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1 Introduction
From5To4 is web-based tool which combines personal and group incentives for employees into an
attractive game. It aims for a reduction of the energy impact of commuter and business trips
through the provision of a ‘Commuter Challenge’ competition. F5T4 is a game-changer, introducing
new trends in social media and gamification into the field of mobility management.
Gamification describes the broad trend of employing game mechanics to non-game environments
such as innovation, social change and transport. The game offers a challenging gaming
environment but also offers employers a sound and detailed overview of the company’s modal split
and travel behavior of its employees. Moreover, it benchmarks not only within a company, but also
companies and even regions or countries. Every day an employee is playing the game, information
about his or her trips is gathered. The collected information can easily be investigated and
monitored by the F5T4 tool. The constant need for information, especially about trips, modal
choice, etc can be analysed by each company or municipality that joins the game. All data is
treated in confidence and is not shared with any third parties. Large questionnaires aren’t needed
anymore to find out the results of players actions. And if additional questions appear, they are
easily asked to the right target group via the game-tool.
From5To4 encourages employees to change their travel behaviour and use sustainable modes for
at least 20% of their travel to work trips. This is possible if they work and travel smart. A digital
coach, the personal obligation to fill in travel choices and team coherence are strong incentives.
Peer pressure, competition and small awards help to stay motivated. Recent implementations in 10
sites reaching over 1.000 employees show an average drop in car-use during rush-hour of 21%. In
one specific case (Municipality of Eindhoven, 60 contestants), the participants reduced car trips by
27%, biked 5,8 km more per week per average participant and drove 6,25 km per week less.

Purpose of this plan
The local implementation plans are meant to be a helpful instrument for the partners to
outline their recruitment strategy throughout the project and to keep a clear view on the key
actors in their respective countries. Identifying and engaging the target group from the start
of the project is essential to ensure that the project tools are widely implemented, used and
recommended to multipliers to create a snowball effect. The involvement of large cities and
highly visible employees will create the leverage needed to involve the targeted 117
organisations (or 24.000 players).
More general information on the project’s target groups, messages and communication
strategy can be found in Deliverable 5.1, the Communication and Dissemination Plan.

This plan was reviewed and updated in Spring 2015, with one more MOBI year to go.
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2

The Netherlands

The Version 1.0 of the From5To4 game was already successfully implemented in the Netherlands
in 2012 and generated quite some (media) attention. Not in the least because it won the Smart
Mobility Award at the Intertraffic Conference in the Netherlands in 2012 (the largest Traffic &
Transport fair in the country). DTV Consultants can build on existing contacts but also needs to
reach out to completely new organisations.

2.1 Target groups
During the first campaign DTV is looking for companies with more than 200 employees who are
dealing with mobility problems (accessibility, parking) and/or already have giving the intention to
work on CSR goals but have not addressed implementation measurements regarding commuting.
DTV has contacts with various large municipalities (e.g. Amsterdam, Rotterdam) who have already
indicated an interest. In addition, DTV will try to link the F5T4 implementation to existing national
mobility schemes: smart mobility and gamification is a “hot topic” in the Netherlands; the National
Ministry of Infrastructure and Environment is stimulating municipalities to work on their accessibility
and sustainability.

2.2 Key actors and multipliers
In the Netherlands the game is increasingly known. DTV Consultants is in close contact with
several networks via which we can reach employers. DTV Consultants intends to do this via
municipalities and employer groups. For over 25 years DTV Consultants works for almost all the
local and regional governments. Via them, local companies can be approached. Furthermore the
companies can be reached via the Chambers of Commerce and the Smart Mobility program of the
National Ministry. A third approach is via the national platform called ‘Slim werken Slim reizen’,
which means “working and travelling in a smarter way”. This platform offers information regarding
smart working and travelling for companies. At least 50 large companies are joined together in this
platform to contribute to getting people to work and travel smarter. These companies are a role
model for other companies. DTV Consultants will start by contacting these companies.

