
THE POWER AND INFLUENCE OF SOCIAL 

MARKETING IN THE EVOLUTION OF THE 

ENVIRONMENTAL CITIZEN 

A thesis submitted for the degree of Doctor of Philosophy 

by 

Enda Francis McGovern 

Department of Human Sciences, Brunel University 

May 2000 



THESIS 

CONTAINS 

TAPE 

CASSETTE 

PLEASE CONTACT THE 
UNIVERSITY IF YOU WISH TO 

SEE THIS NUTERIAL, 



ABSTRACT 
Anxiety among scientists has been growing over the past decade regarding the negative 
impact of environmental pollution on the planet. These concerns ultimately could have a 
bearing on the survival of mankind itself and include a warming climate, threats to the 

earth's ozone layer, an accumulation of greenhouse gases and the expansion of deserts at 
the expense of agricultural land. Scientific evidence is assembled daily confirming that 
the ongoing deterioration of the environment is beginning to have a negative effect on the 

earth's habitat. 

Increased public awareness of these issues is leading to growing pressure on policy 

makers, especially national governments, to bring forward solutions but this is proving 
difficult due to the number of contributing factors involved. This thesis examines one 

aspect of human behaviour that is widely acknowledged to be a significant source of 

pollution: use of the private motor car. The car is now perceived as an everyday 

necessity for many people and this has brought with it ever-increasing levels of pollution. 

While this behaviour can be tackled in a number of ways, this research scrutinises the 

capacity for a voluntary change in behaviour among private transport users. As part of 
this process the role and influence of social marketing is examined at work in the 

transportation sector. Based upon a qualitative study of a number of households, the 

empirical research specifically explores social marketing campaigns whose prime 

purpose was to induce voluntary behavioural changes among transport users. The study 
is specifically directed towards a major topic within the transport debate, the role of 
public and private transport. While weaknesses are identified in the campaigns, the 

research concludes that social marketing in itself cannot persuade people to make 

significant changes to their behaviour. Its value instead may lie as an effective channel of 

communication that can be utilised between private transport users and designated 

authorities. 
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CHAPTER1 

INTRODUCTION TO THE RESEARCH 

1.0 Introduction 

'In mid-November 1953 a warm air mass, on its march to the Atlantic, glided to a 

noiseless halt over New York City, but New Yorkers enjoyed no immediate respite 
ftom their chilly autumn Ae newly arrived warm air had come to rest high 

above the city streets, leaving a damp chilly gloom at ground level. Occurrences 

of this sort are called temperature inversions, and the appearance of this 1953 

inversion in New Yýrk seems to have meant that about two hundred residents of 
the city would have less than a week to live'(Crenson 1971: 1). 

Whilst it is acknowledged that the pollution cited in the above example originated from 

many different sources it was not until nine years later, in 1962, that a careful study of 

mortality statistics revealed that the dramatic build-up of air pollution was accompanied 
by an estimated two hundred deaths. Yet nobody either seemed to know, or more 

worryingly, even seemed to care as 'the matter was simply not important enough to 

deserve much attention' (ibid: 3). Nonetheless this example is a stark reminder of the 

potential dangers that exist when the quality of air becomes badly polluted. A report 

recently published by the Department of Health (DH 1998) on the effects of air pollution 
in the UK claims there is a direct link between poor air quality and premature deaths. 

Kenneth Calman, Chief Medical Officer, upon publication of the report commented: 

This is thefirst report that attempts to quantify the impact of short-term air 

pollution on the health ofpeople living in the UK. It suggests that the deaths of 
12,000 -24,000 vulnerable people may be hroughtforward and that 14-24,000 

hospital admissions and readmissions may be associated with short-term air 

pollution each year' (Knott 1998: 22) 



1.1 One Particular Source of Pollution 

Transport exhaust emissions contribute significantly to occurrences of poor air quality. 
In 1995 the UK transport sector accounted for 25% of UK C02 emissions, a major 
contributor to global warming (Acutt 1997). Over the past thirty years there has been a 
significant increase in the use of private transport as the preferred mode of travel whether 
for work or pleasure. More than two-thirds of all journeys to work in the UK are now 
recorded as being made by car, up from about a half two decades ago (Levinson 1998). 
Aligned to this increase in car use has been a parallel increase in the numbers of vehicles 
maintained on the road network. 

'The virtual explosion in the number of vehicles on the roads in the UK and the 
distances those vehicles travel, pose a vital environmental challenge that requires 

strategic consideration by government, indust? y and the public' (CEST 1996. -vii). 

It is estimated that between 1950 to 1990 the number of vehicles in use worldwide grew 
from approximately 75 million to around 675 million (OECD 1997). While this period 

coincides with an improvement in economic conditions enjoyed by industrialised 

countries, it could be speculated that the growth in car ownership figures was primarily 
linked to advances in prosperity, independence and security. However this shift in modal 

choice has created numerous problems for the environment. 

'Motor vehicle use is now generally recognised as the source of more air 

pollution than any other single human activity'(Wiederkehr 1995: 4). 

As the twenty-first century approaches there is little evidence to suggest that this 

phenomenon is about to decline. On the contrary, all indicators point to a protracted 
upswing in the utilisation of private transport over the coming decades with few ideas 

forthcoming on how this may be contained. 

Nonetheless there have been ongoing attempts by policy makers to cater for this growth 
through expanding road construction programmes, improving the efficiency of traffic 

systems and encouraging the production of alternative forms of transport such as the 



electric vehicle. Whilst these methods have proved to be successful in the short-term, 
there is now even greater concern among policy makers with regard to the environmental 
damage that may be caused by projected traffic volumes in the longer-term (Transport 

Research Laboratory 1995). 

It is also important to observe that the private motor car is notjust viewed as an indicator 

of mobility and prosperity in the industrialised countries. In underdeveloped countries 
where car numbers are still relatively low, such as China, India and Pakistan, it is 

estimated that the number of cars worldwide would triple if they were to attain the 

vehicle density of the United Kingdom. A corresponding increase in the consumption of 
fuel and the emission of pollutants would also occur as a result of such a dramatic 

upsurge in traffic volume worldwide (Hunecke & Siburn 1997). The European Transport 

Statistics for 1993 record the UK as having 408 passenger cars per thousand citizens with 
Italy having the highest of any densely populated country in the EU at 519 passenger cars 

per thousand citizens. 

1.2 A Role for Social Marketing 

'Altering consumption patterns is one of the greatest challenges in the quest of 

environmentally sound and sustainable development, given the depth to which 
they are rooted in the basic values and lifestyles of industrial societies throughout 

much of the rest of the world'(United Nations 1992: 2). 

One consequence of the continued growth in the utilisation of private transport is that 
individual access to motorised forms of transport has emerged as an important icon of 

progress in modem democratic societies. Consequently the freedom of movement 

associated with access to this personal form of mobility is hard to suppress without fear 

of a backlash from users. 

'Individual mobility is a cherishedfeature of the lifestyle in the economically 

affluent societies, satisfied by the ownership ofone or more automobiles' (Bauer 

1996., 686). 



As a result national governments have been somewhat slow to challenge this behaviour 

and has sought to stay clear of any obvious assault (e. g. punitive restrictions on use) on 

those people who adopt private transport. Up until recently governments had instead 

diverted attention to the search for a technical solution as a means of reducing the 

negative environmental impacts of transport. The development of early warning 

communications systems on motorways alerting drivers of impending traffic cqngestion 

ahead is one of the more recent examples of this. 

Nevertheless policy makers now accept that technical solutions will not be sufficient to 

stem the anticipated scale of environmental damage. Primarily this is because of an ever- 
increasing volume of traffic being recorded year on year. The recent developments in 

out-of-town shopping centres is one example that has created the necessity to adopt 

private transport in order to undertake the simplest of daily tasks, such as grocery 

shopping. Therefore, aside from governments applying the use of regulatory or f iscal 
instruments, what else can be done to try and stem this demand in the growth of the car as 

the primary mode of travel? 

Attempts to modify people's behaviour lies at the heart of the theory of social marketing. 
In its formative years social marketing was primarily associated with problems directly 

related to health. While much of this focus continues today, there have been continuing 

attempts to broaden its applications into other areas such as the planting of more trees or 

getting householders to recycle more rubbish (Andreasen, 1995). The research presented 
in this thesis intends to broaden the scope of social marketing even further into the 

transport domain as it focuses on the behaviour of people as they decide which mode of 

transport to adopt for a specif ic journey. To assist in this objective use is made of social 

marketing material or collateral that was produced by organisations, public agencies and 

non-profit organisations (PAs & NPOs). These bodies all adopt social marketing 

techniques in their communication programmes on issues of public concern. 

The thesis examines whether there are benefits to be gained from adopting the concept of 

social marketing in attempting to alter the behaviour of private transport users. 
Examining the effect of social marketing material, appropriate to this area of transport 

behaviour, on a number of people within the research site helps to achieve this. The 
9 



research endeavours to determine whether the social marketing collateral was successful, 

as perceived by the participants, in persuading them to utilise alternative forms of 

transport. 

1.3 Research Objectives 

This thesis is concerned with examining the degree of influence social marketing 
techniques can exert in developing the concept of the environmental citizen, i. e. in this 

case a user of transport who considers the environment when making travel choices. In 

particular the research scrutinises the decision-making process when selecting a mode of 
transport and attempts to gather evidence from people on what influences them as they 

make their own transport decisions. In order to gain a better understanding of this 
behavioural process, it was necessary to identify a target area in which detailed research 

could be conducted with a number of people who frequently make use of transport. The 

target area identified consisted of two parishes Gerrards Cross and Hedgerley: both 

situated within the boundaries of South Buckinghamshire District Council in the county 

of Buckinghamshire, UK. 

The basic premise adopted in the research is that by applying the theory of social 

marketing, and utilising some of its recognised techniques, it is possible to exert 

considerable influence on peoples' decision-making processes when selecting a mode of 
transport. Social marketing is widely recognised as an effective method of developing 

interventions to facilitate social and behaviour change (Andreasen 1995). Such 

programmes as examined in this research are designed to influence the voluntary 
behaviour of target audiences and rely, to a large extent, on an assumption that if a 
behaviour merits change then it is incumbent upon society to help the change come 

about. 

This change in behaviour may be partially brought about by the capacity of social 

marketing programmes to disseminate the necessary information critical to achieve a 

modified form of behaviour. The thesis sets out to test the positive effects, ifany, ofsuch 

programmes and to investigate whether such approaches can contribute in the searchfor 

solutions to problems caused by transport related behaviour. 
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The primary objective of this thesis is therefore to test four key hypotheses that form the 
basis of the overriding research question: 

1. The use of the motor car as the primary mode of transport is continuing to 

grow. 

2. This escalation in the use of the motor car is unsustainable and 
contributing to the deterioration of the environment. 

3. Changing people's behaviour and attitude towards the motor car will assist 
in sustaining positive outcomes with the environment. 

4. The concept of social marketing can play a central role in influencing 

peoples' behaviour. 

The research attempts to acquire an understanding of people's desire to utilise the motor 

car as the primary source of transport. It then seeks to authenticate that there is a growing 
dependence on the use of the motor car for everyday journeys. An attempt is made to 

gauge from the participants whether this dependence on private transport is contributing 
to a decline in the quality of their lives, as perceived by them. Finally the research 

examines whether the behaviour of private transport users can be voluntarily modified. 
This is tested through examining the use of conventional persuasive tools, i. e. in the for7n 

of message appeals, as adopted in social marketing programmes aimed at the travelling 

public. 

1.4 Structure of Thesis 

Chapter Two presents a literature review of the most relevant material by first 
introducing the concept of social change programmes. It is clarified that the research 
topic comes under the umbrella of a social change programme. The concept of marketing 
is introduced and various definitions are examined before social marketing is chosen for 

further scrutiny. The role of risk communications is reviewed as part of this discussion. 

An outline of how risk is perceived by people within society is presented and two 

positions at opposite ends of the spectrum are examined in the context of transport. 
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Finally a number of implications are pulled together from previous social marketing 

research and presented for review. 

Chapter Three sets out to achieve two goals. The first part of the chapter presents 

statistics that help to substantiate the growth in the use of private transport by the UK 

travelling public. These statistics confirm that the number of vehicles in use is rising 

year-on-year and some evidence is presented that this is also the case in the EU and the 
US. The second part of this chapter presents a brief overview of the environmental 

concerns arising directly from pollution generated by all forms of transport. An attempt 
is made to make a direct connection between these concerns and the specific use of 

private transport. 

Chapter Four details the research methodology selected for this research. Initially a brief 

discussion is held on the merits of quantitative versus qualitative data. While both are 

recognised for their specific strengths this research primarily embraces the use of 

qualitative data collection instruments. A detailed description of the research site in the 

County of Buckinghamshire, i. e. two parishes named Gerrards Cross and Hedgerley, is 

presented. Statistical data on the make-up of each of the parishes, such as the number of 

clubs or societies actively running in each of the parishes, is also provided at this time. 

Finally the design of the research instruments is described in detail and broken down into 

two phases. Phase I adopts the use of focus groups as the instrument of data collection 

while Phase 2 adopts the use of diary panel analysis as its primary instrument. 

Chapter Five presents a summary of the findings from Phase 1: the focus groups. The 

tapes from the group discussions, having been transcribed, are scrutinised in depth. This 

chapter presents many issues that are of concern to the participants and an attempt is 

made to cluster these issues into common themes. 

The data collected from Phase 2, the diary panel, is analysed in Chapter Six. The 

accounts provided by the participants in the dairies are examined in detail. Specifically 

their direct experiences of alternative modes of transport are reviewed and linked together 

in an analytical framework. 
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The principal findings of the study are analysed in Chapter Seven. Chapter Eight looks at 
the major influences that were identified in the research as having a significant bearing on 
travel decisions. Finally Chapter Nine critiques the use of social marketing in this 

programme of research. It also presents a number of recommendations that may be of 
assistance to future research in this particular area of human behaviour. 
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CHAPTER 2 

Literature Review 

2.0 Introduction 

Fine (1990) described how the global economy could be divided into three sectors. The 
first is identified as the commercial sector, which consists of companies who trade for 

profit. The second is thepublic sector where public agencies can be found at every level 

whether they are local, regional or national. The third sector comprises of all other 
organisations that are not catered for in the other two sectors and they are generally 
known as non-profit organisations. Communication campaigns devised by public 
agencies (PAs), such as South Bucks District Council and non-profit organisations 
(NPOs), such as Friends of the Earth (FoE), have been selected to be at the centre of this 

research. This is primarily because these institutions share communication objectives, 

aligned with social marketing, that are normally viewed quite differently by profit 
oriented organisations in the commercial sector. 

It is over the past decade that PAs & NPOs have begun to realise that they need to adopt 

new ways to communicate with their specific audiences. In the process many of them 
have identified the tools of marketing for such purposes. Marketing techniques widely 
used in the commercial world have proven to be successful in managing the behaviour of 
consumers. Commercial giants such as Coke Cola and Proctor & Gamble are two 

conglomerates that position marketing at the very core of their product offerings. In 1996 
Coca-Cola spent $4.3 billion in direct marketing related activities, all of which was 
intended to promote their products to the consumer (Coca-Cola 1999). As a result of 
such commercial success many public agencies are beginning to consider that similar 
techniques should be capable of creating a demand for'socialproducts'such as energy 

conservation, safe driving, recycling programmes and pollution reduction. 

This chapter presents an overview of the theory behind the shift in marketing applications 
from the commercial to the social. It begins by looking briefly at what is meant by a 
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campaign of social change. The potential instruments that can be used in such campaigns 
lead us into the specific area of marketing. Various forms of marketing are examined 
before the focus is narrowed down into the area of social marketing. An attempt is then 

made to focus on the core area of interest to this research, namely the impact of social 

marketing programmes in persuading private transport users to reconsider their behaviour 

associated with mode selection. In order to position social marketing applications 

accurately, it is important to try and clarify the concerns that users of transport face 

everyday. The public's perception of risk is therefore of interest regarding concerns on 

matters of pollution. Finally some implications formulated from previous social 

marketing campaigns, and that may be of benefit to this current study, are reviewed. 

It is proposed that the empirical data will be presented in Chapters Five and Six and 
linked together in Chapter Seven through an in-depth analysis of the recorded transport 

behaviour. T11e analysis will scrutinise the decision making process of individuals when 

choosing different modes of transport, whether it is public or private. The data will be 

drawn from an examination of the empirical material that was gathered between 

November 1996 and September 1997. 

2.1 Social Change Programmes 

Tackling environmental problems, in the majority of cases, involves some form of social 

change, i. e. changing the way individuals and extended groups lead their lives. Ongoing 

efforts are made in such change programmes to transform harmful practices into ones that 

are productive and beneficial in improving the quality of peoples' lives. But what is 

meant by the term 'social change' in the context of developing a communications 

campaign? Kotler & Roberto (1989) def me such campaigns as follows: 

'A social change campaign is an Organised effort conducted by one group (the 

change agent), which intends to persuade others (the target group) to accept, 

modify or abandon certain ideas, attitudes, practices and behaviour'(p6). 

Zaltman & Duncan (1977) describe four major categories of change strategy that can be 

applied to social change programmes. Each one can be differentiated on a scale by the 

degree of personal freedom it offers the individual or stakeholder. At one end of the 
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scale lies the strategy ofpower, which resides disproportionately with national 

governments, companies and other institutions that possess the legitimacy, social power 

and resources to access the media. This strategy facilitates the change agent to apply the 

maximum amount of power necessary to ensure success or compliance with the particular 

programme. As a consequence of adopting the strategy of power the individuals' right to 
freedom of choice is minimised. The strategy ofpersuasion lies next on the scale. 
Raklow (1989) claims that the use of the word 'persuasion' is increasingly out of fashion 

as it is too closely aligned to propaganda. Nevertheless the movement by public 
information officers to adopt everyday commercial marketing techniques would imply 

that the strategy of persuasion in the PA & NPO domain is still in its infancy. The 1986 

AIDS awareness campaign is a good example of a social change campaign that adopted 

commercial marketing techniques successfully. 

'Increasingly in the puhlic sector, campaign planners use not only the language 

hut also the technologies ofmarketing and advertising' (Pollay 1989: 185). 

The third strategy is described as normative-re-educative and is based on the assumption 
that if the correct information is provided, then the rational thinker will comply and act 

accordingly. This differs from the strategy of persuasion in that it is much more freedom 

enhancing as it requires people to be convinced prior to the implementation of the 

strategy. It assumes that individuals are aware of the problem but simply lack awareness 

of the solution. Finally there is thefacilitation strategy in which the individual is 

identified as ready for change. This strategy contends that the individual will offer 

minimal resistance and is willing to change but is just missing the right resources in order 
to enact the change. This strategy offers the individual the greatest freedom of choice 

when attempting to implement the social change programme. 

The social change under discussion in this programme of research is a requisite shift in 

travel behaviour, yet to be defined, needed to provide the means for a reduction in the 

levels of vehicle pollution emissions. These pollutants are briefly described in Chapter 3. 

This programme of research examines social marketing campaigns that adopt the strategy 

of persuasion at the core of their message appeals. 
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Nevertheless any attempt to engineer change in society is a value-laden activity and one 
in which not everyone will agree upon the ends pursued or the means employed to 

achieve these ends (Salmon 1989). An issue that lies at the core of programmes 

encouraging social change is the fundamental tension between social control at one end 

of the scale and an individual's freedom of choice at the other end. As Kelman (1969) 

describes it, : for those of us who hold the enhancement ofman'sfreedom ofchoice as a 
fundamental value, any manipulation ofthe behaviour ofothers constitutes a violation of 
their essential humanity' (p583). In order to lighten this tension, and to enable a 

campaign of social change to proceed, the particular issue of concern to be highlighted 

needs to be clearly identified and defined. It is important also that the majority of the 

targeted audience can identify with the issue to such an extent that they can accept it 

merits an intervention of some kind. 

