 AM until around 2:00 PM. We are making cookies and brownies to 
entice people, when we will then hand them informational fliers about why biking is such a good 
mode of transportation.  In addition to enticing them with treats, we will make the point that “if 
you were riding a bike, we wouldn’t be able to annoy you like this”. 



 
 Furthermore, we are putting up additional informational signs next to the bus stops and 
inside the buses, which have the information about why biking is advantageous to taking the bus. 
We have emailed Jon Monceaux about being able to put the fliers in the buses. They will market 
the benefits of not waiting for buses to come, the avoidance of the unpredictability that sometimes 
ensues with bus routes, and the health benefits. Some of these posters for inside the buses (which 
we are in the process of making) will have witty comments such as “exercise tip number 137: get 
off the bus and ride a bike!” 
 Lastly, creating deals with local bike shops on biking equipment and gear is one of our 
main encouragement methods.  We have contacted three bike shops around Charlottesville by 
email, and are in the process of creating specific deals with them. Two have expressed interest in 
setting up these deals, and we are waiting to hear back on the exact discount that they are willing 
to give. We have also copied the UVA Parking and Transportation’s Jon Monceaux on the emails 
to the bike shops, so that they are kept in the loop with our efforts to encourage biking. Currently, 
Blue Ridge Cyclery and Cville Bike and Tri are working on creating discounts per our request. 
We have also emailed Performance Bicycle and Blue Wheel Bicycles about discounts, and are 
waiting to hear back. We will be following up with phone calls if they don’t respond to our 
emails within the next couple of days.   
 Although we thought about other approaches such as using Facebook and other social 
networks to promote biking, we feel that these methods are unique to our group and will 
contribute to the overall bike project of our section, which is why we have chosen these 
approaches.  Additionally, we feel that proactive methods like tabling, fliering, and engaging with 
the community will have a greater impact on getting the message out across the UVA student 
body and faculty. Although social networks can be powerful, there is so much information 
already on them that sometimes important things can be glazed over. This is how we came to 
choose our unique and specific approaches, in also thinking about the larger context of the project 
and other teams.   



  What we expect to accomplish by the end of the semester is to have encouraged a broad 
group of people to ride bikes more often. Although this is somewhat subjective and hard to gather 
actual data on, resending out the survey towards the very end of the semester to compare the sets 
of data (from when we first sent the survey out to after our promotion methods are complete) will 
help give us factual information.  We will be able to see the number of people we encouraged, 
and how many people started to ride their bikes more often as a result of our section’s efforts.  
Timeline for Accomplishments: 
October 30th: sent out survey to students to take for statistics and data- Andy 
October 31st: Final touches to posters, pamphlet, and fliers- printing them on November 3rd from 
the A-school printers- Kelsey 
November 4th: put fliers around grounds, and the signs next to the bus stops- Jacqueline, Andy, 
Kelsey 
November 7th: Call student activities Center to reserve a table fro tabling- Jacqueline 
November 9th: Bake goods and get candy to entice people to come visit our table- Jacqueline, 
Kelsey, Andy 
November 11th: Table on the lawn with baked goods and informational fliers- Jacqueline, Andy, 
Kelsey 
November 13th: review progress so far, statistics from the survey and add or adjust marketing 
methods- Jacqueline, Andy, Kelsey 
November 20th: revise and edit previous questionnaire- Andy 
December 1st: send out the revised questionnaire, as well as the additional survey marking the 
influence our promotion had on encouraging people to bike- Andy 
December 5th: analyze data, mark changes in the two sample groups- Jacqueline, Kelsey, Andy 
December 10th: send in final report!- Jacqueline, Andy, Kelsey 
 The costs for the implementation of our project are very minimal. The only costs that we 
foresee are the costs of printing the fliers, pamphlets, and posters, and the money it takes to get 
candy and baking materials (in total, around $15).  Currently, because we don’t know of any 
other options, we are planning on splitting the costs and using our own money.   
 We will document our project in various ways.  From the survey provider, we will obtain 
graphs that show the simple demographics of gender and year divisions with statistics about bike 
usage and bus usage.  We will then be able to use these numbers to more specifically target the 
groups that are less likely to bike than others.  For example, if we find that people primarily ride 
the bus over biking because they think it is more time efficient, we will be sure to emphasize the 
comparative time advantage of biking to make people more informed.  In terms of metrics for 
measuring the success of our project, we are going to send out an additional questionnaire at the 
end of the semester that explicitly asks people if the promotion and advertisement that they have 
seen or experienced for the encouragement of biking has led them to bike more often or use it as 
an alternative mode of transportation.  This will give us concrete numbers on the amount of 
people we have reached an influenced. In our opinions, if we can get as little as 1% increase in 
biking in this short amount of time, we will consider it successful. We also believe that these 
results can be exponential because of the domino effect: if by December, five more people are 
biking, but then they encourage their friends, who in turn encourage their friends, the numbers 
could increase greatly over time.   
 In our final presentation and powerpoint, we will have pictures of the methods that we 
have used (tabling, the fliers, graphs comparing the data we collect from the two surveys and the 
additional questionnaire) to give our class a better sense of exactly what we have done.   
 We plan on disseminating our project results mainly to the UVA Parking and 
Transportation department, so that they can see the positive effects (hopefully) of encouragement 
and the ability that it has to promote biking. With that information, they can make changes to 
continue our work on the bike projects even after we have finished the class! Additionally, for 



them to have the information that we gather and have researched will allow them to more easily 
promote biking in the future and use it in any ways that they think are advantageous.   
  



Appendix XX-Preliminary Report Feedback From Harsh Jain 

 
 



 
Appendix XXI-Rough Draft of Slide for Elevator Pitch 

Encouragement for Bicycles

• Main Goal:
– is to encourage people to ride bikes more, focusing particularly on 

people who currently do not use bikes as a mode of transportation at 
all, while also urging people who already bike to bike more often. 

– promoting the benefits of biking as a mode of transportation; the 
health, efficiency, and environmental benefits, and the positive impact 
it can have on our community. 

• How we plan to encourage:
‐ flyers with the benefits of biking, tabling, comparative signs 
next to bus stops that inform riders of the benefits of biking 
instead of taking the bus to their destination, create deals 
with local bike shops on bike  gear to encourage new riders 

 
Appendix XXII-Rough Draft of Slide for Elevator Pitch 

Encouragement for Bicycles
To Encourage those that…

– don’t bike  start biking
– do bike  bike more

By promoting the…
– health, efficiency, and environmental benefits
– positive impact it can have on our community

Through…
– flyers and signs
– social media
– innovative tabling techniques
– student discounts at local bike shops 

 
 
  



Appendix XXIII-Final Slide for Elevator Pitch 

Encouragement for Bicycles
To Encourage those that…
– don’t bike  start biking
– do bike  bike more

By promoting the…
– health, efficiency, and environmental benefits
– positive impact it can have on our community

Through…
– flyers and signs
– social media
– innovative tabling techniques
– student discounts at local bike shops 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