2.3 Recruitment strategy
The National stimulation programme ‘Beter Benutten’ in the Netherlands is very suited to reach
companies. The programme is initiated by the Ministry of Infrastructure and the Environment and
consists of different measures to influence the travel behaviour of commuters via the regions in the
Netherlands. Companies are involved in the implementation of these measures. DTV Consultants
is in close contact with almost all the regions in the Netherlands. Via these regions we can reach
the companies because they already signed up with an intention to work on sustainable mobility.
During the campaigns, various additional activities can be combined with the game with mutual
benefits with regard to promotion and monitoring. For example workshops promoting cycling (tryout an e-bike) or public transport or drawing attention to the benefits of carpooling.
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Review of Local Implementation Plan – Spring 2015
Country:
The Netherlands

Progression of the plan:
We have 3 companies played the game and a list of 23 leads to follow up.
We have carried out various promotional actions
- High-quality mailing to all SME companies
- Personal contacts
- Press release
- city wide promotion
Deviations:
Since the first version of the implementation plan we’ve found out that promotion via one
particular city (Rotterdam) doesn’t get the results we expected.
Therefore we’ve changed our strategy and are now targeting companies on a much
broader scale. We also look at ‘editions’ where multiple companies take part in one
game.
How to proceed:
We will proceed with promoting MOBI on brother level and through the ‘edition’ version
mostly. Also we use the (good) experiences of the first users to attract others.

5 scenarios relevant to the Netherlands:
1.
2.
3.
4.
5.

Healthier employees – less absenteeism
Cost reduction
Corporate Social responsibility
Data collection and insight in travel behaviour of employees
Playing at other companies

High-quality mailing to companies with description of 5 scenarios (in Dutch together with Mobiel21).
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3 Belgium
M21 was part of the frontrunners group that tested the 1.0 version of the F5T4 game in
the Flemish context. Therefore M21 is well acquainted with the ins and outs of the game,
its benefits and unique selling points.

3.1 Target groups
The market segments to be addressed by the project are:


employers from the services sector with employees having good access to computer and
internet;



employers seeking a variety of solutions for their employers (with a multimodal focus but also
including options as teleworking-comprised working week, etc.)



employers that currently have a high share of solo car use in daily commuting among their
employees)



employers that favour a strong cooperation with the local government

The necessary support consists of


easy to use campaign and communication tools causing a small administrative work load and
an output that is easy to extract



very appealing materials



guidance on solutions that are tailored to their specific problems and needs

3.2 Key actors and multipliers
In Belgium employers will be reached via local authorities, existing networks such as the chambers
of commerce, the regional mobility info points from the government (limited for companies), unizo,
etc.

3.3 Recruitment strategy
Employers are motivated to use the game as a campaign on sustainable mobility to change or at
least influence the behaviour of their employees. Direct benefits they see are: saving money (e.g.
less car parking), better health (e.g. by walking, cycling more often), positive atmosphere at the
company, contributing to a better climate. Next to that, employers can also use the dataset that is
generated through the game to upholster their applications for regional funding schemes such as
the Pendelfonds or use the data as input for the mandatory national commuter traffic survey.
In Belgium M21 will contact companies directly that have shown an interest in the past to cooperate
in comparable campaigns. Next to that companies will be recruited via cities (e.g. the city of Sint
Truiden has already signed a letter of intent) and also via chambers of commerce (e.g. the
chamber of commerce in Leuven is interested to be involved in the project and recruit different
companies from their region by supporting them in the implementation).
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Review of Local Implementation Plan – Spring 2015
Country:
Belgium / Flanders
Progression of the plan:
We have now a lead-list of 39 leads and 2 confirmed players: Floordam (nursery home)
and Joker/Karavaan/Anders Reizen (travel agency).
We have carried out various promotional actions
- MOBI is part of Car Free Day Action Package
- High-quality mailing to all Flemish cities and towns
- Digital mailing to 150 companies
- Personal contacts
- Press release
- Newsletter (X2)
- Ads on websites of Flemish Chamber of Commerce, Association for Climate-Neutrality

Deviations:
Since the first version of the implementation plan we’ve found out that promotion via cities
of Sint-Truiden and Antwerp and the Chamber of Commerce doesn’t get the results we
expected. Therefore we’ve changed our strategy and are now targeting companies on a
much broader scale. We also investigating whether the development of French version of
the game could help us convincing some big players in the Brussels Region.