Kotler & Roberto (1989) develop five core elements that should be present in any social 

change campaign: 

Cause: social objectives that change agents believe willprovide a desirable 

answer to a socialproblem. In this research the cause is identified as the 

excessive levels of pollutants being emitted by the transport sector and the 

damage this is causing the environment. 
Change Agent: An individual, Organisation, or alliance that attempts to bring 

about a social change and one that embodies the social change campaign. This 

research examines the role of organisations, in the shape of Friends ofthe Earth 

(FoE) and Buckinghamshire County Council, and of alliances, in the shape of 
Don't Choke Britain (DCB). Participants in the research are not specifically 

examined as change agents in this context even though they represent an integral 

part of any social change campaign. 
Target Adopters: Individuals, groups or entire populations who are the target of 

appealsfor change by the change agent. Target adopters vary from situation to 

situation and could be school children, commuters who reside in a particular area, 

or old-age pensioners to name but a few. The target adopters in this research are 

specifically identified as the individuals who have agreed to participate in the 

research and who reside in either of the two parishes. 
18 



Channels: Communications and distribution pathways through which influence 

and response are exchanged and transmitted back andforth between change 

agents and target adopters. In this research this takes the forin of posters, leaflets 

and video. 
Change Strategy: The direction andprogramme adopted hy a change agent to 

affect the change in target adopters'attitudes and behaviours. This research 

makes no attempt to examine the entire strategy of any one-change agent. Rather 

it attempts to examine one component that can be applied across many different 

strategies, i. e. social marketing collateral in the shape of the message appeals 

utilised in this research. 

Nonetheless evidence gathered over the past twenty years suggests that a significant 

number of social change campaigns actually accomplish little, if any, movement in the 

required behaviour (ibid. 5. ). It is also recognised that such failures can breed widespread 

cynicism among social reformers and citizens alike. Examining past campaigns in detail 

can help document the deficiencies that contributed to the failure of any campaign. 

In the past these examinations have focused on questions of 'outcome' rather than 

! process' (Devine & Hirt 1989). Adopting such an approach can limit the opportunity to 

learn from the campaign under investigation. Whilst it is possible to evaluate whether a 

campaign was a success or failure bypxamining the outcomes, it is not possible to 

examine conclusively why the campaign was a success or otherwise. It is important that 

campaigns should be examined in regard to the process that was adopted for each one. 
This would facilitate a review of how each programme was created as well as reviewing 
the reasons of its success or failure. 

The most common deficiencies identified in social marketing programmes include; 

targeting the wrong audience; weaknesses in the message appeal, i. e. advertisement or 

leaflet, not being sufficiently motivating; the individuals or populations of interest 

targeted (the target adopters) not being offered a way to respond constructively; and 
finally not having a realistic budget in place for the campaigns. It is possible to address 

each of these weaknesses at the outset if the correct approach and appropriate methods 

are adopted for each campaign. Nevertheless, many campaigns have fallen short of their 
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goals because the target adopters and their needs were not well researched, the medium 

used to communicate the information was poorly chosen, or the budgets allocated were 
deemed to have been inadequate to mount an effective campaign. 

The deficiencies described above are in the form of physical barriers that, while in place, 
can obstruct the free flow of information. Perfecting a social change programme is in 

many ways an attempt to eliminate the physical barriers. 

'But even ifthese physical barriers to communications were known and removed, 
there would remain manypsychological barriers to thefreeflow of ideas' 

(Hyman & Shealsley 1947., 412) 

The physical barriers therefore only impede the flow or supply of information. It is 

important, in order to improve the potential for success, to remove the physical barriers in 

order to expand audience exposure and ensure the information is absorbed. Hyman & 

Sheatsley (1947) refer to such obstacles as psychological barriers and conclude that their 

presence can result in failure for the campaign if they are not planned for. Psychological 

barriers can be broken down into five headings. 

1. ) nere Exists a Hard Core of Chronic Know-Nothings: 

Every individual acts differently upon receipt of information. Hyman & Sheatsley 

contend that a proportion of the population, no matter what the information relates to, 

will not become familiar with the subject in question. They are categorised as individuals 

who cannot be contacted through communication campaigns for whatever reason. 

2. ) Interested People Require the Most Information: 

The importance of motivation when either learning or raising awareness is stressed as a 
key characteristic and therefore should be targeted accordingly. The core message of the 

campaign must resonate with the public's concern if there is to be any possibility of 

motivating a change in the present behaviour: 

'The widest possible dissemination of material may be ineffective if it is not 

geared to the public's interests' (ibid., 415) 
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3. ) People Seek Information Congenial to Prior A t1itudes: 

People tend to expose themselves more favourably to information that is agreeable with 
their past attitudes. The opposite is also held to be true, i. e. that people discourage or 

avoid exposure to information that is not in keeping with their attitudes. Tlerefore an 

awareness of how attitudes are formed is an integral part of understanding how decisions 

are ratified and behaviour may be modified. 

4) People Interpret the Same Information Differently. 

Even though exposure may be universally dispersed among a target audience, it does not 

necessarily follow that a corresponding interpretation of the material will take place. 
People decipher signals and messages differently and there is no way of guaranteeing, 

regardless of how well a message is created, that people will interpret it with the same 

meaning. 

'---it has been consistently demonstrated that aperson's perception and 

memory ofmaterials shown to him are often distorted by his wishes, motives and 

attitudes' (ibid., 418). 

5. ) Information Does Not Necessarily Change Attitudes: 

Removing the physical barriers to the flow of information successfully does not 

guarantee any change in consequential. behaviour. 

'-it is naive to suppose that information always affects attitudes, or that it 

affects all attitudes equally' (ibid. -419) 

The role or presence of these psychological behaviours is often underplayed when social 

change campaigns are under consideration. The emphasis at that stage can be too 

focused on the general eagerness to simply distribute more information. However as 

campaigns managers have become more concerned with the psychological barriers they 

have begun to realise that they need to incorporate more sophisticated methods such as 
those adopted in marketing applications. Social change is therefore best achieved 
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through planned intervention and by employing methods that are based on marketing 

philosophy. 

The underlying theme running throughout the literature is that knowledge, techniques, 

and technologies now exist to organise and implement effective social change 
programmes. What once was called "information campaigns" are now so closely linked 

to marketing that it is difficult to identify any significant areas of difference. 

'In the realm of ideas and issues, as opposed to products, differences between 

marketing andpublic information truly become obscure. Massive public health 

interventions designed to eradicate AIDS, cigarette smoking or premature heart 

attacks, and sophisticated, multi-media efforts by political groups attempting to 

elect candidates and influence the social agenda can he labelled information 

campaigns or social marketing with equal validity'(Salmon 1989: 8). 

One of the questions that should be asked of any research undertaken on such a sensitive 

subject is how the beliefs or attitudes are formed. Much of the existing consumer. 
behaviour research (Foxall 1983) concentrates on the decision-making process rather than 

on the belief formation or value construction that also may play a central role in driving 

decisions. 

Shaw and Clarke (1999) attempt to expand upon this topic by considering how belief 

formation is constructed within a group of ethical consumers. This exploratory research, 

consisting of focus group and questionnaire data instruments, produces interesting and 

complex insights: 

'Existing consumer behaviour research has tended tofocus on decision making to 

the neglect oftheformative stages underlying actual choices. Yhe irrefutable 

importance of these initial stages in decision making is evidentfrom thefactors 

outlined by the study as being influential to ethical beliefs' (Shaw & Clarke 1999) 

The central premise of the theory of reasoned action is that people make behavioural 

decisions on the basis of reasoned consideration of the available information. 
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'Humans are reasonable animals who, in deciding what action to take, 

systematically, process and utilise the information available to them. Thus, in 
thefinal analysis, changing behaviour is viewedprimarily as a matter of 
changing the cognitive structure underlying the behaviour in question' 
(Fishbein & Ajzen 19 75). 

The theory of reasoned action could be regarded as a deliberative processing model, to 
the extent that behavioural decisions are seen to be the consequences of the person's 
systematic consideration and deliberation of the information available to him or her. 
People are assumed to act in a rational manner based on this theory. 

Kippax and Crawford (1993) reject the premise on which the theory of reasoned action is 

grounded. Whilst they acknowledge the theory recognises the importance of 'significant 

others' they consider it does not go far enough to embrace the influence such social 
interactions have on the decision-making process. 

'We maintain that an individual (or many individuals), on receipt of certain 
information, processes and makes sense of that information in interaction with 

other individuals. A common sense is reached Ae model we advocate contends 
that a person's beliefs, attitudes and understandings are constituted in that 

person's talk with others and in theirjoint and co-ordinated activity. It is in 

terms of these shared understandings that the person w ill act' (Kippax and 
Crawford 1993: p255) 

In other words significant emphasis is also placed on the importance of the social setting 
that people find themselves in when they process their decision-making behaviour. How 

this setting can be of influence is important to observe when attempting to understand an 
individual's behaviour. 
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2.2 The Role of Marketing 

Many marketing academics (Kotler 1979; Peattie 1992; Andreasen 1995) are of the 

opinion that the adoption of marketing theory in programmes of social change can 

enhance the potential for their success and, in many cases, is actually an integral part of 
theirsuccess. How can marketing theory therefore help foster a modified change in 

travel behaviour, particularly in regard to the adoption of private transport as the primary 

mode of travel? Before one can consider the answer to this question, an understanding of 

where this area of research lies within the general field of academic marketing needs to 
be considered. 

Presently there are a plethora of marketing terms that could be used in reference to the 

research. Among the terms commonly used are ecological marketing, social marketing, 

sustainable marketing, environmental marketing and green marketing. Definitions of 

each are listed in the table below, which is preceded by a definition of marketing itself. 

Marketing 'Marketing is human activity directed at satisfying needs 

and wants through exchange processes' 
(Kotler, 1980: 10). 

Social Marketing 'It is the application of commercial marketing 
technologies to the analysis, planning, execution, and 

evaluation ofprogrammes designed to influence 

the voluntary behaviour oftarget audiences to order 
to improve theirpersonal welfare and that oftheir 

society' (Andreasen 1995: 7). 

Green Marketing 'The management process responsiblefor identifying, 

anticipating and satisfying the requirements of 

consumers and society in a profitable and 

sustainable way' (Peatfle 1992: 11). 

Sustainable Marketing 'Marketing efforts that are not only competitively 
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sustaimble but are also ecologically sustainable 
(Stirth & Panwilpir 1995: 6). 

Environmental 'AfarArting activities thtit mcognbe environmental 
blarkeling stewardsh1p as a buslisess development responsibility 

and business growth qpjx)rtupslty'(CmAKngfon 1993: 5 8). 

Any of the above terms could be applied to the main theme orthis rcsc=h. In dealing 

with environmental issues Mackoy el al (1995) idcntiry the three most common 
marketing approaches as shown In Table 2.1 below. 

Common Approaches BASIC Goals of the 
Organisation 

Orgonlistlonal Strategy 

Adopted 

DemarActing 

Green AlarActing 

S"ial Issue 

Marketing 

Long-tcrtn 
Prorits 
Maximum prorits 

Socio-political 

Match dem3nd with 

variable supply 
Appeal to crivironmentally 

sensitive segment 
Change attitudes and behaviour 

In 'socially ikilrabk' 
dircclions 

Table 2.1 Approaches to Eu%lron mental blarkcting. (Adapted from Mackoy, 
Calantone & DrOge 1995: 4 9) 

Demarkcting is a term that Is not widely used in industry. Kotler & Levy (1971) define it 

as'that aspect ofmarArting that tleals with discouragingc tomers q us In general or a 
certain class oftustomers In 1wrticular on elther a temporary orpermanent basis'. 
There: arc few occasions when Industry Is willing to accept a serious shortage ora product 
to such an extent that it will not attempt to offer an alternative in order to maintain 
demand. Yet there arc some product sectors that have no direct substitutions rc3dily 

available, e. g. pctrol and diesel as derivatives of oil and used to power the internal 

combustion engine. 
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Demarketing is therefore normally applied in situations where the long-term demand for 

a product is expected to exceed an ability to supply and, as a result, the demand of the 

product must be managed (Peattie 1995). Electricity companies who encourage 
nighttime consumption of energy by offering reduced unit rates is an example of 
demarketing at work. During the day higher unit rates are charged as demand can 
approach, or even exceed, supply at certain times of the year. Governments that enforce 
tax increases on fossil fuels over and above the rate of inflation is another example of 
demarketing at work. 

- Unlike traditional marketing that places more emphasis on the performance of the 

product when in use, green marketing places the emphasis on how products are produced 

and disposed of at the end of their life-cycle (Peattie 1995). However the primary goal of 

campaigns that adopt green marketing is still determined by their ability to maximise 

profit. Henion (1979) used the term 'ecological marketing' to describe the role and 
importance of green marketing and considers green marketing as a subset of social 

marketing. He states that 'ecological marketing can be considered a marketing strategy 
for the environmental crisis. It is basedprincipally on engaging the profit motive of 

producers of environmentallyfriendly products(p34). 

Mackoy et al (1995) claim that any goal of social change can be addressed using 

marketing tactics and describe social marketing as one such approach. Thesc authors go 
on to claim that organisations may wish to implement a behavioural change within a 
specific context when designing the social marketing campaign. Or they may try to 

change altogether the consumption culture associated with the particular product or 
behaviour of interest. 

Social marketing campaigns are also normally associated with programmes that are non- 

profit and undertaken on behalf of non-profit entities. The other marketing terms 

discussed above, whilst maintaining due consideration for the environment, require 

profits to be generated by the entity regardless of the business sector in which they are 

competing. As a result communication objectives would differ significantly from those 

objectives adopted under a social marketing programme. Because of these disparities it is 
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appropriate to target social marketing for further analysis within the spectrum of transport 

behaviour. 

The behaviour associated with choosing a mode of transport lies at the core of this 

research and improving the quality of the environment is already identified as the social 

concern. It is possible that this may be partially achieved by modifying or changing 

existing behaviours that are considered harmful to the environment, such as driving a 

motor car. Kotler (1972) paraphrases social concerns, in a generic way, as constituting 
the 'core product' of non-profit entities such as Greenpeace, Friends of the Earth (FoE) 

or the government body, the Environmental Agency (EA). Bringing about life-improving 

social change is the challenge and goal of social marketing campaigns. 

ZZ I Social Marketing 

But where does the term 'social marketing' originate from within the marketing 
literature? It is claimed that social marketing first came about in the mid- I 950's when 
Wiebe (1952) formally launched the field by asking; 'why can't you sell brotherhood and 

rational thinking like you sell soap? He was questioning why the marketing principles 

adopted in everyday commercial circumstances could not be used in other situations, 

especially in those where it maybe particularly beneficial to mankind. Kotler(1979) 

argues that the objective of social marketing 'is not to maximise consumption, consumer 

satisfaction, or consumer choice. The objective is to maximise the quality of life' (p85). 

Social marketing in its own right has only become recognised in the past two decades. 

'One major change involving marketing in the public arena has occurred over the 

past twenty years, and actually increased during the 1980s. Thischangeisof 

great interest in marketing on behatfofnot-for-profits and social causes. The 

increase in both the practice and study ofwhat is called social marketing has 

broadened the definition of marketing and its impacts on behatf of society' 
(Greyser 1995: 340). 
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'The perception that marketing constitutes a proven andpotentially very powerful 

lechnoloUfor bringing about socially desirable behaviours is the engine 

motivating the growth ofwhat might be called "the social marketing movement" 

over the pastfifteen years' (A ndreasen 1997.1). 

The theory of social marketing rests heavily on the idea that if there are behaviours worth 

changing for the benefit of society then it is incumbent upon society to help bring about 

that change in behaviour. But what is meant, in the context of a social change 

programme, by the 'socialproduct'? In other words, in social marketing terms, what 

exactly is the ýproducf? 

Before this is expanded upon it is important to draw a distinction between consumer 

decisions that may be either 'high-involvement'or 'low-involvement'in nature 

(Andreasen 1995). The commercial marketing sector has divided consumers' process of 

consideration into two categories, each one dependent on the level of involvement 

associated with the decision to purchase. Low-involvement decisions are categorised as 

those that require little thought or little consideration of the alternatives and are viewed as 

relatively routine and unimportant. Examples could include shopping for convenience 

food, buying petrol or going to the cinema. 

High-involvement decisions are viewed as more important by the decision-maker and 

require more thought and a greater consideration of the alternatives. These decisions are 

often emotional and the decision process may be of a longer duration than those 

associated with low involvement. In a social marketing context these decisions could 

include practising safe sex, giving up smoking or visiting a drug rehabilitation centre. It 

is recognised that such behaviours, often the target of social marketing programmes, are 

harder to change than low-involvement behaviours that are more typically found in 

commercial settings (Rothschild 1979). This research is primarily concerned with 

examining behaviour that is associated with a variety of decisions of low and high- 

involvement. Examples may include whether to buy a car (high involvement) or whether 

to walk to the shop (low involvement). 
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ZZ2 The Social Product 

Kotler & Roberto (1989) put forward the proposition that ideas and behaviours are the 

social 'product to be marketed and break them down into three categories as shown in 

Figure 2.1. 

Belief 

Attitude 

Value 

Social Product 

Behaviour 

Act 

\4 
Tangible Object 

Figure 2.1 Components of a Social Product (Kotler & Roberto 1989) 
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One type of social product is an idea that can take the fonn of a belief, attitude, or value. 
Therefore the social product could be a beliefsuch as 'excessive vehicle pollution can 

result in early deathfor those sufferingfrom heart and lung probleins. Thisstatement 

was used in a leaflet produced by the Don't Choke Britain (DCB) campaign team in 
1997. A belief is a perception that is held about a factual matter and does not necessitate 
an evaluation each time it is considered. Or it could be an attitude that needs to be 

marketed as part of the social programme. This could be exemplified in the statement 
adopted in a Friends ofthe Earth (FoE) leaflet. This states that 'Fear ofiraffic accidents 
is one of1he main reasons parents have stopped allowing their children out to walk and 

cycle'(1996). Attitudes are positive or negative evaluations of people, objects, ideas, or 

events. The product could also be a value that the campaign wishes to promote. 
Amnesty International, for example, is a worldwide campaigning organisation that works 
to promote the value of 'human rights' as enshrined in the Universal Declaration of 
Human Rights. Values are overall ideas of what is right and wrong. 

The second type of social product is identified as a social practice. It could be the 

occurrence of a single act such as contributing to a charity or receiving a vaccination. Or 

it could be the establishment of an altered pattern of behaviour consistent with the desired 

request. Giving up smoking is an everyday example of a practice that has received 

widespread attention in social marketing programmes over the past twenty years. 

Finally the third type of social product is a tangible product. This could be in the form of 

a condom purchased and marketed as essential in reducing the spread of AIDS. Or a 
tangible product more directly associated with the research could take the form of a bike 

marketed as a pollution free mode of travel. 

ZZ3 The Rationale behind Social Marketing 

At this time it is important to clarify whether the rationale of social marketing is 

applicable to this programme of research. Smith (1997) develops four 'commercial 

technologies'that can assist in determining whether a behaviour change can be brought 

about through the use of a social marketing programme. Each of these is examined with 
direct reference to transport behaviour: 
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Exchange Theory: A fundamental principle of marketing theory is that people will 

only give up one behaviour in exchange for another. The marketing question 

appropriate for this field of study is quite straightforward '"at requires the car- 

user to consider other modes oftransport when choosing to undertake a 

particularjoumey? ' 

Competition: This stems from the view that individuals are not competing just 

against ignorance or lack of information in regard to a specific choice, but against 

the existing behaviour through which the individual enjoys a number of benerits. 

Tberefore it is simply not enough to remind, educate or raise awareness in order 

to change existing transport behaviour. The marketing question could be '"at 

are the benefits that you derivefrom your existing travel behaviour and can 

competing benefits be offered by the alternatives? ' 

Segmentation by Lifestyle: This approach is regularly adopted when attempting to 

implement marketing solutions. The ability to group individuals into larger 

clusters of similar lifestyle characteristics is a very important component of any 

social marketing programme. The marketing questions may be 'What are the 

lifestyle characteristics thatpeople share when selecting a mode of transport? 

How can they be identified to allow the marketer a better opportunity to influence 

them? ' Andreasen (1995) emphasises how social marketers must focus on 

changing groups of consumers 'not individuals and not mass markets, but 

carefidly selected segments' (p. 12). 

Marketing Mix: Finally it is unusual to consider anything within the spectrum of 

marketing without recognition of the four P's, i. e. product, price, place and 

promotion. If transport consumers are going to consider changing from their 

existing product or service, e. g. their current mode of transport, then they will 

need to be able to consider new products or services. In the context of this 

research the new products on offer could include electric or fuel-cell vehicles 

while new services on offer could be mass transit systems recently developed in 

the locality. Commuters will also need such products and services to be offered at 
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the appropriate price. However the costs associated with changing a person's 
behaviour may not necessarily be measured only in monetary value. The costs 

could take the form of time spent away from home or the degree of inconvenience 

caused by the change in adapting to the new behaviour associated with the new 

mode of travel. Finally these audiences will need to be made aware of the new 

products or services on offer through a broad array of promotion techniques. The 

final marketing question might ask 'What mix ofiravel-relatedproducts or 

services, their cost, access andpromotion; is rightfor this particular audience 

with this hehaviour and at this point in timeT The social marketer recognises, that 

the right kind of offering must be made readily available if there is any hope of 

achieving a change in behaviour. 

The discussion above confirms that the proposed research is a programme of behavioural 

change that can be incorporated under the umbrella of social marketing. Nonetheless 

social marketing is still relatively new and this research attempts to expand the 

boundaries of social marketing into the transport sector. 

One of the biggest problems facing the theoretical development of social marketing is the 

perception amongst practitioners that it is linked too closely with conventional marketing 

(Fine 1990). Many practitioners are of the opinion that the focus is too heavily weighted 

towards the 'marketing' part and that applications used in a social context have simply 

had the 'social' added to the title. 

Also social marketing has become synonymous with advertisements that carry a social 

message of one form or another. As many communications programmes adopt 

advertising at the core of their strategy, a perception has evolved that social marketing is 

just more advertising but repackaged in a social setting. This is a mistake as social 

marketing is much encompassing than just advertising and it is an acknowledged means 

of developing interventions to facilitate social and behavioural change (Andreasen 1997). 

'Social Marketing is about behavioural change. It is not about education and 

propaganda ---although communication tools are often central to social 
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marketingprograms, social marketing is much more than communications' 
(ibid. p5). 

Middlestadt et al (1997) refers to the importance of involving behavioural scientists in 

designing social marketing programmes. More often, in cases where a behavioural 

change is required, social marketers are called in to develop and implement programmes 

that communicate an awareness of a particular issue to a target audience. Recent 

examples include making parents aware of the risk to a child's health from excessive 

exposure to sunlight or the generation of educational programmes aimed at informing 

teenagers of the dangers of smoking. By implementing the 'conventional approach' first, 

i. e. distributing information, there is the suggestion that the necessary change in 

behaviour will occur simply because the targeted audience has become more aware and 
informed of the specific issue. 

However providing the relevant information is not always enough to convince people to 

change their behaviour. The key role for the behavioural scientist during the intervention 

process is to keep reminding programme managers to define the intervention objectives 
in behavioural terms: What is ityou wantpeople to do? It is a critical component of any 

intervention programme to begin with behaviour when setting the objectives of the 

campaign. 

Devine and Hirt (1989) discuss how some theories of persuasion operate under the 

premise that the key to producing behavioural change is to first produce a positive change 
in attitude. The first of two models, the message-based persuasion model, is introduced 

where the attitude is initially targeted with message appeals, i. e. communications in some 
form. Tlie objective of the message appeal is to persuade the individual to change their 

attitude to the object in question. It is by creating a positive change in rclation to the 

attitude of concern that facilitates a change in behaviour. This model therefore proposes 

that there is a direct correlation between being able to create a positive attitude and then 

being able to observe a corresponding change in behaviour. 

The second model is referred to as the behavioural-based persuasion model. This model 

attempts to get the target audience, at whom the campaign is aimed, to undertake the 
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behaviour first. Through the anticipated positive outcome of experiencing the behaviour 

directly will the positive attitude come about. This model submits to the thesis that by 

experiencing the behaviour first can serve as an important source of information upon 

which the attitude can then changed or modified. 

Middlestadt et al (1997) extends this involvement of the behavioural scientists even 
further by advocating the adoption of design with determinants. This approach attempts 
to influence critical factors that are determinants of behaviour. Formative research is 

undertaken of the relevant target audiences and is used to identify the internal/external 

determinants of behaviour. Based on the availability of this data, intervention 

programmes can be designed which are more focused and effective. The intervention 

influences a behavioural determinant, which in turn influences the behaviour, which in 

turn influences the desired outcome. 
INTER VEIVTION --* DETERAHNANT =ý> BEHA VIO UR =ý% OUTCOME 

This approach increases the breadth of interventions that become available to the social 

marketer. The determinant approach to intervention design can be applied to cases 
involving the use of private transport and this may be best illustrated by providing a brief 

overview of one such example at work. 

Case Study: 'Don't Choke Britain' Campaign: 

Don't Choke Britain (DCB) is a public awareness campaign that runs each year 

through the month of June and aims to cut traffic congestion by persuading car 

drivers to leave their cars at home when making certain journeys. Centro, the 

West Midlands Passenger Transport Executive, first launched it in 1992 as 'Don t 

Choke the City'. Since then it has grown steadily: in 1996 over 140 local councils 

and voluntary groups staged events. 

DCB is co-ordinated by the Local Government Association with support from the 

Passenger Transport Executive Group, the Department of Environment, Transport. 

and the Regions, and the 'Traveffise' Initiative amongst others. It has simple 

aims: 'less trajf1c congestion and less pollution, particularly in our cities. Anyone 

34 



can take part, very simply by givingyour car a holiday' (DCB 1997). Marketing 

material from this campaign is used later in the empirical research. 

In behavioural terms, the goal of the campaign is to encourage, in particular, 

private transport users to adopt an alternative mode of transport during the month 

of action. Various events are scheduled in the programme to encourage this such 

as: 

" National Bike Week 

" Walk to School Week 

" Breath Easy Week 

" Green Transport Week 

The behavioural determinant identified in the programme of events is the social 

norm of driving the children to school. Therefore the programme organisers 
designed the 'Walk to School Week' as the intervention aimed at this particular 

action. The desired result is for people who participate in an event to thereafter 

consider that mode of transport, having had the opportunity to experience it at 
first hand, more readily in the future as against the conventional choice of the car. 

The significance of determinants allows social marketers to consider a greater 

number of intervention strategies that can address product, price, place and 

promotion, when conceiving campaigns aimed at changing car driver behaviour. 

ZZ4 A Shift in the Marketing Paradigm 

Sneth and Parvatiyar (1995) argue the necessity for a shift in the approach to marketing 

so as to facilitate the success of social marketing programmes. They identify two 

components, the f irst in regard to shaping customer needs and expectations and the 

second to providing customers with appropriate choices to meet these needs. This 

research primarily concerns itself with the first component i. e. emphasising the necessity 

to adjust or modify the requirements of car drivers' needs or expectations. 

Sneth and Parvatiyar (1995) maintain that it is critical for these two components of 

shaping needs and proving alternatives to occur simultaneously. The scope for 
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consumers to alter their thinking by becoming more environmentally conscious, in terms 

of their needs and wants, must be supplemented by the availability of new or improved 

products and services. Only then will it allow consumers the opportunity to alter their 

actual behaviour as a consequence. The choices offered should meet current needs 

without sacrificing the ability of society to meet its future needs, i. e. adhering to the 

principle of sustainability: 

'The true socidecologicalproduct is one that becomes a consumer' sfirst choice, 

since it meets hislher consumption needs along with his/her needfor a healthy, 

sustainable physical environment. It is important to understand that customer 

needs are not, nor should they be, in conflict with environmental needs. Infact, 

the two needs occur concurrently. People need and want to coexist with nature' 
(ibid. 7). 

In the transport sector this is proving difficult to achieve due to the nature of the car 
industry and its near total reliance on the internal combustion engine to power its product 

range. The question must therefore be posed: Is itpossible to communicate effectively to 

private transport users that their behaviour may be detrimental to the environment? 
And, if successful in achieving this, is it possible for the campaign to go on and induce a 

voluntary change in behaviour to such an extent that car-drivers might begin to 

contemplate using alternative modes of transport? Over the past ten years this shift in 

behaviour has not materialised despite significant efforts by various organisations to 

make car-drivers more aware of the issues. Instead of observing a decrease in the use of 

the motor car over this period, there has not only been a continuous rise in its daily use 
but also a sequential rise in the levels of car ownership (Department of Transport 1996). 

Whilst accepting the two component shift in the marketing paradigm identified by Sneth 

and Parvatiyar (1995), i. e. shaping customer needs and offering appropriate choices, it is 

important to be aware of a major obstacle that exists in the transport sector. The motor 

car has taken nearly ninety years to evolve to where it is today and it is not feasible to 

redesign this mode to become non-polluting in the short term. 
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'It can be expected that thefossilfuel internal combustion engine vehicle will 
dominatefor about the nextfifteenyears'(IPTS 1996.5). 

As a result it is not possible to offer the private motorist comparable choices to the motor 

car that are pollution free and widely available. The alternative choices of transport on 

offer, such as the bus or train, will have to meet with what car-drivers, as rational 

consumers, may deem to be 'appropriate alternative choices'to the motor car. This, in 

turn, implies that a greater reliance needs to be placed by social marketers on shaping 

customers needs and wants from existing transportation offerings. Informing private 

commuters of the potential risks they may encounter if they continue with their present 

behaviour is an important part of shaping customer needs. 

ZZ5 The Communication ofRisk 

The effective communication of risk, a constituent of social marketing, is widely held to 

be a vital element in the success of social marketing programmes and can be defined as 
follows: 

Theflow of information and risk evaluations back andforth between academic 

experts, regulatory practitioners, interest groups and the general public ' Leiss 

(1996: 86). 

According to Fischoff the phrase 'risk communication' was first recognised in 1984 

(Fischoff 1995) and arose out of concern among researchers on the disparities of risk as 

understood by the experts, on the one hand, and by the general public, on the other hand. 

In the past twenty years there have been three phases in the evolution of this sphere of 

communications and Leiss (1996) presents an overview of the three phases. Phase I 

occurred approximately between 1975 and 1984 and is best summarised by the following 

statement: 

'In order tofunction sensibly in a world of expanding opportunity, we must have 

the capacity to assess and manage risks at a very exacting level ofdetail,, the 
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scientific approach to risk management offers us an imperfect but indispensable 

to o Ifo r do ing so ' (ib id. - 88). 

Leiss emphasises the growth of 'risk' as perceived by the general public. This was first 

communicated by focusing on the fine detail of statistical information in support of the 

claim. It was also during this period that the general public began to challenge the 

experts on the notion of risk. The public was slowly beginning to realise that the experts 
did not always have the right answers and, in some cases, had no answer at all. Many 

experts responded with open contempt to such challenges and Leiss (1996) identified this 

with what he termed the 'arrogance oftechnical expertise. 

The action taken by the British Government in banning 'meat on the bone' as part of their 

strategy to eradicating mad cow disease (Bovine Spongiform Encephalopathy - BSE) 

from the food chain could be construed as an example. While the public was generally 

aware of the degree of risk associated with consuming meat on the bone, a high 

percentage considered the probability to be so low that they discarded the threat of any 

consequences as trivial. This has given way to the view that 'the public' do not see risks 
in the same way as experts (Douglas, 1993). 

Phase 2 took place between 1985 and 1994 and over this period it was rccognised that it 

would be better to regard statements about risk as acts of persuasive communications, i. e. 

the message should try and persuade a change in a point of view or opinion. This should 

take into account two key factors: the characteristics of the audience itself and the 

intrinsic legitimacy of the audience's perception of the situation. Inherent within any 

communications strategy is trust in the message source and this period made good use of 

well-tested techniques that were deemed successM in commercial marketing 

applications. However there proved to be severe difficulties in transforming the 

marketing paradigm into the area of risk communication and these difficulties are best 

summarised by Slovic and MacGregor (1994): 

Although attention to communication can prevent blunders that exacerbate 

conflict, there is rather little evidence that risk communication has made any 

significant contribution to reducing the gap between technical risk assessments 
38 



andpublic perceptions or tofacilitating decisions about nuclear waste or any 

other major sources offisk conflict. The limited effectiveness offisk 

communications efforts can be attributed to lack ofirust'(pl45). 

Smith (1998) argues that the same holds true for organisations. Regardless of the latest 

quantitative analysis, which may help to fine-tune the probability of any occurrence, can 

strong messages really have the desired effect in changing behaviour if there is 

considerable uncertainty surrounding their accuracy? Smith claims not and that it is 

much more a matter of building trust between the various parties and states: 

'Arguably, it is here that the process ofrisk communication, both internally and 

externally, hasfloundered Effective risk communication is afunction of building 

trust between the various networks within an organisation' (Smith 1998: 29). 

The breakdown in trust, as viewed in the area of risk communications, between the 

individual, society and its institutions had been partially brought about by the notion that 

science could provide solutions for all environmental problems (Beck 1992). However, 

as was becoming quite evident with cases such as BSE, scientists were struggling to 

provide answers to many of the newer problems facing society: 

'People cannot easilyjudge between experts when these experts disagree with 

each other. The public, since the mid-1960's, has shown increasing distrust of 

experts and the institutions, private, academic or governments that employ them' 

(Breyer 1993: 36). 

The debate that centred on the "risk society", described later in this chapter, only 

confirmed that scientists were beginning to lose their authority in important areas of 

influence. As a result of such breakdowns between the scientific community and the 

general public more emphasis was beginning to be placed on the necessity for a level of 

'trust' to be built with the publics. This was to become a core theme of all future 

communication programmes and was directly confronted in the 1985 Royal Society 

Report, The Public Understanding ofScience. This called for scientists to make a greater 
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effort in how they communicated with their respective audiences. The report offered 

scientists the following advice: 

'Our most direct and urgent message isfor scientists - learn to communicate with 
the public, be willing to do so, indeed consider it your duty to do so. It is clearly 

apart ofeach scientist's professional responsibility to promote the public 

understanding of science' (p24). 

The third phase is ongoing with the emphasis even more firmly placed on the 

responsibility of institutional risk actors, namely public agencies and industry leaders, to 

instil a high level of trust with their various audiences. Pollak (1996) suggests that risk 

regulators should be developing institutional arrangements that foster trust with the 

public and also creating mechanisms for providing concerned individuals with credible 

reassurance in whatever areas of risk those individuals, or groups of individuals, should 
face. 

'Instead of lamenting the public's lack of trust in experts andpoliticians, it may 
be morejruiýful to consider mechanismsforproviding credible reassurance to the 

public at large. Economists, after all, do not lamentprospective customers' lack 

oftrust in second-hand car dealers; instead, they talk about guarantees and other 

ways ofproviding credible reassurance'(Pollak 1996: 33). 

Irwin (1999) suggests the setting up of a small number of facilities with the intention of 
improving communication flow between scientists and the public. These include science 

shops which would encourage the immediate contact and direct exchange of information 

or consensus conferences which would enable members of the public to act as a'layjury' 
in consideration of important scientific topics. As he states: 

Tie challenge is to establish more useful methods of encouragingproductive 

and effective knowledge transfer'(Irwin 1999). 

However this is where Irwin makes a significant divergence. While he fully agrees with 

more open lines of communication between scientists and the lay person, his primary 
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goal is to see that the information flow becomes more of a two-way street rather than 

only one-way as it has been for decades. He states: 

'While prevailing models of scientific communication are basically one- 
directional (from the experts to the ignorant), two-way processes will be required 
in order to considerpublic criticisms and concerns about the current direction of 

scientific progress'(Irwin 1999). 

Irwin is calling for a wider acceptance and acknowledgement that the lay person has 

access to information that is critical in the search for environmental solutions and he 

refers to this openness of contact as a new social contract between science and its publics. 
He goes on, 'the issue is notprimarily one ofineffective communications, but is more 
'one ofestablishing decision-making structures that can only operate 

effectively if they draw in, rather than excluding, public voices. While there is an 

ongoing necessity to provide credible reassurance through the provisions of reliable 
information to the general public, there is also the recognition that the public, people who 

travel in this case, possess information that can make a significant contribution in the 

search for solutions. This point will be developed in some detail within the main 

empirical chapters of the thesis. 

It could be surmised that the flow of such information from the public to the experts 

would be forthcoming if the public were aware of the environmental problems that lie 

ahead. So how is the public, as represented by the participants in the research, tending to 

view these environmental problems in the shape of new risks? And how do the 

participants regard the potential threats in the form of hazards? 

Beck (1992) puts forward the idea that the transition from modemity to late modernity is 

one from an industrialised society to that of a risk society, i. e. the social production of 

wealth is accompanied by the social production of risks. In other words the greater threat 

of risks is to be expected from the way modem society has taken shape. He states: 

'Risk may be defined as a systematic way of dealing with hazards and 

insecurities induced and introduced by modernisation itsey'(p2l). 
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2.3 Risk Society and Ecological Modernisation 

Whilst numerous perspectives are presented in the discourse on risk society, it is not an 

objective of this research to go into these discussions in great depth. Instead a brief 

overview of two opposing positions in the risk society debate is presented in order to 

enhance an understanding of risk in the context of the transport debate. As societies 

progress towards late modernity new social groupings based on the distribution of 

environmental risks are gaining prominence and two distinguished social theorists have 

been shaping their own perspectives regarding the theory of risk. 

Ecological Modernisation (EM originated in the 1980's through the work of Joseph 

Huber, the German sociologist. He expressed the view that environmental concerns can 
be easily accommodated within existing lifestyles, whether this is through adapting 

production processes or by slightly altering consumer lifestyles. The prime goal of EM is 

to harness the power of human ingenuity for the purposes of economic advancement 

together with environmental improvement. In essence it breaks with the idea that 

environmental needs are in conflict with economic demands. In the context of this 

research Huber might assert that the latest developments in transport technology would 

eventually provide the answers to the current problems. 

Cohen (1997) suggests that there are four key elements within an organisation that need 

to be in place if EM is to be successfW. The f irst introduces ecological criteria into the 

production and consumption process. This characteristic could be identified with the 

continuous development of the motor car, which is going through a step evolution in 

engine design from the conventional internal combustion engine to the new concept of 

electric powered vehicles. The search for a vehicle that can co-exist with the 

environment in a friendly way is the ultimate goal of car manufacturers (IPTS 1996). 

The second element requires the implementation of anticipatory planning practice as 

modelled on the precautionary principle. EM accepts that environmental problems 

associated with today's lifestyles exist and submits, for example, that more long range 

planning be applied at the various stages of land development. It suggests that more 

consideration should be given to implementing controls, such as environmental audits, 
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before new developments like shopping centres obtain planning permission. Emphasis is 

also placed on the need to consider alternative modes of transport when new 
developments are in the planning process. In support of this some cities, such as 
Edinburgh, have recently provided planning consent for new dwelling developments with 

new conditions. Planning consent for the new dwellings require prospective tenants to 

enter into a commitment not to possess a car when living in the development. 

The third element requires organisations to intemalise the importance of ecological 

responsibility. This is an attempt to re-structure environmental problems so that they 
become an integral part of the way forward rather than a hindrance to continued success. 
Companies that follow this path will be at the forefront of new technology and will 

therefore obtain a competitive advantage in their particular market sector. 

Finally, there is the necessity for government to devise regulations that promote 
innovation in the field of environmental technology. This can only come about once 
industry accepts that governments have the desire to punish those who transgress existing 

regulations on the environment. Weale (1994) summarises EMas a very positive 

approach when looking at environmental problems and goes so far as to state: 

'Instead ofseeing environmental protection as a burden on the economy, the 

ecological modernist sees it as apotential sourceforfuture growth'(p, 123). 

Beck, in his book Risk Society: Towards a New Modernity (1992), presents a different 

perspective and argues that environmental problems can only be accommodated through 

fundamental social and economic change. The transition for Beck from a modem to a 
late modem society is also a transition from an industrial society to a risk society in 

which hazards are continuously being produced on a regular basis. Industrial society and 

risk society are, for Beck, distinct social formations: 

"The axialprinciple of the industrial society is the distortion ofgoods, while that 

of the risk society is the distribution of 'bads'or 'dangers" (p3). 
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The underlying proposition of Beck's theory is that because of the strength in the 

economic success of industrialised. societies, the degree of exposure to risk is becoming 

more prevalent across all sections of society regardless of class, ýoverty is hierarchic, 

smog is democratic'(p. 36). Beck also builds a strong case that these risks differ from 

risks of the early part of the twentieth century because they can induce systematic and 
irreversible harm while they remain undetectable to the senses. However he admits that 

the consequences of these risks are slowing becoming more visible to the general public: 

'Yhe latencyphase of risk threats is coming to an end. Yhe invisible hazards are 
becoming more visible instead they strike home more clearly our eyes, 

ears and noses'(p55). 