How to proceed:
We will proceed with promoting MOBI. We have developed 5 scenarios or arguments with
which we think companies better understand the use of Mobi and could be convinced to
enter the campaign. Next to that, we are planning to get the most out of our 2 confirmed
players and use their examples as a showcase for other interested companies.
Next to that we are planning to launch an online competition “Convince your boss”.
Players can win a prize if they are able to convince their manager to play F5T4.

5 scenarios relevant to Belgium:

1.
2.
3.
4.
5.

Stress reduction
Healthier employees – less absenteeism
Cost reduction
Corporate Social responsibility
Data collection and insight in travel behaviour of employees

For the table below: we are not targeting national or regional umbrella organisations
anymore since it doesn’t deliver the results we want. We are targeting the companies
directly. One exception is the XiMMO, mobility budget card which is used in Belgium by a
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few companies to support the use of a mobility budget. We have been in contact with the
sales department in order to see if we could combine our promotional messages.
We are also planning to check the Flemish GIPOD-database for those spots which are
affected by major road or construction works. Companies in these areas might be
receptive to messages about accessibility and use of alternatives.
Level

Target group

Scenario

Link to scenario

National

Regional

City

High-quality mailing to companies with description of 5 scenarios (in Dutch)
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4 United Kingdom

4.1 Target groups
WYG will contact the human resources managers, corporate social responsibility teams, transport
managers or facilities managers within each organisation to raise awareness of the MOBI project
and recruit them as participating organisations. Information relating to the benefits to the
organisation of participating in the project will be provided and this will be re-examined at the end of
the project.

4.2 Key actors and multipliers
As the MOBI game is new to the UK, efforts will be made to recruit employers within the key target
area in the first instance to trial the game including the adaptability of the tools for the UK market.
Once the game has been played in the target area, existing multipliers will be contacted including:
i) ACT Travelwise (public and private sector organisations);
ii) Business in the Community (BITC);
iii) local business forums;
iv) organisations within Business Improvement District (BID) areas;
v) University forums; and
vi) NHS network groups.
The UK partner has strong links with these different organisations and is well connected to local
authorities in the UK who have already expressed an interest to participate in the game. Social
networking sites (Facebook, LinkedIn and Twitter) and traditional media tools (i.e. trade
newspapers, conferences, events, websites etc) will be used to promote the game to encourage
more organisations to participate.

4.3 Recruitment strategy
WYG has approached various local authorities and regional transport organisations in the UK
about participating in the project. These organisations have recommended the commuter challenge
game to the businesses in their local areas. They in turn are keen to be involved because the game
offers a great way of encouraging employees to re-consider the modes of transport they are using
to travel to work. In addition to the fun element, the analysis of the results can also help them to
better understand the impacts of their travel decisions. Important messages about energy, climate
change, health, physically active lifestyles and social networking can be communicated in a unique
and fun way.
The UK’s annual ‘National Commute Smart Week’ takes place in November and participating
organisations design marketing campaigns and initiatives to encourage employees to change their
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travel behaviour. Efforts between different organisations lack co-ordination and as such the results
are often difficult to monitor and assess. Benefits of the MOBI project include:


the opportunity for many different organisations to participate in the game at the same time;



monitoring data can be collected using one tool and the results can be easily analysed and
shared across the different participating organisations;



ongoing marketing and awareness raising information can be communicated to the participants
on a regular basis during the campaign to inform them about their progress;



participants can provide feedback to each other via the message board and incentivise each
other to maintain their sustainable trips;



the final impacts can easily be assessed.