Blowers (1997) refers to the social change in EMas a 'moment oftransition' in which 

society will continue to move forward but with a watchful eye on the environment and 

with an awareness that changes need to occur as part of modemisation. There is no need 

to slow down the present pace of evolution. However the contrasting view, as offered by 

Beck, presents this period as requiring a 'moment oftransformation' in which everlasting 
damage will occur worldwide unless societies are willing to make immediate and 
dramatic changes in the way they interact with the environment. 

Blowers goes on to argue that there are significant similarities between the positions as 

outlined by Huber and Beck whereas the main area of disagreement seems to centre on 

the question of timeframe. Huber is content with an incremental approach from the 

social structures in the search for solutions whereas Beck is promoting the call for 

immediate and urgent action. However the issue of time is perhaps the most fundamental 

of concerns as viewed by the public, many of whom might be influenced by the 

knowledge of an increased threat of more risks. How the general public establishes a 

timeframe of environmental concerns within their own frame of reference is open to 

question. 

And yet it is these very same risks in the form of hazards that are progressively becoming 

more frequent worldwide. As a result it is no longer possible to assume that statistical 

models of weather events devised to forecast meteorological happenings once in a 
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hundred or five hundred years are accurate. The numbers, scale, frequency and impact of 

natural and human-caused disasters are mounting (Wijkman & Timberlake 1988). 

This coincides with a continuing expansion of the earth's population and such growth, 

combined with acceleration in per capita consumption, is making it more difficult for the 

earth's ecosystem to survive. It is acknowledged that contemporary environmental 

problems are almost always anthropogenic in origin: 

'It is the intervention, indeed the imposition, ofhuman activities on the natural 

environment that results in the depletion ofresources orpollution ofecosystems' 
(Blowers 1997.848). 

As the population of the globe continues to expand, and its spatial distribution is ever 

more focused on urban locations, it is forecast that disruption of the environment will 

persist through an increase in the number of natural disasters (World Commission on 
Environment and Development 1987; Burton et al 1993; McKenzie-Mohr & Oskamp 

1995). Global population forecasts indicate a rise from 4.8 billion in 1985 to 6.1 billion 

by 2000, and to 8.5 billion by 2025 (United Nations 1995), increasing pressure on natural 

resources to provide for the consequential increase in consumption. The vast majority of 

the expected increase in population will occur in the developing countries where far 

fewer resources per capita are consumed. However as the economies of these countries 

expand their global environmental impact will accelerate sharply. 

The emergence of this dilemma was formally recognised in the Brundtland Report 

(World Commission on Environment and Development 1987) which went on to 

recommend the establishment of a Global Risk Assessment Programme, the objectives of 

which were: 

1) To identify critical threats to the survival, security or well-being of all or the 

majority of people, globally or regionally. 
2) To assess the causes and likely human, economic and ecological 

consequences of those threats and to report regularly and publicly on their 

findings. 
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3) To provide an additional source of advice and support to governments and 
intergovernmental organisations for the implementation of programmes and 

policies designed to address such threats. 

4) To provide authoritative advice and proposals on what should or must be done 

to avoid, reduce or, if possible, adapt to those threats. 

It is the last objective that this research will attempt to add value to. The capacity or 

willingness of mankind to adapt their lifestyle so as to take into account predicted 

environmental hazards, and thereafter to contribute where ever possible towards a 

reduction of same, has yet to be seriously confronted. But as Durning (1992) concludes it 

is the survival of the planet that is at stake: 

'If the life-supporting ecosystems of the planet are to surviveforfuture 

generations, the consumer society will have to dramatically curtail its use of 

resources' (Durning 1992: 25) 
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2.4 Implications from previous Social Marketing Campaigns 
It is important to present an overview of how successful, or otherwise, previous social 

marketing campaigns have been in helping to change people's behaviour. T'his section 
discusses some of the findings from different social marketing campaigns and presents 
important implications that could be beneficial to this study. 

Since the emergence of the AIDS epidemic, a plethora of television and print health 

promotion messages have appeared around the globe directed at containing the spread of 
the AIDS virus. The primary aim of such campaigns has been to educate people about 
the facts and the myths of the disease, to offer advice and reassurance, and to influence 

the climate of opinion in relation to the disease. flow successful have these campaigns 
been in conveying a message powerful enough to changes people's behaviour is a 

commonly asked question. Overall, ample evidence indicates that, contrary to 

conventional wisdom held in the mid 1980's, people will modify sexual behaviour in 

response to culturally appropriate risk reduction programmes incorporating the use of 

social marketing techniques (Reiss 1997) 

Researchers have identified a number of interrelated factors that affect the way people 

use such knowledge to assess the costs and benefits of risky behaviour and how they may 
internalise the core messages. These factors cover a vast array of considerations with 

some of the more important identified as: how individuals may see IIIV infection 

affecting them personally; do they perceive their own behaviour to be risky or do they 
have the skills necessary to negotiate safer sexual behaviour with partners? (World Bank 

1997). One clear implication emerging from this research is that simply increasing 

awareness of IIIV among the general public will not change associated high-risk 

behaviour enough to end the epidemic. In other words people who have become more 
knowledgeable about the negative consequences of such behaviour may still persist in 

risky behaviour (Ingham 1995). 

It has therefore been suggested that social marketing programmes should be directed at 
interventions that address deeper issues of human behaviour rather than just providing 

more information on the topic of concern. It is considered that such an approach can 
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bring about additional behaviour change than that achieved by simply increasing access 
to information on the subject (Oakley, Fullerton & Holland 1995). These interventions 

can take many different shapes whether they are created through advertising or other 
forms of mass media. Alternatively they can be undertaken in a more focused manner 
including training and education programs conducted face-to-face. 

One example of social marketing programmes being widely used internationally has been 
in the drive to increase the use of condoms as an effective barrier in the spread of IIIV 

transmission. However it is acknowledged that people who are fully aware of the risks of 
HIV and of the protective benefits of condoms may not use them (Ingham 1995). The 

true cost of condom use is identified as not only including the price of the condom but 

also the potential inconvenience and embarrassment of obtaining and using one, and for 

some, reduced sexual pleasure. Policies that lower these costs, by lowering the price of 
condoms, improving their availability, and increasing their social acceptability, would be 

expected to increase condom use and reduce HIV intervention. Social marketing 
programmes promoting the use of condoms have incorporated such messaging with 
substantial evidence of success. As a result condom sales between 1991 and 1996 have 
increased dramatically in countries such as Brazil, Vietnam and Ethiopia (World Bank 

1997). 

Other areas of AIDS research have identified concerns that need to be taken into account 

when assessing the success of social marketing programmes. DiClemente & Peterson 
(1994) claim that the quality of assessing or measuring behaviour change in many areas 
of AIDS research is diminished by the limited use being made of experimental designs. 

This is partly caused by the difficulty in obtaining comparable control groups, impeding 

efforts to determine the impact of speciflc communication programmes on behaviour 

change. Also, the lack of controlled intervention trials limits the possibility of precisely 
identifying the components of intervention responsible for behaviour change. 

DiClemente & Peterson (1994) identify another major limitation in the monitoring of 

people's behaviour in areas of high sensitivity. The near total reliance on the ability and 

willingness of participants to use self-completed reports as the accepted instrument of 
data collection can undermine the quality of the collected data. Self-completed reports 

48 



are intended to allow participants the freedom and flexibility to detail their own private 
behaviour at a time convenient to their lifestyle. However it is not possible to directly 

measure changes in HIV risk behaviour because of the difliculties involved in assessing 

privately occurring behaviour. Researchers, who adopt self-completed monitoring of risk 
behaviour, must be aware that the data may be inaccurate because of problems associated 

with recall or because the behaviour may be sociably undesirable and difficult to recount 
(Hingson & Strunin 1993). 

Critics of behavioural approaches to HIV risk reduction caution that self-completed 

research data may not be of significant benefit to the public health debate on the topic 

(Carey 1999). It is therefore suggested that future efforts should attempt to demonstrate 

an empirical link between self-reported behaviour change and reduced incidences of IIIV. 

Orchestrating a clinical trial with patients tested positive for MV and comparing standard 

care to that supplemented with a state-of-the-science HIV risk reduction programme 

could provide persuasive material for subsequent media campaigns. At the same time 

longitudinal studies could attempt to evaluate self-reporting of sexual behaviour and 

biochemical markers of reinfection with STI)s (sexually transmitted diseases) and new 

HIV infections. 

Andreasen (1995) explores the use of social marketing programmes outside the broader 

scope of problems directly related to health and illness. fie suggests that numerous target 

audiences, at which social marketing campaigns are specifically directed, may not move 
beyond the basic stage of 'precontemplation'. This is the first of five stages that 

Prochaska and DiClemente (1986) introduced as a stage model of behaviour stage. The 

model suggests that consumers move through f ive stages as they go from ignorance or 
indifference toward some important behaviour to becoming committed to it. The 

research undertaken by Andreasen (1995) indicates that people may not move beyond the 

first stage because the messages are too broad in scope and thus have little impact on 

those people who may be most receptive to change. 

Research conducted by Orleans et al (1999) supports this claim with detailed empirical 

data. The research undertook an overview of the state of six lifestyle behaviours in the 

US, including tobacco use, alcohol abuse, drug abuse, unhealthy diet, sedentary lifestyle, 
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and risky sexual practices. Each of the behaviours; was examined across a broad section 
of the population and an analysis conducted assessing the impact public information 

programmes had on changing each of the behaviours. McGinnis and Forge (1999) 

estimate that up to 50% of mortality from the 10 leading causes of death in the US is 
linked to these lifestyle behaviours. 

This research identifies a number of key issues of benefit to the current study. Firstly it 

considers the development of tailored messages, targeting the individual and thus 

segmenting the populations of interest. Their findings place emphasis on the need to 

replace the 'one-size-f its-all' marketing messages that reach only a minority of motivated 
volunteers. The need to segment the population of interest into various groups, and the 

requirement to devise a programme specific to each group, is of paramount importance to 
the success of social marketing campaigns. 

Secondly the research identifies that the six behavioural health risks are more prevalent 

among the most economically disadvantaged Americans, including low-income, blue 

collar, and ethic racial minority groups. More research is needed to clarify the factors 

underlying the relationship between socio-economic factors and behavioural risks in 

order to categorise effective and culturally appropriate social marketing interventions for 

reaching and assisting these segments of the population (Carey 1999). This represents 
further evidence in support of market segmentation. 

Finally the research introduces an innovative idea by suggesting the need to develop 

intervention methods and social marketing programmes that can effectively address 

multiple health risks in the same individual. In particular, if such an approach can be co- 
ordinated and implemented at the macro policy level, there is the advantage that those 

engaging in healthy behaviour can enjoy working with the flow of societal influences 

instead of against them. This is helpful when social marketing campaigns attempt to 

overcome social attitudes that may restrict the prospect of gathering insightful research 
data. 

Shrum et al (1996) broadens the sense of participation when they review the use of social 

marketing in the area of recycling. They claim that people who participate in recycling 
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programs are more likely to continue in the programme if they consider their actions 

make a difference. On the other hand people who feel powerless about what they can do, 

as individuals, are more likely to remove themselves or discontinue from the recycling 

programme. Shrum et al (1996) go on to suggest that social marketing programmes can 
help persuade people of how valuable their contribution may be, no matter how small. 

Initially such campaigns could be implemented at a local level, updating the community 

on an ongoing basis of how the programme is performing. Specific information, for 

example, could be provided to the public on how well the recycling programme is doing 

based on monthly targets. Ellen et al (1991) agree that providing such feedback to the 

public can significantly reduce the feeling of impotence that individuals may have 

regarding their contribution to the problem at hand. They suggest that feedback can also 
be effective if it is provided at the regional or national level. 

The points discussed above generate a number of interesting questions that will be further 

explored in the thesis. How important is the flow of information on topics of concern as 

people make behavioural choices? Can a direct link be made between the different levels 

of information people possess and any corresponding change in behaviour? These are 

but two of the questions that the empirical research will attempt to investigate in greater 

depth. Trying to understand why people undertake certain choices when contemplating a 

journey lies at the core of this area of research. 
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CHAPTER 3 

TRA NSPOR TS TA TIS TICS A ND EN VIRONMEN TA L 

CONCERNS 

3.0 Introduction 

This chapter sets out to achieve two goals. Firstly it attempts to present statistical data 

supporting the hypothesis that the volume of car traffic has increased significantly over 

the past decade and continues to do so. Descriptions of recent trends between the various 

modes of transport adopted in the UK are provided alongside these data. The second part 

of the chapter presents a brief overview of the pollutants produced by the transport sector 

that lie at the centre of environmental concerns. This overview is important as it presents 

valuable information that explores the contribution of the transportation sector when 

considering sources of pollution. 

Air pollution and cars were first linked in the early 1950's by a researcher from 

California who determined that excess traff ic was responsible for the smoggy skies over 

Los Angeles (Cagin & Dray 1993). Ever since, there has been increasing concern about 

the negative consequences emanating from the growth in the use of the private motor car. 

This concern includes: 

Motor cars generate pollution emissions, the effects of which can be harmful 

both locally and globally. Emissions of carbon dioxide are now proven to be 

a cause of global warming while local pollutants are increasingly being 

connected with a detrimental effect on human health. Unhealthy air pollution 
levels plague virtually every major city in the world. 'Mis is largely because 

development and urban sprawl have created new pollution sources and have 

contributed to a doubling of vehicle travel since 1970. 

Transport is one of the most common sources of noise pollution. Noise 

affects activities such as communication, e. g. conversations in the immediate 
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vicinity of traffic, and sleep patterns that can induce psychological disorders 

(Barde & Button 1990). In countries aligned to the OECD (Organisation for 

Economic Co-Operation and Development) about 130 million people are 

exposed to what the OCED define as 'unacceptable' noise levels caused by 

road, rail and air traffic (OECD 1988). 

The demands of road transport are presently absorbing the largest share of 

global energy production and the sector is identified as continuing to be the 

most rapidly growing area of energy consumption over the next twenty years 

(IPTS 1997: 5). 

3.1 Recent Shifts in Modes of Travel 

'The car is synonymous with individualfreedom as understood by our Western 

industrial society. Independent andfree movement using an individual vehicle is 

considered nearly as a "basic " human right. This understanding is shapply 

illustrated by a slogan that was created some years ago in Germany to avoid a 

general speed limitation on the autobahns: free drivingforfree citizens' (7P TS 

1996: 7). 

This is the opening paragraph of a European Commission report entitled The Car ofthe 
Future, the Future ofthe Car, published in June 1996. It is evident from the title and the 

contents of the report that the car, in its present shape, is simply not going to go away. 
The second half of this century has seen an exponential growth in both the number and 

use of road vehicles, which parallels the rise in economic activity. Between 1950 to 1990 

the number of motorised road vehicles on the roads grew from approximately 75 million 
to around 675 million worldwide. In OECD countries alone, total vehicle kilometres 

travelled by road vehicles increased from 3.2 trillion (a million billion) to almost 6.9 

trillion between 1970 and 1990 (OECD 1997). 

Latest forecasts for the UK predict that the rate of car ownership will double by the year 
2010, see Figure 3.1. These forecasts also predict that more people are becoming reliant 

on the car as their primary source of transport. This is supported by the rise in the 

number of people fully licensed to drive a car. Between the periods 1975-76 and 1994-96 
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the number of licensed drivers increased by nearly II million to just over 30 million. 
The number of women holding licences increased by 100 per cent while the number of 

men increased by 30 per cent (ONS 1998). 

-m 
Road traffic' 

60 

40 

20 

sý. Davermmw of Troft*Ood 

Figure 3.1. Vehicles: Motor Traffic Index (DoT 1996) 
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Another indicator of this growth is the increasing number of cars residing at each 
household, see Figure 3.2. Households who have regular use of one or more cars rose to 
25 per cent of all households in the UK in 1996 (ibid. ). More people in the households 

are making use of private transport and this is intensifying the demand for more than one 
car to be available for use per household. 

rl 

I Indudes vans normaNy available to the househoid. See Appendix, Part 12 Car Ow"Orsillp. 
Source: Department of the Environment, Transport and the Region& 

Figure 3.2 Number of Cars per Household (ONS 1998) 
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The distance people travelled in the UK using all modes of transport multiplied by nearly 
two and a half times between 1961 and 1996 to over 700 billion passenger kilometres, see 
Table 3.1. Travel by car, van or taxi accounted for virtually all of the increase since 
1961. 

Great Britain Billion passenger kilornetres 

1961 1971 1981 1991 1996 

Road 

Car and van' 157 313 394 582 620 
Bus and coach 76 60 49 44 44 
Pedal cycle 11 4 5 54 
Motorcycle 11 4 10 64 

All road 255 381 458 M 672 

Rajl2 39 36 34 313 38 

AW 1 2 3 56 

All modes 295 419 495 681 717 

1 Inckides taxis. 
2 Data relate to Amawal year& 
3 Anchides Northern Ireland and Channel Islands. 
SOurcv. 'D@P&rtmOnt Of the EnvirannNMI. Transport and Me Reglon& 

Table 3.1 Distance People Travel by All Modes of Travel (ONS 1998) 

While private transport use has been rising, the use of public transport has fallen. The 
figures in this table highlight the decline in the use of the bus service, which dropped 
from 76 billion passenger kilometres in 1961 to only 44 in 1996. This represented a drop 

of some 40% over a period of 35 years. The rail service remained somewhat static over 
the same period. 
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The mode of transport people use to get to and from work does of course depend on 

where they live in relation to where they work. Over the past decade the average length 

of commuting journeys has increased by more than 25 per cent from 11.5 ki lometres 

between 1985 and 1986 to 14.5 kilometres between 1994 and 1996. This would imply 

that people are becoming more willing to travel longer distances to their daily place of 

work. 

Combined with the growth in car ownership is the increasing use being made of the car as 

the primary source of transport. Over the past twenty years there has been a significant 

shift towards the car, principally away from walking for short journeys of between one 

and two miles. This is borne out by the data contained in Figure 3.4. Research 

conducted by the Department of Transport (DoT 1996) has confirmed that 60% of car 

journeys were for distances of less than five miles. 

200 
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Figure 3.3. Local Trips: Motor Traffic Index (DoT 1996) 
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A number of people adopt alternatives to the motor car or public transport for their 
journeys and one such alternative is cycling of which there is a growing awareness, 

particularly as a local mode of transport. For shortiourneys the bicycle in many cases 

can serve as a good substitute for the car. However while this mode represented around a 

quarter of all road traffic in 195 1, cycle traffic accounted for less than 1 per cent of all 

road traffic in 1996 (ONS 1998), see Figure 3.4. One explanation for a possible 
distortion in these figures could be that much of the distance travelled by bicycle is 

covered off public roads rather than on them, for example on bicycle paths. This form of 
bicycle traffic is not monitored as part of the above survey. 

Great Britain 
Billion kilometres 

I On public roads. 
Source., Department of the Enviroýmenf, Transport and the Regions 

Figure 3.4 Road Traffic Statistics (ONS 1998) 
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Central and local government initiatives are continuing to support various proposals that 

are designed to encourage cycling by providing facilities such as cycle lanes and cycle 

networks. The National Cycling Strategy announced in 1996 that its goal was to double 

bicycle use in the UK by the year 2002. This goal was based on the 1996 figure of 16 

bicycle journeys per person per year. The Millennium Commission has awarded funds to 
build a National Cycle Network which aims to cover at least 2,500 miles of cycle routes 

nationwide by the summer of the year 2000. 

The growth of private transport is reflected in the traffic statistics of many different 

countries. In 1993 the car ownership rate in the US was over 500 cars per thousand 

population. The rate was 408 cars per thousand population in the UK, a slightly lower 

rate than the EU average (Euromonitor 1996). Whilst the major markets of the USA and 
Europe are near maturity it is likely, from the evidence of Table 3.2, that car 

manufacturers will now attempt to focus their expansion in developing countries, such as 
China. 