Review of Local Implementation Plan – Spring 2016
Country:
UK
Progression of the plan:
A total of 110 potential player organisations were contacted during the course of the
project. Individuals within these organisations were contacted by WYG staff either face-toface (e.g. presentations at meetings, 1-2-1 conversations at events), direct emails or via
conference telephone calls. In addition to these direct contacts, other organisations were
indirectly contacted via marketing opportunities provided by third party organisations (e.g.
emails, adverts and features in newsletters to their membership base, websites and
events). It is not possible to say how many organisations were reached using the indirect
marketing method. For example, one organisation (Bucks Business First) circulated
details of the MOBI project to their membership base of over 250 readers.
From the list of direct contacts, the following organisations requested further information
and/or face-to-face meetings with the MOBI team to discuss the project in more detail:
Aegon (2,000 employees), Brand-Rex Ltd (300 employees), British Heart Foundation,
Buckinghamshire Council (12,800 employees), Cupid (25 employees), Edinburgh
University (9,100), Essential Edinburgh (BID) (12 staff but represent businesses located in
Edinburgh City Centre), Midlothian Council (4,000 employees), NHS Fife, NHS Scotland
(represents 160,000 employees), National Trust Scotland (1,290 full time and seasonal
workers), Nottingham City Council, Skyscanner (600 staff across 9 global offices), Surrey
County Council (23,000 employees) and West Sussex County Council (6,000 employees).
Most of these organisations were in the public or charity sectors and were interested in
using the project to promote healthy lifestyles amongst their employees or to support the
organisation’s carbon reporting requirements. The project received little interest directly
from the private sector. In addition to these organisations, ACT TravelWise, Bucks
Business First, Essential Edinburgh (BID), First Scotland, and Nottingham City Council
publicised information about the project to their wider networks and members.
WYG arranged for organisations such as Edinburgh University, National Trust Scotland,
NHS Scotland and Nottingham City Council to trial the game for a couple of weeks to
better understand how it works before rolling it out across their organisation in a
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competitive situation. Apart from Nottingham City Council, all the other organisations
decided not to proceed with the game beyond the trial. Their reasons for not continuing
included: i) this isn’t the right time for our organisation; ii) the reporting function doesn’t
meet our requirements; iii) although we had buy in from our senior managers, we didn’t
get enough interest from employees; and iv) there are not enough alternative options
available for people to make a modal shift.
Nottingham City Council has confirmed its willingness to publicise the MOBI tools to
business parks in Nottingham. There are plans to organise a MOBI competition in the
summer of 2016. At this stage, it is not confirmed how many organisations will participate
but one large company (2,500 employees) has already expressed an interest to take part.

Deviations:
At the time of writing the project proposal, the concept of Gamification in travel behaviour
projects was very new. Lots of interest was shown in the project from a wide range of
organisations who wanted to trial the new online tool. Since then, the range of mobile
phone apps and other Gamification products available has made it harder to encourage
organisations to use the From5to4 tools and take part in the MOBI game.
Many of the organisations who did not want to participate in the game from the outset told
us that they did not see any benefit to their employees from adopting the From5to4 tools.
They felt there were no reliable alternatives to the use of a car and it was not practicable
to car share.
Many of the organisations who showed an initial interest in the game were from a health
background and this meant the initial communication messages had to change from a
mobility and carbon reduction campaign to one that focused on health and air quality
benefits.
A couple of organisations (NHS Scotland and Edinburgh University) wanted to make
changes to the F5to4 tool, including a new method of calculating the carbon savings and
improvements to the accessibility of the site for disabled persons. It was not possible to
make bespoke structural changes to the tool for a small number of organisations.
Facebook, Twitter and LinkedIn social media posts did not prove to be that effective with
regards to recruiting new organisations.
The recruitment targets set within MOBI have not been reached during the timescales of
the project. MOBI trials have taken place in the UK but none of the organisations decided
to play the game in full. It is hoped that the business parks in Nottingham will decide to
proceed with the campaign in the summer (2016) and this can be used to positively
publicise the campaign and incentivise others to follow.

How to proceed:
The original plan was to try and recruit large (private sector) organisations with workforces
above 100 employees and focus on their Corporate Social Responsibility benefits. The
initial approach involved cold-calling via direct phone calls, emails, attendance at
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conferences, events and face-to-face meetings. Support from network organisations was
provided at the beginning of the project and businesses were reached through their
communications channels. However, overall, this approach was not as successful as
originally planned.
Going forward, individuals and organisations that are tasked with supporting local
authorities and Business Improvement Districts to implement smarter travel plan, healthy
action and air quality initiatives should be contacted to find out if they would be willing to
enter into a partnership agreement. Individuals working in these types of organisations
have existing relationships and therefore levels of trust that the businesses need to get on
board.
During the course of the project we targeted organisations that we thought would be ideal
‘early adopter’ candidates to trial and play the game. In practice, these organisations did
not want to participate and most interest was shown by public sector and charity
organisations. As soon as one organisation has decided to play the game in full it will be
much easier to recruit others as the benefits and results can be widely publicised.

Until now we find the following 5 scenarios (reasons that organisations will play the game)
as particularly promising in a UK context:
1.
2.
3.
4.
5.

Improving health of employees by promoting active travel to and from work
Improving local air quality by reducing NOX and PM emissions
Implementing Corporate Social Responsibility Plans
Promoting a better social environment within the workplace
Reducing congestion in the local area

They are relevant to the following target groups and scenarios:
Level

Target group

National

British

organisation

/

Scenario
Heart

Foundation, NHS Fife,

Company / Charity /

NHS

NGO

Midlothian Council

Scotland,

Link to scenario

1. Improving
health of
employees by
promoting
active travel to
and from work

for improving the lives of others by encouraging
active health and promoting healthy lifestyles
more generally.

Buckinghamshire

2.

air

Organisations in this group have air quality and

Council,

quality by reducing

carbon reduction targets get need to meet –

NOX

either for themselves or on behalf of the region

Edinburgh

University

Aegon,
Ltd,

Brand-Rex

National

Trust

Scotland, Skyscanner

Improving

Organisations in this target group are responsible

and

PM

emissions

they represent

3.
Implementing
Corporate
Social
Responsibility

Organisations in this group have a Corporate
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Social

Responsibility.

They

have

publicly

declared their commitment to reducing negative
social

impacts

environment

and

improving

the

local

Plans

Regional

Organisations in this group are tasked with

Surrey

5.
Reduce
congestion

Essential

4. Promoting a better

Organisations in this group aim to improve the

West

social environment in

lives of their employees by promoting a better

the workplace

social environment in the workplace

Nottingham

City

Council,

reducing congestion in their areas

County Council

City

Cupid,
Edinburgh,
Sussex

County

Council
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5 Bulgaria

5.1 Target groups
EAP plans to continuously recruit participants from various corporate backgrounds in the MOBI
game. First, EAP will focus on large-size companies and institutions with the capacity to participate
and will explore their interest to get involved in MOBI game to sustainably promote and implement
(though playing the game) its principles. Second, EAP will support small and medium-sized
companies to participate and will set up initiatives to attract everyday customers of the transport
services as well. Extracting the lessons learned, EAP draws a profile of other potential participants.
The list of potential target group participants may include the businesses and industries sector,
local authorities, local schools and universities, customers of the public transport, small and
medium-sized companies. The target groups with various backgrounds will facilitate good crosssection of different businesses and employee mobility profiles, thus making it possible to adapt,
multiply and disseminate the concept to more participants.

5.2 Key actors and multipliers
EAP will use its know-how and knowledge on the mobility demands of employers and employees to
shape appropriate existing tools and communication materials in order to recruit, support and raise
awareness among potential participants (e.g. guidelines for implementing mobility management
solutions, booklets for the benefits of the alternative means of transport, brochures and articles on
the sustainable transportation). EAP will contact established partner companies with the proposal
to participate and cooperate. Furthermore, EAP will attract continuously new employers so that the
MOBI competition is facilitated.

5.3 Recruitment strategy
The Factory for non-ferrous metals (FNM) will be the first one to try out the MOBI game in Bulgaria.
FNM pioneered in 2012 as the first corporation in Bulgaria to adopt a Plan for Transport and
Mobility Improvement developed by EAP. Their participation in the game is part of their
commitment to the plan. FNM encourages its commuting employees through measures and actions
to get an insight into their travel pattern and offer them alternative means of transport, develop
customer aware choice of sustainable transport, optimise trips and manage parking space and
develop green areas, save costs from maintenance and fuel and reduce environmental pollutants,
improve the air quality and sustain its corporate social and green image. Lessons learned from
FNM will lead the recruitment of other companies and employees to participate in MOBI.
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Review of Local Implementation Plan – Spring 2015
Country:
Bulgaria
Progression of the plan:
Three teams:
- Uzana Eco Festival – 1 big team (113 participants)
- Eco Schools Network – 3 teams (11+14+12 participants)
- Bike Club Zarata – 1 team (5 participants)
TOTAL:
07.2014 – 113 players
03-04.2015 – 42 players

Deviations:
- Validation of the game takes time
- Bugs need to be fixed on the go
- Communication with potential stakeholders takes time – internal target: one company
per day, incl. email + phone interview; active participation is not guaranteed
- Difficulty negating duration of the game, number of players, etc. Companies want to the
game to be customized to their demands, but customisation