Year 

Persons per vehicle 
1980 

Persons Per vehicle 
1990 

Persons per vehicle 
1993 

USA 1.9 1.7 1.8 

Great Britain 3.7 2.9 2.9 

Japan 4.8 3.5 3.0 

Portugal 10.6 6.5 4.6 

Australia 2.6 2.2 2.2 

South Korea 152 20.5 10.2 

China 16,500 882 517 

Table 3.2. Persons per passenger vehicle in selected countries 
(Adapted from International Marketing Data and Statistics, 1996) 
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Some queries may be raised on the accuracy of the above figures, as there are obvious 
difficulties in ascertaining the exact number of passenger vehicles in use worldwide. 
Nonetheless taking these figures broadly into consideration still demonstrates the 

maturity of the car market in the industrialiscd countries. More profoundly it indicates 

the potential market in underdeveloped countries for the large car manufacturers. This 

phenomenal growth in demand for the motor car has made the motor industry the world's 
largest single manufacturing activity employing, directly or indirectly, one in seven of the 
global work force. These jobs stretch from car production-line workers to car insurers to 

mechanics to road maintenance (Maxton & Wormald 1995). 

Tle British Conservative Government of 1992-1997 adopted a transport policy 
promoting the widespread use of private transport. The new Labour Government has 

reviewed this policy and opened up the topic to public debate. In August 1997 an open 
invitation was issued to contribute to a discussion document, entitled 'Developing an 
Integrated Transport Policy. The Government issued a White Paper on transport policy, 
published in July 1998, and entitled 'A New Dealfor Transport: Betterfor Everyone. 
7he Government's nite Paper on the Future of Transport'. The White Paper set out 'to 

create a better, more integrated transport system to tackle the problems ofcongestion 

andpollution'(DETR 1998). 

All of this evidence reinforces the noticeable shift towards the use of private transport 

that has occurred over the past decade. And this shift has not only made it more difficult 

for the authorities but it has also produced an obstacle to what many transport planners 

see as a solution to environmental concerns, i. e. the concept of intermodality. In its 

broadest interpretation, intermodality refers to a holistic view of transportation in which 
individual modes work together or within their own niches to provide the user with the 
best choice of service (Feldman & Gross 1996). Operationally it means the ability of 
travellers to make convenient connections between different modes of travel at different 

locations along the route. A 'mL-c and match' selection of various transport modes is 

considered a viable alternative to the ever-growing popularity of single occupant vehicles 
(Van der Loop 1997) and this topic will be revisited later in the research. 
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3.2 Environmental Concerns 

Over the past decade the state of the environment has become an area of increasing 

concern to governments, societies and individuals at large. It is now more widely 

recognised that any deterioration in the environment could have consequential effects on 

mankind, either on a global, regional or local basis. As a result people arc now being 

called upon more often by the authorities to help protect the environment, for example by 

purchasing unleaded fuel or by participating in recycling prograrnmes. 

In 1996 the Department of the Environment, Transport and the Regions carried out 'The 

Attitudes to the Environment Survey' in the United Kingdom (DETR 1997). It reported 

that 88 per cent of adults in England and Wales were either 'fairly concerned' or 'very 

concerned' about the environment. It was disclosed that the issue of greatest concern to 

the public was the dumping of chemicals and sewage into rivers and the sea. Another 

issue identified as one of increasing concern was traffic exhaust fumes and urban smog. 
In the 1989 survey 33 per cent of respondents said they were very worried about this 

issue compared with 48 per cent in 1996. The British Social Attitudes Survey (BSA 

1996) conducted in 1986 and 1996 asked adults in the UK about their attitude towards the 

countryside. One of the areas where people's attitudes had changed significantly over 

this period was in the area of road building. Seven out of ten respondents felt that 

providing more roads in country areas should be discouraged or stopped altogether in 

1996. 

A number of statements were presented to respondents in the 1996 British Social 

Attitudes Survey with regard to issues of transport. Details are provided in Table 3.3 

overleaf. The responses provide some interesting reading and generally seem to suggest 

that more support should be provided for public transpoM cyclists and pedestrians. Two 

statements, suggesting that pedestrians/cyclists and buses should be giver more priority in 

towns and cities even if this makes it more difficult for car drivers, received widespread 

support with a response rate of 64% and 60% respectively. The respondents also 

extended this support into the area of funding when they strongly disagreed with the 

statements that bus or train services that do not pay for themselves should be closed 
down, a response rate of 66% and 62% respectively being recorded. 
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These results are interesting because they make a very strong case for disciplining car 
drivers further in order to enable alternative modes to function properly and, in many 

cases, to enable them to survive. 

Grant Britain Percentages 

0 
Strongly 

agree/ 
agree 

Neither 
agree 

nor 
disagree 

Disagree/ 
strongly 

disagree 

Can't 
choose/ 
notans- 

wered 

All 
respon- 

dents 

Many more streets in cities and towns 
should be reserved for pedestrians only 68 16 if 5 100 

Cyclists and pedestrians should be given 
more priority in towns and cities even if 
this makes things more difficult for other 
road users 64 16 15 5 100 

Buses should be given more priority in 
towns and cites even if this makes it 
more difficult for car drivers 60 16 18 5 100 

Britain should do more to improve its public 
transport system even if its road 
system suffers 58 19 16 7 100 

Car drivers still are given too easy a time 
in Britain's towns and cities 29 26 37 8 100 

Local rail services that do not pay for 
themselves should be closed down 13 17 62 8 100 

Local bus services that do not pay for 
themselves should be closed down 12 16 66 6 100 

I Respondents werv asked how much May agreed or disagreed with each statement. an a 5-pomw wA" rang)ng from 'strongly 
agree'lo, 'strongly disagree'. 
Source Difflah Social Anhudoe Survey. Social & Commutiffy PlannAng Research 

Table 3.3 Attitudes to the Environment Survey (BSA 1996) 

Environmental concerns are also an international issue. The Eurobarometer Survey 

carried out by the European Commission in 1995 (INRA 1996) found that eight in ten 

Europeans considered that protecting the environment and fighting pollution was 'an 

immediate and urgent' problem. 
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3. Z I Cars and Pollution 

A brief overview is presented here to assist the reader in understanding the mechanics of 

car pollution and the actual pollutants cars dispense when in use. 

3. Z 1.1 Sources of Car Emissions 

The power to move a car comes from burning fuel in an engine. The combustion process, 

an internal combustion engine burning hydrocarbon fuels, consists of igniting a mixture 

of fuel with the requisite amount of air. The pollutants appear as by-products of this 

combustion process (exhaust) and from evaporation of the fuel itself, see Figure 3.5 (EPA 

1994). 

Evaporative Emissions 

Refueling Losses 

Exhaust 
Emissions 

Figure 3.5 Sources of Car Pollutants (EPA 1994) 

3. Z1.2 The Combustion Process 

Petrol and diesel fumes are mixtures of hydrocarbons. Several different groups of 

pollutants are emitted in the process due to the deficiencies in running a car engine. Tail 

pipe emissions contribute greatly to levels of air pollution. The Expert Panel on Air 

Quality Standards (EPAQS), established in the UK in 1991, is the body assigned with 

responsibility for setting air quality standards. This Panel identified the eight most 
dangerous pollutants emitted by the road transport sector and regulated a standard of 

control for each. A brief description is provided below of each pollutant linked to 

exhaust emissions (DoE 1995). 
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Sulphur Dioxide (SO2): This is a colourless gas with a choking smell and is the 

major by-product of the combustion of sulphur contained in fossil fuels. UK road 
transport accounted for only 2% of 1995 emissions, similar to 1994 levels, whilst 
power stations account for some 67% of the total (DETR 1997). 

Black Smoke and Particle Matter (Pi :A fine solid particle found in the airor in 

emissions such as dust, smoke or smog. Road transport generated 50% of all 
1995 emissions which was down from 58% in 1994, mostly due to the demise of 
diesel as a preferred source of fuel for car use (ibid. ). 

Nitrogen Oxide ffO2): This is a brown toxic gas that reacts with other air 

pollutants resulting in increased levels of ground level ozone and smog. 
Transport accounted for 46% of all emissions in the UK in 1995, down from 49% 
in 1994 (ibid. ). 

Carbon Oxides: Carbon Monoxide QOJ and Carbon Dioxide (COA: These gases 

are produced by natural and anthropogenic sources and are colourless and 

odourless. Carbon Monoxide is produced by the incomplete combustion of 

carbon and is a toxic gas. In 1995, road transport accounted for 75% of all 

emissions, down from 89% in 1994. Carbon dioxide is the main greenhouse gas 

contributing to global warming and the threat of climate change (EPA 1993). In 

1994,149 million tonnes of carbon dioxide were emitted from UK sources. 

Lead (Eb): Lead is identified as one of the most dangerous pollutants due to its 

harmful effect on people's health. This has resulted in a concerted effort by 

national governments worldwide to switch drivers away from leaded petiol to 

unleaded petrol since 1986. Enticing consumers with a tax differential that lowers 

the price of unleaded fuel at the pumps has helped to accelerate this switch. Sales 

of unleaded accounted for 68% of all petrol sales in the UK in 1996 (DTI 1997). 

Volatile Organic Compounds (MCs : They consist of a wide range of chemicals 
including benzene and 1.3 butadiene and are also a major contributor to the 
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creation of ground level ozone. In 1995 road transport accounted for 30% of total 

UK emissions, down from 33% in 1994 (DETR 1997). 

GroundLevel OzoLe 0 1 j): This occurs naturally at ground level with no 
destructive effect. However in the presence of sunlight, N02 and VOCs it 

becomes a secondary pollutant creating what is commonly known as winter or 

summer smog. Increasing levels of smog are being recorded which affects human 

health and damages plants and crops (ibid. ). 
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3. Z1.3 The Car's Impact on the Environment. 

A motorcar has a measurable effect on the environment and this varies with each phase of 

the life cycle. There are three distinct phases, manufacturing, operation and end-of-life- 

cycle and Table 3.4, below, shows the broad environmental impact of these phases in the 

vehicle's life cycle. 

Environmental 

Noise 

Global Warming 

Air Quality Acid Rain 

Process Pollution 

Exhaust Emissions 

Evaporative Emissions 

Wear Pollutants 

Manufacturinr 

Vehicle Fuel 

0 

0 

0 

Operation End-of-L 

do 

Convervation 

Natural Resources 

Energy 

Recycling 

LEGEND 

0 -Negative Effect 
Source: KRP I 

Table 3.4 Vehicle's Impact on the Environment at each Phase of the Life-Cycle 

(Maxton & Wormald 1995) 
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It is evident from the information contained in this table that the environmental impact of 
a car is spread across its complete life-cycle. The environmental impact during its 

operating phase is discharged in the form of noise, exhaust and evaporative emissions, 
wear pollutants and energy consumption. These all affect to various degrees air quality, 
global warming, climate change and conservation. In certain circumstances, such as poor 
levels of air quality in urban areas, the vehicle is identified as the dominant factor in 

contributing to this problem. In others, such as acid rain, the vehicle overall is identified 
as a minor contributor. 

3. ZI. 4 Environmental Mution Problena 

Environmental problems originating from these sources of pollutants are on the increase 

and these problems can be divided into three areas of environmental concern: the 

greenhouse effect, ozone depletion and air quality. 

3. ZI. 4.1 The Greenhouse Effect 

Motorised transport is the largest dispenser of greenhouse gases. The earth's surface is 

maintained at a temperature of 33 degrees centigrade higher than it would be if there 

were no naturally occurring greenhouse gases. In recent times a significant shift in the 

production and balance of greenhouse gases has been observed due primarily to increased 

levels of pollutants from various activities. This has created an imbalance, causing the 

earth's surface temperature to rise, resulting in the term 'global warming. The excessive 
levels of carbon dioxide present in the atmosphere absorb thermal energy that is normally 

radiated back to outer space. This in turn creates a blanket around the earth's surface 
trapping heat within the earth's atmosphere. 

The largest contributor to the greenhouse effect is carbon dioxide (CO2) of which road 
transport globally accounted for 20% of all emissions in 1995. This figure is not forecast 

to decline but rather increase over the next decade and this is an issue that has generated 
debate amongst policy advisers. The UK has been able to achieve high rates of reduction 

Of C02 gas emissions principally due to the switch from coal to gas as an energy source 
for the generation of electricity. However other countries have been criticised for not 
implementing realistic targets of C02 reduction. John Prescott, Deputy Prime Minister, 
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has stated that the UK will reduce C02 emissions 20% by the year 2010, based on 1990 

levels. He goes on to stress that 

'We, the British Government, want to demonstrate that, ifgovernments have the 

potential will, they can achieve this' (Clover 1997). 

As of November 1997, the rest of Europe is committed to a 15% reduction in C02 

emissions by the year 2005. The US has stated that it will only cut its emissions to this 
level -between the period 2008-2012, well behind the targets set by other industrialised 

countries. These issues are presently under international negotiation as a result of the 
International Glob. al Environmental conference that was held in Kyoto, Japan, in early 
December 1997. However there is significant disagreement on major issues between the 
developed and under-developed nations of the world, particularly on those issues 

associated with targets being proposed for reductions in C02 emissions (ibid. ). 

Figure 3.6, below, provides some statistical evidence of what many scientists argue is 

global warming at work. Reviewing the average global temperature over the past 130 

years suggests clear evidence of increasing temperature deviations since the middle part 

of the 20th Century. Globally, nine out of ten of the hottest years on record have 

occurred since 1983. Studies of this trend emphasise that such an increase in temperature 
is unlikely to be entirely natural in origin (ONS 1998). 

Global temperature 
variations' 

I Difference Inim ft 1961-190 average 
Sou, ce: Hadity Centre for Climate Prediction and Research, University of East Anglia 

Figure 3.6 Global Temperature Deviations (ONS 1998) 
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3.2.1.4.2 Ozone Depletion 

This environmental concern exists because of the depletion of the earth's protective 

ozone layer held in the stratosphere at a height of between 20 to 40 Ian above the earth's 

surface. The cause of this depletion is mainly due to the increased production of 

industrial gases that help to destroy the ozone layer. Depleting the ozone layer opens up 
holes that allow ultraviolet solar radiation to penetrate the atmosphere and reach the 

earth's surface, causing damage to human health and ecosystems. An ozone hole roughly 
the size of North America is occurring annually over Antarctica and the development of 
further and larger holes is of growing concern to scientists. Two of the resultant effects 

are increased rates of skin cancer and damage caused to food crops (Stanners & Bourdeau 

1991). 

3.2.1.4.3,4ir Pollution 

Finally air pollution, as discussed earlier, can cause environmental damage to wildlife, 

plantlife, buildings and watercourses. However, in its most potent form, it damages 

human health and is a major contributor to illnesses. It is interesting to observe the 

sources of air pollution between 1971 and 1994 as indicated in Table 3.5. Two of the 

major sources, namely industry and power stations, have been able to make significant 

reductions in the volume of pollution produced. The only source to show an increase 

over this is that of transport and the increase is recorded at over 57% of 1971 figures. 

This is significant given the efforts over the past decade to both inform and persuade 

motorists of the necessity to reduce their reliance on the motor car. 
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United Kingdom Million tonnes 
1971 1976 1981 1986 1990 1991 1994 

Industry' 72 64 52 49 47 47 46 
Power stations 56 56 56 54 54 54 44 
Transpore 21 22 23 28 33 32 33 
Domestic 25 22 23 25 22 24 23 
Other 1 3 2 2 2 2 

AJI emissions 173 165 157 157 157 159 149 
I Includes commercial and Public service. agriculture, refineries and other industry 
2 Includes road and other. 
Source: National Environmental Technology Centre 

Table 3.5 Carbon Dioxide Emissions (DoT 1996) 

3.3 Summary 

This chapter set out to present evidence of the significant growth in the use of the motor 
car and statistical data in support of this is discussed. It is also suggested that the number 
of cars on the road are still increasing while, at the same time, the number of people 
making use of private transport is also on an upward spiral. Finally an overview of the 

pollutants produced by the transport sector is presented and the most harmful pollutants 
emitted by the motor car briefly described. 
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CHAPTER 4 

RESEARCH METHODOLOGY 

4.0 Introduction 

This programme of research set out to examine the framework of decision making when 
selecting a mode of travel. As such it needed to locate a sample set of people who 
travelled, in whatever capacity, and whose views could be sought on the subject of traflic 

congestion and pollution within their locality. Two parishes, namely Hedgerley and 
Gerrards Cross, were identified as the research site. A number of parishioners 

approached subsequently agreed to participate in focus group discussions. The narrative 
from these discussions was recorded on audiotape with the permission of each of the 

participants. This part of the research programme was identified as Phase 1. 

Phase 2 of the research entailed an in-depth examination of the participant's travel 
behaviour. This was undertaken by recording their travel experiences as written text in 

the form of a diary. In this phase the participants were exposed to a number of message 

appeals. After these advertisements were viewed and alternative transport modes had 

been explored, the views of the participants were sought on whether any changes in travel 
behaviour had been observed during the period in question. This chapter now describes 

the methodology adopted to undertake this programme of research. It is divided into the 
following sub-sections: 

1. Research Criteria 

2. Description of Research Site 

3. Research Methodology and Instrument Design 

4. Research Timetable 

5. Data Analysis 

78 



4.1 Research Criteria 

There is no simple way of ensuring that the chosen methodology will guarantee the 

success of a research project. Research strategies differ widely dependent upon the 

particular situation, the type of data to be collected and the resources available to the 

researcher (Easterby-Smith et al 1991). The focus of the research was clearly directed at 
acquiring an understanding of why individuals, or households, choose a particular mode 

of travel for any specificjourney. It is acknowledged, for the purposes of this research, 
that commuters identify the car as the primary mode of transport in use today. 

As a first step it was important to consider whether the data collected should be 

quantitative, qualitative or both. A broad understanding of data collection methods was 

already available to the author of this work, as he had encompassed statistical techniques 

of analysis over the course of his previous academic studies. 

However it can be somewhat misleading to try and reach a decision on whether to gather 

qualitative or quantitative data. While they are obviously different forms of data the 

literature considers that it is best to select either one or the other. This undermines the 

benefit of looking at the two methods objectively and observing how each may be 

appropriate to the research question in hand. In certain cases it may be beneficial to the 

study if a combination is adopted. As Dey (1993) explains: 

'In suggesting that quantitative data deals with numbers and qualitative data 

deals with meaning, Ido not mean to set them in opposition Yheyarebetter 

thought of as mutually dependent. Numbers depend on meaning, but in a sense 

meaning also depends on numbers'(p. 28). 

The research emphasis was to acquire an awareness of the motivation that lies behind a 

person's thinking when choosing a mode of transport. This required a methodology with 

no restrictions or boundaries on the data to be collected but rather would allow an open 
forum for the participants to openly discuss the topic. It was essential for the success of 

the study that the participants were allowed to elaborate on their own experiences within 

their own frame of reference. 
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As Denzin (1994) writes: 

'Qualitative research is more likely than quantitative research to confront the 

constraints ofthe everyday social world Yhey (Me participants) see the world in 

action and embed theirfindings in it. Quantitative research abstractsfrom this 

world and seldom studies it directly' (p. 5). 

Taylor and Bogdan (1998) phrase it slightly differently: 

'Qualitative researchers develop concepts, insights and understandingfi-om 

patterns in the data rather than collecting data to assess preconceived models, 
hypotheses, or theories' (p. 8). 

Thus any notion of pre-determining the shape of the research to such an extent that the 

respondents had to remain within boundaries was an unacceptable limitation of the 

research design. Patton (1980) explains the significance of this: 

'Another distinction sometimes drawn between qualitative or quantitative 

methods is that theformerproduces data that arefteely defined by the subject 

rather than structured in advance by the researcher' (p. 45). 

It was considered that the use of quantitative data alone would have implied a fixed 

process of data measurement and statistical analysis running through the research. In 

other words there would be little scope for individuals to express opinions that may be 

outside of a range of responses, as predetermined by the statistical approach. It was 

therefore decided not to employ quantitative methods as the primary source of data 

collection. However it was considered relevantý in Phase 2 of the research programme, to 

collect a small amount of background quantitative data on the sample set of households. 

Such data would be of assistance when considering issues of interpretation in the analysis 

chapter, Chapter 7. 
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The primary source of data collection chosen was therefore qualitative. This can take the 
form of words, statements, commentary or narrative. Dey (1993) stresses the benefits of 
qualitative data in association with meaning and writes: 

'"ereas quantitative data deals with numbers, qualitative data deals with 
meaning. Meanings are mediated through language and action'(p. 10). 

Bryman (1989) emphasises that qualitative research is not the same as quantitative 
research without the numbers. He noted: 

'The emphasis upon the interpretations of the subjects being studied is probably 
its most central motir (p. 168). 