How to proceed:
- keep the communication with potential stakeholders
- keep the scope of potential players broad – companies, organizations, associations,
university, networks
- keep the “doors open” to those companies who hesitate to participate
- go on with the potential companies list
- keep focused on the companies with “green” profile and CSR-plan
- try to stick MOBI to some initiative or event
- keep a few companies playing while negotiating with other companies; it is difficult to
follow-up many players at a time

5 scenarios relevant to Bulgaria:

Scenario 1
Companies with CSR plan would like to participate for short time, because they are afraid
employees will not be attracted to the game for 6 months
Scenario 2
Organizations, dedicated to the green policies and activism, would not like to participate,
because their employees travel by car and if this is put to paper, then their green image
will be damaged
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Scenario 3
Companies with more than 300 employees, outside the city, are obliged to provide
transport options to their employees, i.e. buses, train tickets, etc. This makes it impossible
for employees to change their commuter habits, so the company sees no benefit of
participation
Scenario 4
Organisations or clubs/associations that are a bit more green- or sport-oriented are willing
to participate and test out the game. They are open-minded, willing to experiment and
happy to collaborate. However, they are small in size, they do not have centralised
management, etc. One should rely on their own willingness to cooperate and participate;
there is no “manager” to organize them
Scenario 5
Companies or organizations that are already using a tool for reporting their trips and they
are satisfied with it.

Level

Target group

National

Big companies
CSR

Associations/
organizations
green-oriented
activities

Scenario

Link to scenario

with

Scenario 1

From5To4 is a measure to add to the
organization’s activities to improve their social
responsibility profile
From5To4 can make employees happy by playing a fun

with

Scenario 2,
4, 5

game which will engage them with colleagues, provide
them useful information and make them feel that they are
doing something good for the community. It will also
improve their health and mood by promoting physical
activity.

City
Municipal-

/

Bike clubs,
clubs, etc.

Sports

Scenario 4

and

Scenario 4

level

Local mobility
sports events
Medium-sized
companies

Scenario 3,
5

From5To4 can make employees happy by playing a fun
game which will engage them with colleagues, provide
them useful information and make them feel that they are
doing something good for the community. It will also
improve their health and mood by promoting physical
activity.
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6 Romania

6.1 Target groups
There are several large companies that activate in the Brașov area in heavy industry sector (wood
processing, automotive industry etc.). The employees of these companies have to commute to
work and ABMEE plans to approach the employers and offer the tools of the MOBI project,
promote the concepts and help implement them as a corporate responsibility action. Furthermore
ABMEE plans to have MOBI implemented in the Brașov municipality as well as other municipalities
in Romania and have the public sector act as motivator for other companies and the public.

6.2 Key actors and multipliers
ABMEE plans to reach municipalities through the OER – Romanian Energy Cities Network (32
member municipalities that are active in the field of energy efficiency and sustainable planning) and
attract companies from other regions of Romania. The municipalities that are interested will
disseminate and promote the concept to the private sector in their region. For Brașov, ABMEE
plans to involve the Chamber of Commerce with which we are successfully collaborating.

6.3 Recruitment strategy
The companies that we have envisaged for the MOBI process are active in the industry sector and
located outside the city, so therefore their employees commute to work. Some of these are very
active in corporate social responsibility initiatives, due to the nature of their work (wood processing,
automotive industry).
Also MOBI will be promoted and presented to the Brasov municipality and other municipalities in
Romania and have the join the project and motivate companies and citizens. There are no mobility
plans for the municipality. We plan on recruiting companies based on their motivation for joining,
number of measures that they are willing to implement and the facilities that they will provide for
employees.
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Review of Local Implementation Plan – Spring 2015
Country:
ROMANIA
Progression of the plan:
2 companies (IT), 2 municipalities, 2 NGOs and 1 university were approached:
- Siemens Romania and King.com Bucharest Studio (IT companies) - agreed to
participate.
- Brasov municipality - declined to participate; will be reproached.
- Timisoara municipality - interested to participate.
- Fundatia Comunitara Mures (NGO) and Asociatia Undaverde (NGO) - interested to
participate.
- Transylvania University of Brasov – implemented the tool in 3 faculties for one month
(10.11 – 08.12.2014), with 230 students.
Deviations:
MOBI was delayed in Romania due to the fact that F5T4 tool was not finalized according
to the initial schedule.
After testing the tool internally there are still bugs and errors, even though the bulk of the
translation and localization was performed. Therefore Siemens Romania and King.com
Bucharest Studio, companies that agreed to participate already in spring 2014, were put
on hold until the tool is ready.
In order to not lose possible prospects ABMEE decided to engage companies only after
the finalization of the tool, but continued its efforts to promote F5T4:
- July 2014 – interviews in the local media (TV, newspapers and on-line)
- Sept. 2014 – agreement with RAT Brasov (public transport company) to promote
MOBI
- Nov. – Dec. 2014 – implementation of F5T4 at Transylvania University with students
Following local communication campaign (July 2014) there was no feedback from
companies.
Following implementation of F5T4 at Transylvania University it turned out that students
are not really enthusiastic and eager to use F5T4.
During recruitment it was found that:
- Large companies already operate transport services for their employees (regular
buses
that transport workers to and from workplace).
- Smaller companies are not required to have their own transport plan.
- There is a certain profile of the player – employee with access to computer/internet
which
narrows the pool of players.
How to proceed:
It is crucial to have F5T4 completely functional (no bugs or errors).
Changes in the initial target group of companies are needed, which means going from the
initial target group of large companies in heavy industry located outside the city, to the
current target group of smaller companies (not necessarily industry) located within the
city.
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Given the delays with F5T4 tool, changes in duration of implementation is also needed,
which means going from a 3-6 months implementation of F5T4/company to 1-3 month
implementation of F5T4/company.

5 scenarios relevant to Romania:

1.
2.
3.
4.
5.

Parking problems
Cost reduction
Corporate Social Responsibility (CSR)
Healthier employees – less absenteeism
Data collection and insight in travel behaviour of employees

Level
National

Target group
Scenario
IT companies, 1, 3, 4, 5
banks
(Siemens,
King.com
Bucharest
Studio,
Raiffeisen Bank)

Regional

NGOs (Fundatia 3
Comunitara
Mures, Asociatia
Undaverde)
Municipalities
1, 2, 5
(Brasov,
Timisoara)

City

Universities
(Transylvania
University)

Link to scenario
Usually located within the city facing
parking problems.
Already having CSR programs, but
looking for something new/different.
IT/banks employees often facing
health problems due to their work.
IT/banks already handle big data.
Why not communicate travel data in
a fun and interactive way to
employees?
Already interested in CSR and
committed to the environment.

Usually located in the center of the
city
facing
important
parking
problems in terms of space and
costs.
Data collection and travel behavior of
employees could help showing the
municipality as an example.
It is important that the share of
students using car (10% in
Transylvania University) will not
increase (parking problems).

1

20

7 Portugal
7.1 Target groups
The main target is companies, although municipalities and universities could also be approached.
We wish to firstly target companies with a high chance of success in the implementation and in
behaviour change. The criteria that will be used in the selection of the companies to involve will be:
•

their location – places with high potential for sustainable mobility shifts, considering
available supply of alternatives modes:

•

the dominant social groups of the employees – featuring target employees with a high
potential for behaviour change and transfer to other social segments, particularly younger
and medium/high class people:

•

the size of the organization – which should have a sufficient size for generating significant
impacts

•

the prior background of the organizations on social responsibility and employee satisfaction
issues

7.2 Key actors and multipliers
The local strategy is to make From5To4 gain wide public recognition after being used by a few
companies with a high profile on social responsibility and human resources policy. After a
successful application in such high profile companies, we hope it will be easier to convince other
organizations of the benefits of applying From5To4.
We expect the initiative will have some attention by generalized and specific media. Through our
local dissemination, we will attempt to trigger news about the first From5To4 applications.
More organizations will be reached at the follower search stage via umbrella organizations, energy
and environment agencies or other intermediaries linked to the business community. We might also
engage with other organizations interested in promoting sustainable mobility behaviour within other
employers (e.g. public transport operators seeking additional demand for their services).