The essence of qualitative research is that it is diagnostic; it seeks to discover what may 

account for certain kinds of behaviour, in this case 'transport hehaviour' (Chisnall 1992). 

A major objective of the research was to obtain an understanding of what motivates 
transport users when selecting a mode of transport for a journey. 

TIcre are three broad types of qualitative research widely used in social marketing 

situations: 

> Ethnographic studies 
> Depth interviews, and 
> Focus groups 

Each of these can adopt different data collection instruments but all are carried out in 

close proximity to a local setting and are usually conducted over an extended period of 

time. 

Ethnographic studies 
This type of research is widely recognised for its ability to penetrate the target 

community in search of observations. As an anthropological technique, its broadest 

objective is to understand a total culture: 
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'Here the researcher tries to immerse himselfor herself in a setting to become 

part of the group under study in order to understand the meaning and 
significances that people put upon their own behaviour and that ofolhers' 
(Easterby-Smith et al 1991: 38). 

This is achieved because part of the role of the researcher in this instance is to become 
immersed in the community associated with the topic of research. The recorded 
observations are either gathered as a participant observer where the researcher is visible 
within the community and plays an active role in its everyday function. Alternatively the 

researcher can be nonparticipant and attempt to be as invisible as possible when making 
observations within the community setting. Careful recording of many different facets of 
human behaviour is critical to the success of such studies. Social relationships, patterns 
of status, day-to-day events, norms, taboos, language and so on are recorded with 

particular care given to the description of local particularities. 

It is recognised that ethnographic studies are intended to be descriptive in helping to 

understand the behaviour of interest. The task of the analysis within ethnographic studies 
is to reach across multiple data sources and to condense this into information meaningful 
to the further development of knowledge within the research topic. 

Depth interviews 

When a research project wishes to scrutinise individual behaviour rather than observing 
the culture at work, then the use of interview techniques may be more appropriate. Such 
interviews can be carried out on an individual basis or on small groups of people (known 

as 'focus groups'). 

Depth interviews can either be carried out in the home or the office, normally 

prearranged to suit the particular individuals, or at some location outside of the home 

such as in a shopping centre or in the form of a street-intercept. Research projects that 

require interviews to obtain responses with a high degree of structure, say by adopting 

questions that require closed answers, may require the use of questionnaires. However 

adopting questionnaires as a research instrument can limit the scope of response and is 
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more akin to a form of quantitative research. Nonetheless interviews can also be 

conducted as an open conversation, based around the format of a questionnaire, but care 
takes to be taken in considering how the data is recorded for further analysis. Open- 

ended questions can result in lengthy answers and there needs to be a mechanism in place 
to record accurately the detail of such responses. 

Individual interviews are time consuming and costly due to the one-to-one nature of 
researcher to respondent. They also have limitations on the time respondents may be 

willing to spent answering questions and this is particularly true for interviews that are 
not prearranged with the intended respondent. However depth interviews afford the 

researcher more time and space than group discussions if the focus of the research needs 
to be redirected at any time in the course of the interview. Also responses may be prone 
to be more candid than those responses gained from group sessions due to the lack of 
peer pressure. 

Focus groups 
It is acknowledged that the crucial difference between depth interviews and group 
discussions, i. e. focus groups, is that in the former the main lines of communications are 
between interviewer and respondent, rather than directly between respondents 
themselves. The primary objective of the focus group is to generate narrative accounts, 
descriptions and stories of relevance to the topic from a group discussion. These 

accounts are taped and transcribed for detailed analysis later in the research programme. 
The response format is open-ended and respondents are encouraged to freely express 
their levels of awareness, specific beliefs, individual attitudes, opinions and aspirations 
(Kent 1993). Rubin and Rubin (1995) clarify the role of focus groups by stating: 

'Infocus groups the goal is to letpeople spark off each other, suggesting 
dimensions and nuances of the original problem that any one individual might not 
have thought of. Sometimes a totally different understanding of aproblem 

emergesfrom the group discussion' (p. 140). 

Group discussions can be daunting for certain people while possibly encouraging others 

at the same time to play to the audience. The role of the moderator is critical for the 
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success of focus groups. The moderator must ensure that the best conditions are in place 
in order to allow an open and frank discussion for all the respondents within the group. 
He or she should be able to make respondents feel relaxed in the setting and the 

moderators role should be so minimal as to make them unnoticed. Nonetheless the group 

environment can provide for open discussion across a range of attitudes, some of which 

may be further may be further developed in the course of the discussion. 

Nevertheless there are obvious difficulties to be aware of when choosing qualitative 

research. Potter and Wetherall (1987) focus upon the use of language and observed that 

there are no mechanical procedures available to interpret the findings from an archive or 
transcript. Consequently labour intensity and the possibility of researcher bias are 

genuine concerns associated with this research methodology. Miles (1979) goes further 

and questions the validity of the method: 

'The most serious and central difficulty in the use ofqualitative data is that 

methods of analysis are not wellformulated For quantitative data, there are 

clear conventions the researcher can use. But the analystfaced with a bank of 

qualitative data has veryfew guidelinesfor protection against self-delusio, % let 

alone the presentation of unreliable or invalid conclusions to scientific or policy- 

making audiences. How can we be sure that an 'earthy, 'serendipitous'finding 

is not, injact, wrong? ' (p. 135). 

Another significant challenge to be considered when deciding to collect qualitative data is 

an awareness of the degree of competence required to analyse the data successfully. 
Working with qualitative data can result in researchers, especially first-timers, having 

sleepless nights. As Taylor and Bogdan (1998) explain: 

'The reason why so manypeoplefind qualitative data so difficult is that it is not 
fundamentally a mechanical or technical process; it is a process ofinductive 

reasoning, thinking and theorising' (p. 140). 

The ability to analyse qualitative data cannot be packaged in a textbook or taught in a 

classroom. It can only come about through gaining experience by either reading relevant 
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studies of such work or through working closely with a mentor. You cannot subcontract 
out the process of analysis as 'data collection and analysis go hand in hand'(ibid: 

p. 141). 

Alongside these difficulties is the problem of personal bias and interpretation. Taylor and 
Bogdan (1998) stress the necessity for the researcher to leave any personal baggage 
behind at the beginning of the research journey by observing: 

'Qualitative researchers must attempt to suspend, or set aside, their own 

perspectives andtakenforgrantedviews ofthe world'(p. 8). 

It is however very difficult for any researcher to leave aside personal beliefs and to 

undertake an interpretative approach that is free from all influence. This position is 

constantly under attack as described by Denzin & Lincoln (1998): 

'-----there is no clear window into the inner life of an individual. Any gaze is 

alwaysfiltered through the lenses of the language, gender, social class, race, and 

ethnicity. There are no objective observations, only observations socially situated 
in the worldofthe observer and the observed'(p. 24). 

Perhaps the final word in this section should be left to Dey (1993) who writes; 

'In practice, research often allows a range of methods producing a variety of 
data. We would do better tofocus on the data that has been produced, rather 
than implying rigid distinctions between styles of research and methods of data 

collection'(p. 15). 

Dey (1993) is stressing the necessity to go out and gather data and from there to begin the 

analysis. He seems to be critical of the excessive amount of prescription in the area of 

research design and the rigidity that this can impose on the different methodologies. In 

many ways he is implying that there is no such thing as perfect research, regardless of 

methodology, but that the methodology is only one constituent in gathering the data. 

However this is not to undermine the importance of the role of the researcher. He or she 
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must regardless of the methodology selected, collect the data to the best of their ability. 
Thereafter they must analyse the material in a reflexive and critical manner to guarantee 
an output that adds value to the subject of interest. 

4.2 Description of Research Site 

4.2.1 Justification for Site Selection 

In the early stages of clarifying the theme of the research, it became clear that there 

would be a need for strong empirical research in order to test the key hypothesis. 

Deciding where this research should be conducted was an important step in the 
development of the research process. Nonetheless it should be remembered that this 

study was of an exploratory nature. Therefore it was not necessary to predetermine 

whether one site was more appropriate than another. It was of greater importance to the 

author that participants played an active role in sharing their thoughts and viewpoints on 
the topic of research. 

The author was initially open to all ideas on where the research could be conducted and it 

was necessary to look at a cross section of locations ranging from inner city to rural. The 

author considered, regardless of location, that there was a requirement for the local 

council or borough to support the research. It was envisaged that permission would need 
to be sought to undertake the research from the relevant local authority. It was also 

proposed, at the design stage of the research, that the local authority would assist in 

gaining access to the local community for participant selection, i. e. any approach to 
individuals to participate in the research would be made jointly on behalf of Brunel and 
the local authority. This would help enforce the practical value of the research and 
hopefully assist those people approached in making a positive response to partake. 

A smaller consideration in looking at research sites was how far they were from the 

Brunel Campus. The author intended to visit the location a number of times during the 

two phases of the research program. Consequently it was practical if the location could 
be relatively close in order to allow easy access for the author as the research progresscd. 
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Based on these criteria a number of authorities were approached informally in December 

and January 1996. South Buckinghamshire District council responded positively to the 

approach. Consequently they were formally identified as a potential site in January 1996 

when a meeting was held between the author and Bill Dawe, Directorate of 
Environmental Services, South Bucks District Council. This meeting was scheduled as 
exploratory but the full support of the Environmental Directorate was informally offered 
at this time in executing the research. However, while further canvassing of the area was 

required before any agreement could be fon-nalised, it quickly became evident over a 

short period of time that this location was attractive to the author for a number of reasons. 

1. The District was located on the outskirts of Greater London and many different 

forms of public and private transport were in active use. 
2. A number of important motorways passed through or alongside the boundary of 

the District, indicating high levels of private transport use. 
3. It was envisaged that there would be a large commuting population living within 

and passing through the area, as the location is approximately 30 miles West of 
the City of London. 

4. Finally the research site was close to Brunel University and thus allowed easy 

access for the author to travel to and from the site. 

The area known as South Bucks District, located in the southern half of Buckinghamshire 

County, was therefore confirmed as the research site in May 1996 and further meetings 

were arranged with senior personnel from the Environmental Directorate. These 

meetings specified the objectives of the research and clarified how continued contact 

would be managed with the District during the months of the research programme. 

The area is under the control of South Buckinghamshire District Council whose 

administrative headquarters are based in Slough, see Figure 4.1 overleaf. South Bucks 

covers an area of 14,157ha and has a resident population of 62,482 people of whom 

approximately 48% work within the boundaries of the district. South Bucks is divided 

into twelve Parishes each of which has its own Parish Council. The District is mainly 

rural in nature with around twelve population centres, the main ones being Beaconsfield, 

Iver, Gerrards Cross and Burnham. There are approximately 487krn of roads within the 
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District and the M40, M25 and M4 motorways all pass through the District (South Bucks 
District Council 1996). 

It was agreed in July 1996, following a meeting with the Directorate of Environmental 
Services of South Bucks District Council, that the two parishes, Gerrards Cross and 
Hedgerley, would be approached with a view to participating in the research. The two 

parishes were chosen primarily in order to provide access to an increased number of 
households over a greater area in the District. At no time in the research was there any 
consideration that some form of comparative study would be carried out between the 

responses gathered from each of the parishes. The research material collected from the 

site, consisting of two parishes, was to be analysed and reflected upon as one source of 
data. 

4. Z2 Description of Site 

The parishes deemed to be most suitable and the rationale for their selection is now 
briefly described. 

4. ZZI Hedgerley Parish 

Hedgerley was selected as an example of a rural parish. The parish possessed historical 

research data accumulated in 1992 under the Village Appraisal Scheme. This 

background information provides an earlier perspective of the environmental issues in the 

parish and the results of this are briefly discussed later in the chapter. The parish also had 

a significant length of both the A355 and the M40, two major roadways, bordering its 

boundaries. It was considered that with such heavily trafficked routes nearby 

parishioners might be interested in discussing the importance of the research topic. 
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However it must be considered that the alternative modes of travel on offer may not, in 

themselves, be adequate enough to entice any changes in travel behaviour. At the same 

time it would be reasonable to assume that much of the required change in behaviour will 
have to come from people making use of transport modes already on offer, such as public 
transport (train or bus), cycling and walking. 

The parish is situated in the south of Buckinghamshire on the eastern edge of the Chiltern 

Hills. It is within the Green Belt and most of the residents live in the village settlement 

while the remainder lives in scattered communities within a mile of the village centre. 
The 1991 census gives a total population of 865 people living in 340 households within 

the boundaries of the parish. These more or less coincide with the M40 in the north, the 

A355 in the west, Parish Lane and Collurn Green Road in the south and the B416 in the 

east. The northern part of the parish is designated as an Area of Attractive Landscape 

(AAL). In addition there are two Conservation Areas located in the centre of the old 

village and in Hedgerley Green. 

The parish is within easy reach of London and several large towns due to its proximity to 

motorways and trunk roads. A bus service into Slough is available and the village is 

within 15 minutes by car of two mainline railway stations, namely Gerrards Cross and 

Slough. Gerrards Cross station is located on the Chiltern Line and trains travel between 

London Marylebone and Birmingham Snow Hill. The train station at Slough is on the 

Thames Line where trains travel between London Paddington and Stratford-upon-Avon. 

Hedgerley boasts a number of local clubs and societies, the names and membership 

numbers (1992) of which are listed below: 

Hedgerley Women's Institute 26 

Mothers Union 8 

Hedgerley Historical Society 49 

Hedgerley Conservation Volunteers 45 

Hedgerley Scout Group 15 

Royal British Legion 37 

Hedgerley Youth Club 8 
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Hedgerley Evergreen Club II 

Guides and Brownies 10 

These organisations provide the focal point for village interests and social activities. 
There are many sports facilities nearby but none in the village apart from a rugby pitch 

used by Farnham Common Sports Club. The parish has many good public paths that are 

popular with walkers and bicycle riders from inside and outside the parish. 

It is worth noting that, while Hedgerley is located close to the M40, many of its 

inhabitants view it as cut-off from the surrounding and more densely populated areas, i. e. 
Beaconsfield, Gerrards Cross or Slough. There is a feeling among the inhabitants that the 

parish should remain isolated and somewhat rural in its setting. There is little scope for 

property development in the area and the rural setting is maintained as a matter of 

priority. The bus from Hedgerley services Slough train station but there is no public 

transport facility to Gerrards Cross from the village. The distance to Gerrards Cross or 
Slough is too great to walk and the hilly terrain makes it very difficult for cycling. Whilst 

the village is used as a cut-through by a small number of motorists, the density of car 

traffic passing through the village is deemed to be relatively light by the residents. 

Summary of Findingsfrom Hedgerley Village Appraisal 

There is no record of a Village Appraisal having been conducted in Gerrards Cross and 

therefore this detail is only available for Hedgerley. This appraisal was undertaken by 

the Parish Council in 1992 and consisted of a questionnaire incorporating 59 questions. 

Altogether over 240 completed questionnaires were returned from 349 delivered to 

households, a 68% response rate. The questions covered topics ranging from the 

environment to roads and traffic and from social services to education. Some of the 

findings from this survey are presented below: 

a More than 25% of adults resident in Hedgerley are retired. This is above the 

average of 17% for the South Bucks District. 

87% of the households surveyed use one or more cars. A consequence of this 

is that over half the households never use a bus and only 15% use a bus 

frequently. 
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Most households were concerned about the volume and speed of traffic 
through the village but wished to retain the rural character of the village. 

Hedgerley has three shops, a newsagent, general store/sub-post office and a butcher. The 

survival of the village shops is constantly under threat because of supermarket 
developments nearby. 42% of households said they did most of their shopping in Slough 

as against 7.6% of those who claim to do most of their shopping in Hedgerley. 
Hedgerley is very proud of its rural character despite its proximity to heavily built-up 

areas and has won the accolade of 'Best Kept Village' in Buckinghamshire on several 

occasions. The Parish Council claims to be dedicated to ensuring that this reputation be 

retained. 

4. ZZ2 Gerrards Cross Parish 

This parish is situated northeast of Hedgerley and is the second of the District's main 

urban areas. The parish was selected as one of the population ccntres within the district 

and recorded to have the highest proportion of two-car households in the UK. The A40, 

A413, M40 and M25 motorway all pass through the parish. Gerrards Cross has a train 

station situated in the centre of the town and large numbers of daily commuters travelling 
into and out of Greater London use this station. Property values are very high and 
density of population is below average for an urbanised area of London. However 

property development continues to be explored at every opportunity in the parish. 

Gerrards Cross Parish covers some 6,480 hectares stretching from Tatling End in the east, 
North Park in the north, Bulstrode Park in the west and Dukes Wood in the south. The 

town of Gerrards Cross has a pleasant shopping centrc with four car parks catering for 

most needs. There are good primary and private schools as well as good churches and 

chapels. The only cinema in the District is in the town. Gerrards Cross Common, 

situated on the edge of the town, is a pleasant recreation area with two ponds and 

children's play area for 3 to 10 years olds. There is also natural woodland on the 

Common. 

Gerrards Cross has a Community Association based at the Memorial Centre. The 

Association comprises of over 50 local organisations and 1,100 individual members and 
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its purpose is to promote the well being of the community within the District. 'Me trust 
deed of the Association states that its aim is 'to advance education, to provide a meeting 

Place ---for recreation and social, moral, spiritual and intellectual development and 
tofoster a community spirit. It attempts to realise these aims by making available 

accommodation for many thriving clubs and societies, by sponsoring new activities and 

running educational classes in partnership with Buckinghamshire County council. 

There are a number of clubs and societies registered with the Association and below is a 
list of the main ones within Gerrards Cross (GX) with the 1996 membership numbers 

referenced where known. 

GX Retired Men's Club 150 

GX Squash Club 200 

GX Memorial Centre Bridge Club 24 

GX Centre Club (Drama) 15 

The Chalfonts & GX Camera Club 50 

GX Flower Club 77 

GX Horticultural Society 100 

The Royal British Legion 200 

GX Short Mat Bowls Club N/A 

GX Chess Club N/A 

T'hese clubs and societies along with many others form the core of recreational facilities 

within the parish. Two squash courts with changing rooms are available along with two 

outdoor tennis courts. A Youth Centre, housed in a separate building within the grounds, 

caters for groups of young people from 10 to 21 years of age. 

4. ZZ3 Parish Liaison 

Both parish councils nominated a council member to monitor the research and to act as 

co-ordinator with the researcher. In each case the person expressed an interest in the 

research topic. Judith Bell volunteered to act on behalf of Gerrards Cross and Norman 

Coombs on behalf of Hedgerley Village. 
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The co-ordinators were of invaluable assistance to the success of the research programme 
in a number of ways. In particular they bolstered communication with the local 

participants for the duration of the research. They facilitated easy access to the 

participants at all times and achieved a level of commitment from the participants that 

would not have been forthcoming if approached directly by the University. This point 

was confirmed by the high response rate obtained from the participants at the end of 
Phase 1. Out of thirty-four participants involved in the initial focus groups, thirty-one 

signalled further commitment to Phase 2 of the research programme, a success rate of 
91%. The co-ordinators also played an important role in piloting the diary, described 

later in this chapter, prior to distribution amongst the households. 

No problems were identified while working with the two individuals over the duration of 
the research programme and their role could nearly be described as assistant researchers. 
This is especially true of Norman Coombs who had previously acquired some experience 
in the parish designing and implementing the Hedgerley Village Appraisal. 

4.3 Research Methodology and Instrument Design 

The empirical research undertaken for this thesis was divided into two phases and 

encompassed a combination of focus group discussions and a diary panel survey. This 

was considered beneficial as Phase I enabled the researcher to acquire a detailed 

understanding of the parishes. The information thereafter would be used to improve the 
design of the methodology adopted in Phase 2. Such an approach facilitated an 

opportunity for the author to review the material gathered in Phase I and to apply any 
lessons learnt by enhancing the design of the data collection instrument adopted in Phase 

2. 

4.3.1 Phase 1: Overview 

Focus groups were selected as the research instrument for Phase I of the research 

programme. This semi-structured approach provided a high degree of flexibility in how 

questions could be asked and how much probing could be undertaken thereafter. In this 

phase of the research it was critical for the researcher to secure an understanding of the 
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transport and environmental issues that were of genuine concern to the communities. It 

was determined that this could be best achieved in an open environment as this allowed 

the participants the room and freedom to point the discussion into areas they considered 

meaningful. 

A more closed form of enquiry that restricted views to be traded across the floor would 

not have provided such an environment and would have limited the scope for open 
discussion. Therefore the use of depth interviews was considered inappropriate for this 

particular research project. Undertaking an ethnographic study was also deliberated upon 

at the design stage of the project. However the author considered the semi-structured 

approach of focus groups to be more conducive to the objectives of the research to hand. 

4.3. L I Participant Selection 

The procedure for sclecting participants was imparted to the nominated co-ordinators. 
They possessed knowledge of the local community and were familiar with the people 

who might participate in a research programme over an extended period of time. T'llis 

kind of sampling is often referred to asjudgmental or purposive sampling; i. e. the sample 

elements are handpicked because it is expected that they can serve the research purpose 

(Churchill 1995). While there are obvious disadvantages associated with hand picking 

participants, this approach was deemed suitable for the following reasons: 

1. It was emphasised, through written guidelines passed to both co-ordinators, how 

important it was for the selection procedure to be undertaken on an impartial basis 

(see boxed section of Appendix 2). This was important in order to recruit a cross 

section of the population of interest within the parish. It is not possible to clarify 
how broad a cross section the chosen participants represented. Nonetheless a 

wide spread in the ages of the participants was obtained with the youngest 14 

years of age and the eldest 76 years of age. Of the 34 people who participated in 

the research 17 were female and 17 male, an equal split between genders. The 

researcher would conclude that the sample set was a fair representation of the 

parishes. 
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2. An objective of the focus group discussions was to acquire a better understanding 

of local pollution and congestion issues. It was detennined that this would be best 

achieved by talking with a cross-section of the local population. 

In order to make people aware of the topic under discussion a flyer entitled Traji'c 

Pollution and Congestion: 97wi Are the Local Consequences was passed to the co- 

ordinators for circulation in the parish (see Appendix 3). This flyer also identified the co- 
ordinator as the point of contact for flifther information on the time and location of the 
focus groups once finalised. 

This flyer provided details of the topic to be discussed; i. e. the topic was not concealed 
from any potential participants prior to the discussions. Alerting participants to the topic 

prior to the meetings could result in contamination of some kind as it could lead to bias in 

the participants prior to the group meetings. The reasons for informing the participants 

about the topic prior to the meetings were two-fold: 

Firstly the co-ordinators expressed concern whether they would be able to 

recruit people to participate if they were unable to declare to prospective 

participants what the research was about. 

Secondly the request to participate was made on a voluntary basis, as there was 

no funds available to offer any kind of reimbursement to those attending. This 

was an area of concern to the author as incentives are a normal precursor for 

enticing adequate numbers of participants to focus groups. As a result 

exposing the topic was recognised as an inducement that would help to ensure 

adequate levels of participation within the groups. 

4.3. L2 Focus Group Discussions 

Prior to commencement of the discussions, participants were informed that the data 

collected would be treated in confidence both during and after the research period. The 

focus group discussions took place in November 1996. Two focus group discussions 

were undertaken in each parish, i. e. four in total, lasting between ninety and one hundred 

and twenty minutes each. 
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The number of participants in each group is detailed in Table 4.1 below. Krueger (1994) 

and Malhotra (1996) submit that the venue for focus group discussions should be neutral 
in order to diminish any unforeseen outside influences. it was also important to locate a 

suitable venue that would enable easy access for the participants. Gerrards Cross 

provided the parish offices that were modem and warm. Hedgerley provided the local 

scouts hut for the first meeting and the parish hall for the second meeting. There was a 

nominal charge for the use of the scouts hut that was kindly funded from Hedgerley 

Parish funds. 

Hedgerley Gerrards Cross 

Focus Group No. 1 9 10 

Focus Group No. 2 6 9 

Table 4.1 Number ofParticipants in each Focus Group 

Altogether the venues were more than adequate. Light refreshments were offered to the 

participants as they arrived. This facilitated the opportunity for the moderator to meet 

each participant briefly and to make him or her feel relaxed in the setting. This also 

allowed a degree of 'small talk' that acted as an icebreaker before the discussions actually 
began. 

Throughout the literature on focus groups there is emphasis placed on the role of the 

moderator, i. e. the interviewer or facilitator guiding the discussion (Chisnall 1992, 

Kruger 1994, Malhotra 1996, Churchill 1995). If the moderator does not fulfil his or her 

obligation properly then there is a possibility the results obtained will be weakened or 

they could even be fundamentally flawed. Mariampolksi (1984) emphasises the role of 

the moderator by stating: 

'The nub ofqualitative research and its claim to validity lies in the intense 

involvement between researcher and subject. Because the moderator can 

challenge andprobefor the most truthful responses, supporters claim qualitative 
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research can yield a more in-depth analysis than that produced byformal 

quantitative methods'(p. 21). 

This was the first occasion that the author had undertaken the role of moderator. In 

preparation for this role an informal topic guide and script was developed (see Appendix 
4). This allowed the moderator a degree of comfort while maintaining the flow of the 
discussions as the moderator could make use of the script at any time to facilitate 

continuity in the discussions. The obligation of the moderator to participate, yet remain 
neutral, can be difficult especially when points are raised in which the moderator may 
have a particular interest. There is also the concern of maintaining the momentum of the 
discussion while trying to keep brief notes and ensuring the tape-recorder is working. It 
is recommended to have the assistance of a second researcher who can perform certain 
tasks, such as note taking, in the background. This is not a requirement and it was not 

possible for the duration of this research. 

4.3.2 Phase 2: Overview 

It was considered that Phase I would enable the study to collect an invaluable amount of 
information regarding local transport and pollution concerns from among representative 

of the general population within the parishes. Gathering this information would provide 

the researcher with a detailed understanding of these concerns and associated issues. 

Prior to the focus group discussions there was negligible data to hand that highlighted any 

of the local concerns. 

The primary objective of Phase 2 was to advance this knowledge further by securing 

more in-depth information of individual travel behaviour from directly inside a number of 
households. This segment of the research was intended to be a continuation of Phase I 

but endeavoured to transfer or relocate the research instrument inside the household for a 

short period of time. 

4.3. Z I Design of Research Instruntent 

There was a requirement to develop a research instrument for Phase 2 that would enable 

the respondents to easily document their travel behaviour. The design of this instrument 
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was critical, as the research required each household to maintain detailed entries of their 
travel behaviour. The research also requested the respondents to provide feedback on any 

change that they detected in their travel behaviour during the course of Phase 2. 

In the early stages of designing the research instrument meetings were arranged with the 

parish co-ordinators to consider what information could realistically be gathered from the 

respondents. The two co-ordinators were also acting in the capacity of respondents as 
they had both participated in the focus group discussions. Their input into the design of 
the research instrument for Phase 2 was invaluable. 

The researcher met with the co-ordinators in the parishes and openly discussed possible 
formats for the research instrument. These discussions were greatly enhanced by the co- 

ordinators knowing the participants and, to some extent, knowing how far the participants 

could be pushed to stay engaged. Many different shapes of instruments were considered 

such as weekly meetings held in each parish or a form of weekly survey that could have 

been conducted by telephone. 'These instruments were discouraged on the basis that there 

was some doubt whether participants would facilitate such weekly intrusions over an 

extended period of time. 

It was eventually agreed that a suitable research instrument for Phase 2 would be in the 

form of a 'diary'. This, it was considered, would allow the participants enough flexibility 

to maintain an interest but yet not make too many demands on their time. It was 
important to keep in mind that households could drop out at any time and there needed to 

be an element of caution in the design of the instrument in order to minimise any 
dropouts. A suitable and workable layout for the diary was agreed and was piloted with 
the co-ordinators on a separate occasion before it was printed off for general distribution. 

As this instrument was being considered the researcher visited with a number of 

organisations actively using social marketing campaign material at the time. 

Representatives from Essex County Council, Buckinghamshire County Council and 
South Bucks District Council were all met and informal discussions were held on the 

topic. It was also during these meetings that the message appeals were collected for use 
in Phase 2 of the programme. 
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4.3. Z2 Diary Survey 

This approach to data collection originated through work undertaken by Brunswick 
(1944) who devised what became known as 'representative design', a method that 

sampled the perception of individuals as they moved within their typical environment. It 

required the subject of research to be followed closely by the researcher during the period 
of observation. At predetermined times the subject was asked what their perception was 
of some feature in the surrounding environment. This was recorded either as audio or as 
written text and an attempt was made to minimise outside influences. Nonetheless the 

one-to-one ratio, of researcher to subject, required to administer this technique made it 

unattractive to consider for widespread use. 

Over an extended period of time and through continuous modifications a form of diary 

survey emerged to facilitate similar settings for data collection. The method operated on 
the same principle as that of representative design but was self-completing, i. e. the 

responsibility for the completion of the diary lay with the respondents themselves. This 

method, while more open to misinterpretation by respondents due to the self-reporting 

nature of the research, was a positive development. However once the diaries are 
distributed few controls can be applied and this can lead to high incidences of feedback 

errors. Foote and Mayertoh (1962) maintain that if the structure of the diary is 

sufficiently simplified then it can be made to work successfully. It was with this in mind 
that efforts were made to shape the diary so that it was easy to follow and simple to 

complete for the respondents in this programme of research. 

Diaries have the additional benefit of being able to record details about a specific 
behaviour at any given time in the day. This is one of their biggest advantages as they 

can record behaviour which is frequently repeated and which is unsuitable for recording 
in one-off questionnaire surveys. This was also a major justification for selecting the 
diary panel method of data collection for Phase 2 of this research programme. 

Diary surveys however are not widely used for a number of reasons. These include the 

time it takes to gather the data and the cost of running such research programmes over 

extended periods of time. Kent (1993), in considering the overall layout of the diary, 
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rcfers to potential difficulties that can occur and that should be borne in mind at the 
design stage. Listed below are a number of these difficulties that could be encountered in 

this rcsearch: 

" Tle diary-keeper forgets to enter details of a particular journey 

immediately after use. A certain amount of confusion may occur if the 

entry is made after an extended period of time. 

" The diary is deliberately falsified by providing information that is not a 
true record of the journey 

" The format of the diary confuses the respondents and entries are made that 

may not be wholly applicable to the topic of research 

A total of twenty-four households agreed to partake in Phase 2 of the research 

programme and these were drawn from the original sample of thirty-four that had 

participated in Phase 1. At the start of Phase 2 it was required to meet with all the 

representatives from each of the households. This was necessary in order to explain what 

was entailed in Phase 2 and to pass over the research material, i. e. the diary and message 

appeals, required to participate. These meetings were held locally and those participants 

who could not attend were visited in their homes at a time convenient to them. A detailed 

description of the material passed to all the households is now provided along with a 

reference to the appendices. 

4.3. Z3 Composition of Diary 

In order to simplify the use of the diary it was considered appropriate to break the 

structure of the diary into three sections. This would encourage better completion rates 

among respondents whilst also enabling different kinds of information to be gathered 
from each section. 

Section I 

The first section consisted of a short questionnaire requesting background details on the 

make-up of each household (see appendix 5). This questionnaire was to be completed at 
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the very beginning of Phase 2 when the respondents met with the researcher. The 

questionnaire took the form of a double-sided A4 page. On the front page eight 

questions, numbers I through 8, were formulated requesting information on the 

composition of each household. "How manypeople are there inyour household? " and 
"How many cars are there in your household? " are two of the actual questions asked. 
This information would help the researcher develop an overview of each household. 

On the second page was a detailed question, number 9, which sought the attitudes of the 
households on one particular issue. This question required the respondents to consider 

what actions they would deem appropriate for government to take in addressing the 

persistent use of private transport. A number of alternative policy actions were offered in 

the question and many of these were mentioned at some stage in the focus group 
discussions. The Likert scale, an attitude rating scale, was adopted for measuring the 

responses to this question. This scale allows respondents to indicate a level of attitude by 

checking how strongly they agree or disagree with carefully constructed statements. The 

statements included proposed action by government in the area of increased taxation, 

increased expenditure on public transport, further investment in 'clean technology', and 

greater penalties for those who pollute. Each respondent had to choose from five 

response alternatives: very good idea, quite a good idea, neither a good nor a bad idea, 

not a very good idea, and a bad idea. 

Section 2 

The first step in this section was for the respondents to fill out a one-week diary (see 

Appendix 6) cataloguing their typical travel journeys for the household. This was 

inserted in order to concentrate the minds of the households on their existing pattern of 

travel behaviour. At the design stage it was considered that if the households became 

more aware of their typical weeklyjoumeys then they might be more disposed to alter 

them in the following weeks. This part of the diary also encouraged respondents to 

consider and report on alternative modes of transport that could have been adopted for 

these same weekly journeys. 

The next step comprised of the main part of the diary (see Appendix 7) and was 

concerned with determining cause-and-effect relationships between a mode of transport 
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and the rationale for that specific modal choice. It was necessary for this part of the diary 

to be A3 in size as this would allow the respondents the space to expand on their 

thoughts. The diary was divided into three separate time periods and in each of these 

periods the household was required to open a sealed envelope that contained a message 
appeal. 

The message appeals were deliberately chosen to represent the different media through 

whom the public was being targeted at that time. The agencies, i. e. the organisations that 

printed and authorised the use of these appeals, stated that the appeals were actively in 

use in locations across the United Kingdom and confirmed that they were to the forefront 

of current public information campaigns, i. e. in the early part of 1997. The objective of 
these campaigns was to raise awareness among the public of alternative modes of 
transport to private transport. 

Sealed envelopes were supplied with the diary to each household and each envelope was 
labelled as follows: 

9 MessageAppeal Number I 

* Message Appeal Number 2 

4p MessageAppeal Number 3 

Aligned to this part of the diary was an explicit request to each respondent representing 
the household. When the household opened a sealed envelope and viewed the message 

appeal contained therein, they were invited to comment to what extent the message 

appeal persuaded them to alter their travel behaviour at that time. If the comments were 

positive then the households were to proceed with undertaking the journeys. Ifthe 

comments were negative to the extent that the message appeal had little or no effect, the 
household was still required to undertake three journeys without adopting private 

transport within a week. It was critical for the success of the research that the households 

experienced other modes of transport not normally viewed as everyday choices. Based 

on these direct experiences the respondents were encouraged to develop their thoughts 

and insights as written text in their diaries. 
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Each of the marked envelopes contained a different message appeal, one contained 

environmental literature, the second a professionally produced video and a third a number 

of posters. A detailed description of each message appeal now follows. 

Message Appeal No. I 

Two versions (see Appendix 8) of this appeal were distributed in the envelope to the 
households, one aimed at promoting the annual 'Don't Choke Britain'(DCB) campaign 

and the second published by Friends ofthe Earth (FoE). 

Don't Choke Britain is a public awareness campaign that runs every year through June 

and over 300 local authorities take part in the 'month of action'. The campaign is also 

supported by a number of different organisations across the UK and for 1997 these 

included, amongst others, the Local Government Association, London Transport, British 

Chambers of Commerce, Dept. of Environment & Transport, Department of Health, 

TravelWise, and Transport 2000. The 'Don't Choke Britain 1997'campaign had a 

simple aim: less traff ic congestion and less pollution, particularly in the cities. It carried 

the following message: 

'Don't Choke Britain 199 7 has simple aims: less traffic congestion and less 

pollution, particularly in our cities. Anyone can take part, very simply, by giving 

your car a holiday. Don't Choke Britain invites you tofind another way of 

getting around on at least one day a week during June. Take a bus or train, walk 

or cycle, or share a car - everyone can do it! ' 

As part of this campaign, literature was produced and one such leaflet was incorporated 

into the research. This leaflet contained statistics about existing levels of car and road 

usage along with advice on what action could be considered to reduce effects of 

pollution. However its main message was to encourage participation in any one of the 

programmed events scheduled for June 1997 and thereafter to consider maintaining the 

resultant change in travel behaviour. 

Examples of programmed events included: 
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> National Bike Week: June 7h to June 15'h 1997 
> Green Transport Week: June 14'h to June 200' 1997 

(Includes Car Free Day on the 170'June) 
> Walk to School Week: June 16'h to June 20'h 1997 

The second leaflet published by the FoE in 1996 was entitled 'Cars Cost the Earth' and 
was produced as part of the FoE's 25 years celebration. It was 20 pages in length and 
more detailed than the DCB leaflet described above. However the FoE leaflet differs in 

that it is stand-alone, i. e. it does not form part of or support any other event in the FoE 

calendar. The principal message it conveys is 'It is time to rethink the way we travel, to 

reduce the number ofcars on the road and to improvefacilitiesfor alternative ways of 

getting about such as walking, cycling andpuhlic transport'. The remainder of the 
leaflet provides statistics and discusses topics such as 'the racefor space' or 'cars are 
badforyour health'or 'wildplaces under threat'. 

Message Appeal No. 2 

This appeal consists of a video (see Appendix 9) entitled 'There is Another Way: 

TravelWise' which was produced in 1995 by Buckinghamshire County Council and is 

presented by the comedian, Bill Oddie. The video lasts approximately ten minutes and 
looks at traffic problems in the county of Buckinghamshire. Advice is provided on how 

to adopt a friendlier environmental mode of transport behaviour. Most of the video was 
filmed in locations across Buckinghamshire and this was considered beneficial if 

respondents, when viewing the video, identified locations that they were familiar with. 
This would further help in reinforcing the content of the message. This video formed part 

of the Buckinghamshire TravelWise awareness campaign that supports new policies 
initiatives on transport in the county. 

Message Appeal No. 3 

The final appeal took the form of a poster (see Appendix 10). A random selection of two 

posters from a total of four was chosen for each household. Each poster depicts a 
different theme and graphical imagery, in all cases photography, is used to emphasise or 

support the message content. The wording used in each of these posters is provided 
below. 
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Poster 1: Mummy, Why Do the School Run When We Can WALK? 

50% of all carjoumeys are less than 2 miles 

Poster 2: Daddy, What Did You Do In the War Against POLL UTION? 
Cut car use, cut car pollution 

Poster 3: Get Home With Your Eyes Closed (take the train) 
Cut car use, cut car pollution 

Poster 4: When You Leave Your Car At Home, You Can Really Motor (by bike) 
Cut car use, cut car pollution 

These posters were designed by Essex County Council as part of their TravelWise public 
information programme and were widely displayed on buses throughout the County. 

Section 3 

A number of participants agreed to meet together when they returned their completed 
diary material. A total of eleven people participated in two sessions, one each in 

Hedgerley and Gerrards Cross. The turnout at these meetings was below that of the 

previous discussions but this was anticipated. The research was ten months old at this 

stage and it was evident that some households were content to see the programme coming 
to an end. These discussions were recorded for transcription. 

The discussions took the shape of reviewing Phase 2 and they allowed the participants the 

scope to expand or develop common themes that emerged in the completed diaries. The 

discussions were structured, unlike the focus group discussions, under a number of 
headings that the moderator had devised. These headings could best be summarised as 
follows: 

* Problems Encountered During the Research Period 

9 Analysis ofpanel discussions 

* An Overview ofthe Response to the Message Appeals: 
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No. 1: Leaflets 

No. 2: 'South Buckinghamshire Travel' Video 

No. 3: Posters 

4o Did the experience encourage new travel hehaviour? 

Each one of these headings was opened up for further discussion during the meetings. 

4.4 Research Timetable 

It was accepted at a very early stage of the programme that the research would be best 
divided into two phases, Phase I for the focus groups and Phase 2 for the diary panels. 
The timetabling of the focus, groups did not cause any difficulties as the participants were 
flexible. Accordingly the focus groups were scheduled to take place on selected dates in 

November 1996. 

Methodology Timetable 

Phase I Focus Group Discussions November 1996 

Phase 2 Diary Panel Survey July to Sept 1997 

Table 4.2. Research Timetable 

The execution of the diary panel research was more difficult to timetable due to the 

complexity of conducting research over an extended period of time. Careful attention 
had to be paid to the format of Phase 2. It was considered that if the format were simple 
to comply with then there would be less chance of any households withdrawing from the 

programme. It was acknowledged that some households would likely withdraw at some 

stage from further participation in the programme. However it was imperative at the 
design stage to focus on this concern and to do everything possible to minimise the 

chance of any such withdrawals. A flexible timetable would play an important part in 

helping to achieve this objective. 