7.3 Recruitment strategy
The employers motivations that will be addressed will be the social responsibility perspective – as a
way to improve the image of the organization – and employee satisfaction goals – by engaging
them in a fun game and by enabling them to use more satisfying and less costly ways to transport
themselves to work. TIS will select a set of companies and directly invite them for participation. As
mentioned above, in the first stage we will give priority to high profile organizations which can set
the example to others.
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Review of Local Implementation Plan – Spring 2015
Country:
Portugal
Progression of the plan:
35 potential player organizations contacted (17 presentation meetings held). Most of these
organizations were companies, which has been chosen as the main target in Portugal
(+500 employees, high car use, at least 2 reasonable alternative mobility options). 7
network organizations with potential interest to spread the game to their associates /
clients were also contacted (5 presentations held)
Currently the game is being played in ANA Aeroportos de Portugal (1200 employees), the
manager of the 5 most important airports in the country. There are 50 players spread
through all the 5 cities (Lisbon, Porto, Faro, Funchal, Ponta Delgada).
Two other companies have confirmed their willingness to use the game. They are Nokia
(2000 employees) and CTT (in an office with about 1500 employees). No start dates are
yet scheduled as both of these companies are waiting for the completion of some mobility
management measures (respectively in the scope of cycling and carpooling) to start the
game. The urban cycling association MUBi is now officially calling for teams (formed by its
associates and based on their own workplaces) for a game to start until the end of this
month, but it is not clear yet if this call will be successful and enough participants will be
attracted.
Several other companies stated that they would be interested in starting the game in the
future but were not concrete in relation to the timing of their interest.

Deviations:
It has been hard to get organizations start playing the game. In Portugal, mobility
management in the scope of organizations is not a developed concept. Companies get
interested in playing the game mostly for external and internal social responsibility. But
several of them do not see it as being aligned with their policy or feel that they are not yet
in the position to ask employees to change their behaviour as the organization hasn’t
taken sufficient measures to facilitate the utilization of sustainable modes of transport.
The recruitment targets set within MOBI are not being met, but it is believed that the MOBI
approach will with time be successful as the market for mobility management in Portugal
gets more mature and as the value proposition of the From5To4 game application
becomes better adjusted to the needs of companies.

How to proceed:
The previous approach has been to make bilateral contacts with organizations. We will
still promote them with selected organizations, but now that we have the game running in
at least one organization, we intend to use that dynamics to promote the game and will be
doing so in other ways:
- Through press releases with news regarding the game developments

22

- Through the national Facebook page (www.facebook.com/de5para4)
- Through a national event where the ongoing cases will be presented (foreseen for the
mobility week 2015). We aim that this event will be a trigger to a wider adoption of
From5To4 towards the end of the project.
The initial main target group has been large companies in the Lisbon region. We intend to
enlarge the scope of targets, particularly trying to engage with municipalities.
The accumulated experience in MOBI in presenting and discussing the approach with
organizations is valuable from the point of view of understanding their needs and how the
game can be proposed in terms that will be recognized as valuable by the companies. We
believe that a higher rate of success can be achieved in the future.

Until now we find the following 5 scenarios (reasons that organizations will play the game) as
particularly promising in Portuguese context:

1. Organizational culture and employee productivity: promoting employees
satisfaction, health and productivity and valuing the organization’s internal
social responsibility profile
2. External social responsibility: reporting of environmental achievements
3. Parking costs and/or scarcity
4. Instrument of external communication
5. Instrument to reduce local traffic
They are relevant to the following target groups and scenarios:
Level

Target group

National

Company

Scenario

Link to scenario

1.
Organizational
culture and
employee
productivity

From5To4 can make employees happy by playing
a fun game which will engage them with
colleagues, provide them useful information and
make them feel that they are doing something
good for the community. It will also improve their
health and mood by promoting physical activity.

social

From5To4 is a measure to add to the
organization’s activities to improve
their social responsibility profile

3.
Parking
costs
and/or
scarcity

Company needs to reduce car use because of

2.

Company

External

responsibility

Company

high parking costs/scarcity. At the same time it
wants to promote the adoption of mobility
management measures that it has already put in
(like carpooling services or bicycle facilities)

Regional

Local
authority

or

regional

5. Reduce local
traffic

Regional or local authority is interested in
promoting the game to local organizations as a
means to improve the traffic and environmental
performance in the region
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City

Municipalities

External

The application of From5To4 game allows the

communication

municipality to lead by example and add an
additional measure to their mobility management
policy
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