Therefore, in order to encourage better continuation rates among the participating 
households, an extended period-of-time was proposed for Phase 2. It was decided that a 
ten-week period would be made available by which time the diary survey should be 

107 



completed by all of the households. This period was to begin on the I" July 1997 and to 

end on the 14'h September 1997. To comply with the research objectives each household 

was required to record approximately four weeks of travel behaviour from the ten-week 

period. The four weeks of recorded material were made up of the one-week diary of 
typical travel behaviour recorded at the very beginning followed by any three weeks of 
subsequent travel behaviour recorded in association with the three message appeals. 

This notion of offering an extended period of time from which to undertake the research 

was considered advantageous for the households. This flexibility enabled families to 
better plan their participation as, for example, some may be taking holidays during the 

period. It was therefore simple for them to block out unsuitable weeks yet still have the 
freedom to complete the research at a later date. It was agreed that the collection of the 
diary material would take place in mid-September 1997 and two dates were arranged for 

the respondents to gather at the parish offices. It was at these two meetings that the post- 
diary discussions would take place. 

4.5 Data Analysis 

A review of the data collected in both phases is presented in Chapters 5 and 6 and an 

analysis of the data is summarised in Chapter 7. The presentation of qualitative data can 
be undertaken in a number of ways. The data was gathered in an attempt to comprehend 
different events in the understanding of people's attitude and behaviour towards public 
and private transport. T'herefore a discursive approach to reviewing the data will be 

adopted. 

However it may be prudent for new researchers in the area of qualitative analysis to 

adopt, or even use as guidance, some form of analytical framework or model through 

which they can conduct the analysis. As mentioned earlier in this chapter there is no 

mechanical process available that allows this to be a simple undertaking. This author 

adopted the 'framework' concept (Ritchie & Spencer 1994) for this research programme. 
This is an analytical process that involves a number of distinct though highly 

interconnected stages. It was developed for use with 'applied' qualitative research 

through its requirements to meet specific information needs and its potential for 
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actionable outcomes. The five key stages to qualitative data analysis involved in the 
'Framework' concept are: 

Famillarisation 

Identifying a thematicftamework 
Indexing 

Charting 

Mapping and interpretation 

These five stages can act as a pathway for the analyst to refer to during the ongoing 

analysis of the data. Constantly working and reworking the data by sorting, sifting and 

charting will enable the analyst to be creative and imaginative yet still maintain control of 
the material. These stages can be presented in a number of different ways and include 

familiarisation, cataloguing, conceptual isation and linkages amongst others. 

Ritchie & Spencer (1994) remark: 

'-although systematic and disciplined, it (the framework) relies on the creative 

and conceptual ability ofthe analyst to determine meaning, salience and 

connections. Real leaps in analytical thinking often involve bothjumping ahead 

and returning to rework earlier ideas' (p. 177). 

Green (1998) describes how methods of evaluation are nearly always adapted based on 

the audience the research is aimed at and states: 

'Different evaluation methodologies are expressly oriented around the 
information needs of different audiences, from the macro programme and cost 

effectiveness questions ofpolicy makers to the micro questions of meaningfor 
individual participants' (p. 3 75). 
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4.5.1 Description of Methodology 

The following is a practical description of the framework approach that was conducted 

over the course of Phase I and 2 of the programme. 

Phase I 

Once the focus group were completed the cassette tapes were handed over to a 

professional transcriber who converted the narrative to text. As each focus group was 

completed in turn the researcher took the opportunity of listening to the tapes in order to 
become familiar with the setting and the atmosphere. Between the home, offlice and car 

the tapes were played numerous times. This was an invaluable exercise prior to receiving 

the transcripts as it helped to get a feel of the issues as well as an understanding of the 

individuals involved in the group. After each of the focus groups notes were also 

compiled detailing some of the main events of the evening as well as a full table layout of 

where everybody sat. 

Once the written transcripts had been received a period of about six weeks was allowed 

to peruse the text with the tapes running and where necessary changes were made to the 

transcripts. This was necessary at times when it became difficult for the transcriber to 

interpret events from the tape. And yet it was obvious what had occurred if one had been 

present. Another problem that occurred and required some corrections were errors of 

name association, i. e. the wrong person named for saying something. Again this was 

easy for the researcher to correct. This was the only difficulty for the person transcribing 

the tapes. 

When the researcher was familiar enough with the tapes and text, it was decided to begin 

scrutinising the text in detail and begin to identify a thematic framework. This was 

undertaken using a colour-coding system as a form of indexing. In each focus group 

themes were identified and traced by marking the conversation with the same colour 

throughout the body of the text. This was a very efficient means of scrutinising the textý 

as it was easy to make connections and offer up specifics in support of common themes. 
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Overall the initial run at this work took between six and nine months. It was then 

necessary to design the research method for Phase 2 and it was important to take into 

account the early information that had been gleaned from the focus group. 

Phase 2 

This phase began by collecting a small questionnaire completed by each of the 

participants. This questionnaire was designed to provide statistical data on the make up 

of the households, helping the research present a better picture of the research area. This 

information was of value in attempting to visualise the daily life of the participants in 

both parishes. 

When the diaries were collected informal focus groups were conducted with participants 

that decided to attend that evening. Tapes from these focus groups were transcribed as in 

Phase I and put into hard copy. They were then analysed in tandem with the diary 

material as these discussions were primarily about the participants experiences when they 

were completing the diaries. The diaries were also examined in detail to try and ascertain 

the nuances between family members when making certain journeys. They were also 

scrutinised to try and uncover what the reaction was when a specific message appeal was 

opened in front of all the family members. As previously explained, the diary instrument 

comes with limitations on how much information can be assembled from given 

situations. As they are self-reporting one is restricted to the information that the 

participants are prepared to provide. No other controls are possible. 

Once this materialwas exhaustively examined the results of the diary panel material were 

manually cross-checked with the data acquired from the focus groups. It was at this time 

that the author began to chart out and map the story lines that existed between the focus 

groups and the diaries. This was also an important step as it provided the researcher with 

the opportunity to look at what somebody may have said in the focus group and see then 

how they may have acted in the diary panel. 

On an ongoing basis for the past two years this material has been revisited time and time 

again. Whether it was to check a name or whether to conf inn another link in the notes, 
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the availability of such a rich amount of research data has made this thesis an interesting 

work to complete. 

4.6 Summary 

In summary the research methodology selected for this work, as with every piece of 
research, is open to question. Withstanding elements of doubt nagging at the back of the 

researcher's mind, the methodology was formatted and adopted for the field. As Dey 
( 1993) states: 

'Data are not 'out there'waiting to be collected, like so many rubbish bags on the 

pavement. For a start, they have to be noticed by the researcher and treated as 
datafor the purposes of his or her research. 'Collecting'data always involves 

selecting data, and the techniques of data collection and transcription (through 

notes, tapes, recordings or whatever) will affect whatfinally constitutes 'datafor 

the purposes of research' (p. 15). 

It was with this in mind that the two-phase approach was adopted with the consideration 
that it would offer the best results. Now it was time for the researcher to take the 

methodology to the participants, exploring all avenues for data that would assist in better 

understanding the issues of transport behaviour. 
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CHAPTER 5 

PUBLIC PERCEPTIONS AND ATTITUDES: 

PHASE 1: FOCUS GROUPS 

5.0 Introduction 

What are the everyday issues that confront people when undertaking journeys and how 

do these issues relate to problems of traffic congestion and pollution? Also how do 

people perceive such problems in relation to their everyday lives? For instance do they 

associate travel behaviour with any factors that help to cause such problems? And finally 

do people view their individual travel behaviour as contributing to the problems? 17hese 

arejust a few of the questions considered in this chapter. The focus group data is 

scrutinised in order to help position these issues within the cognitive framework of the 
individual and that of the community inside which he or she resides. 

5.1 The Participants and the Parishes 

Before these issues are reviewed it is appropriate to summarise the degree of attachment 

participants felt for their respective parish, or the lack of it, as the case may be. This is 

important because throughout the discussions there seemed to be in place a very strong 
bond between the participants, as residents, and their respective parishes. Such insights 

can enable the reader obtain a better picture of the research setting where the participants 
lived and travelled in and out of as part of their daily lives. 

Throughout the discussions the participants disclosed many examples of fondness for the 

parish and the surrounding locality. This topic was initially prompted because of the 

opening question that the moderator posed to each individual in the focus groups. The 

purpose of this question was to allow the participants to settle in easily to the 

surroundings of the group discussion. 

The question stated: 
115 



Moderator: Could we begin the discussions by asking everyone to tell us one good 

and one bad thing about living inyourparish? 

The responses offered in reply to this question were very complimentary of both parishes 

and included: 

Oladys (F65/h): Countryside andscenery, walks. Pleasant area Nothing really 
bad. 

Lud th (F60/gx): Very happy to live in Gerrards Cross. Very convenient and no L 

major complaint at the moment. 
Katherine (F35/gx): Good things are a lot ofgreen spaces and trees. 

Dawn (F3 7/h): Lots ofgood things about it. Nearness to open space, easy to 

reach country or other towns. 
Caroline (F I 6/gx): Area is very nice to live in and get to know people in the area 

through lots of activities. 

It is obvious that the participants enjoyed living in this location and yet it was unexpected 

to receive such a small amount of negative feedback about the area. Some of the 

participants went so far as to express sorrow for those outsiders whom they believed 

could not afford to purchase a property in the area. Nonetheless it was noticeable that the 

older participants expressed a greater degree of fondness for the area. 

The younger participants, those mainly in the 14 to 25 year old age range, voiced a desire 

to socialise outside the parish or, in some cases, to move away from the area altogether. 
Some of the these comments included: 

Rachael (F I 6/h): Myftiends do not come here (Hedgerley) as halfofthem do not 

know this place exists. 
Eiles (M26/h): Best and worst thing about it is being a small village, very 

intimate, but all myfriends and myselfhave itchyftelfor the bright lights. Even 

though they have all travelled away they promise to return. 
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The area, Hedgerley in particular, is too quiet as it has no social life for them. It is also 
too cut off from the nearby locations that have any kind of nightlife. Families with 
children, the middle aged and the elderly, roughly classified from 26 to 75 years of age, 
hold the opposite view. They were extremely happy and content to live in the parish and 
expressed no desire to move whatsoever. They commented as follows: 

Jim (M75/h): Lovely village (Hedgerley) and even though I was brought up as a 
Scot I would not go back to Scotland' 
LiLndg (F4 I Ah): Lovely place to live, see rahbitsl 

Overall the participants confirmed that both parishes were considered good locations to 

reside in. No serious problems were raised with either parish and many of the 

participants genuinely struggled to recount anything that they disliked about the area. 
The author of this work was struck by the level of commitment to the area as expressed 
by the participants during visits to the parishes. However this feeling may only exist 

among the small number of people participating in the research and it may not be the 

view held by the majority of the people living in the parishes. 

5.2 An Investigation of the Topics 

Once the opening question had been posed the focus group discussions proceeded in a 

semi-structured fashion. The discussions lasted between ninety minutes and one hundred 

and twenty minutes each and the participants were encouraged to discuss whatever topic 

they thought appropriate to the theme of the research. Each of the parishes raised topics 

specific to their locality and while clear differences arose among the participants, there 

were also a number of issues on which there was considerable consensus. These areas of 
disagreement and consensus are of primary importance to the research. 

5. ZI Public Transport. 

Even though public transport was not widely adopted by the participants the topic still 

generated a great deal of interest during the group discussions. An early point that 
became evident in the discussions was the different uses that participants made of the bus 
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and train service. The bus service was primarily used for short local trips and, in many 

cases, such trips were to the local train stations at Gerrards Cross and Slough. The train 

service meanwhile was identified more as an intermediary or long haul mode of transport 

with the most frequent destination mentioned by participants being London. Gerrards 
Cross participants have immediate access to both the bus and train service, i. e. they are 
within walking distance for all concerned. Whereas the bus service is the only form of 
pubic transport that services the residents of Hedgerley. 

Many of the participants regarded public transport as a public facility and as a result 

considered that the service should be easily available to the public at a cost deemed 

reasonable. They put forward in the discussions that this was no longer the case and that 

the present situation had left them somewhat isolated in their communities and unable to 

travel freely without access to private transport. 

In the discussions it was primarily the bus services that came in for heavy criticism. The 

train service did not receive significant airtime and this may be because the majority of 

the participants only made occasionally use of the train service and that was normally 
into London. 

One of the first stories to stand out when reviewing the transcripts is recounted by John 

when he describes his family's efforts to utilise the bus service for an everydayjourney 

and he recalls: 

John (M59/gx): My experience ofbuses. "en my daughter took her A levels I 

was determined not to get her a car and that she should use public transport 

because ifyou don't use it, it will die out. We live quite close to a bus stop and 

she works in the Bank. Each morning she would catch the bus to the BanL Iffhe 

bus driverfelt like turning up, he would, if not, he would come upfrom Chatfont 

St. Peter round the top here and down missing out Gerrards Cross completely 
because he was late. This is a young girl in herfirstjob relying on the bus and 

wanting to make an impression and do the right thing. Eventually I wasforced to 
buy her a car because ofthe buses being unreliable. That was my only experience 
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with buses. I don't use them nor do I agree with cars. I walk Afler sir weeks she 
either got the sack or bought the car. 

This event covers many of the issues raised regarding the bus service. Perhaps one of the 
most important is the issue associated with timetabling and whether the buses would 
either run to the scheduled timetable or even run at all. This was the issue that received 
the most commentary when discussing the bus service and it seemed to discourage many 
of the participants from using the service as a result. Another participant seems to go 
further with his criticism: 

John L (M651h) 'Not being hypocritical hut Ido lovepublic transport andIwould 
love to have a bus service that you could rely on Ifl knew at half-past-tem at 
whatever bus stop, that I could stand and get on a bus I would do so. It amazes 
me, I am not dependent on buses, butfor those who are with those little timetables 
I don't know how they manage. People who run bus services must need their 
headsexamining. Yhey do everything to discourage people being able to use a 
bus, partly because they do not run the buses on time. Ifthey have a big glass 
board on a bus stop but taking up about that space of the board (identifying a 

small space) is a little timetable with such smallprint that even with my glasses 

on Icannot read it. And not only is it in such smallprint but it is so difficult to 
interpret. Why don't they have on hus stops: husesfrom here go to x, y, andz in 

great higprint every so often. 

This description of the problems experienced at the bus stop was not unusual in the 
discussions. However the participants still expresses a willingness to use the service if 

only it could be enhanced to guarantee a better service than what is presently available. 
One clear consequence of this lack of reliability is the mention of the Tracy Trust bus 

service. This is a private bus arrangement that was set up by a legacy from the Tracy 

family to Hedgerley Village. It is charged with providing a weekly transport for senior 

citizens to and from the village. Presently the Tracy Trust arranges for two buses a week 
to depart Hedgerley on a Tuesday and Friday at I 0.00am. The buses normally travel to 
Slough but on alternative Fridays travel to Uxbridge. They allow passengers up to three 
hours shopping on each trip. While this type of arrangement is enjoyed by the senior 
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citizens it must in some way undermine the number of passengers travelling on the public 
bus service. It would be only reasonable to therefore assume that this private service 

could affect the profitability of the public service provided by the bus company. 

The younger participants, those under 17 years of age and not eligible to drive, tended to 

criticise the Bus Companies inability to comply with the timetable as well and this was 

supported by many of the other participants. It was common they said for the 

management of the bus companies, or the drivers themselves, to remove scheduled buses 

from the timetable without any prior warning. Such actions taking without due 

consideration for the passengers can only lead to further decline of the services due to 
diminishing demand. 

It was also noticeable in the discussions how unaware participants were of the routes on 

offer from the local bus service. Aligned to this some of the participants seemed to have 

difficulty understanding how they could make use of the bus as a mode of travel. A case 
in point is the comment made by Beryl who, while she admits she does not use public 
transport, is of the opinion that there should be a better bus service. However, even if 

there was a better service, she is unsure whether she would make use of it. Her 

comments went as follows: 

Beal (F60/h): I think I would like a better bus service but I am not convinced that 
I would use it. But I think the theory is there should be a better bus service. It is 

not reliable it is expensive. 
ýjiýles (M26/h): Infrequent is a good wordfor it. 

Moderator: Is that service to Slough? 

Ber I es. Ithinkthatisthe irstplacetogosoyoucangetiotheiraim yL(F60/h): Yo 

Beryl seems to be somewhat confused. She believes there should be a better b6s service 

than the one that is presently provided. However she then stumbles and qualifies the 

remark by confirming 'but I am not convinced that I would use it. An assumption could 
be drawn from this that no matter how good the bus service becomes there is no 

guarantee that the private transport user will automatically consider switching to forms of 

public transport. 
120 



If this assumption is taken ftirther then the onus will always be directly on the bus 

companies to improve their standard of service in the face of criticism from members of 
the public. However these same members of the public, as represented by the 

participants, readily admit that no matter how good the bus service becomes, they still 
have the right to continue using private transport. Is the poor quality of the public 

transport system the real reason for non-use? Or could it be that private transport is the 

only choice they are prepared to consider but have difficulty in admitting it. There is a 

sense of doubt with Beryl's argument that she is ever likely to adopt public transport over 

that of her existing private transport arrangements, regardless of how much the bus 

service is improved. 

Malcolm, who does not drive and only uses public transport, summarises this lack of 
familiarity very well and his comments go as follows: 

Malcolm (M45/gx): Getting roundLondon is generallypretty easy. Places like 

Harrow are pretty grim. Ruralpublic transport here (in Gerrards Cross) is not 

good It possibly is less bad than one actually thinks. The trouble is inasense 

that car drivers and non-car users, I suspect bod; tend to ignore buses. For 

example ifI were to go to Bletchley I would naturally go through London by rail 

whereas it is possible to get to Bletchleyfrom hereby bus. But it would not occur 

to me to even check the timetablefor that because it is much easier to do it by 

rail. So that one ignores thefact that the bus service is less bad than itfirst 

appears. Having said that it is still not good andparticularly bad in the evenings. 
It must be really badforyoungerpeople. 

Malcolm states clearly that the choice of the bus service is not positively placed in the 

decision framework of individuals' when choosing a mode of transport. In the example 

quoted above Malcolm, a seasoned public transport user, does not even consider the bus 

for the journey to Bletchley (from Gerrards Cross). His modal choice for the journey was 

to adopt the train service primarily because of his knowledge of the services available. 

The train was considered preferable even though the bus service may have taken a more 

direct route and may have been possibly cheaper. ý, However Malcolm is unaware of the 
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bus schedules and seems somewhat confused of where he could locate this information 

easily. It would also be fair to surmise that if Malcolm were a car owner then it is most 
likely that the car would have been his selected mode of transport for the journey to 

Bletchlcy. 

But Malcolm pinpoints the core of the issue when he states, Tpossibly is less bad than 

one actually thinks. He reinforces this with 'So that one ignores thefact that the bus 

service is less badthan itfirst appears. What exactly does he mean by this? Is he 

saying that the bus service is a much better service than we are led to believe? What 

Malcolm seems to be emphasising here is that the bus service, whilst recognising it has 

problems, still does provide a daily service to thousands of commuters across the UK. 

Nonetheless it is difficult to explain in this research how such a poor perception of public 
transport was constructed among the participants. The focus group discussions presented 

numerous examples however of the bus service being criticised by everyday users. 

It was interesting to note how these views were reinforced by participants who did not 

possess first hand information about the service, i. e. their comments were based on past 

experiences or on second hand information such as accounts from other people who use 

public transport. How much emphasis should be given over to such views in the 

research? Are they of any more value than those direct accounts presented by seasoned 

public transport users? It must be assumed that these views are important, as it is not 

possible to discriminate between people's thoughts on public transport based on how 

recently they undertook ajourney on the service. Their impressions could be well 
founded and be of further value when analysing the data. 

Second hand criticisms of the bus service were observed emanating from a small number 

of the participants in the focus groups and whilst they expressed strong views regarding 

the bus service they could provide little, if any, direct experience of using it. 

Nevertheless the criticisms were presented in such a forceful manner that the moderator 

understood the impressions were based on occasional use of the service. This was not 

necessarily the case. 

An example is provided during a discussion of the cost of the bus service: 
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aavid (M63/h): What does it cost to getftom here to Slough? 

Jim (M75/h): Z2.15 I think it is, single. 
Lýinda (F4 I /h): My goodness. 
Mark (M I 7/h): E4.30 return andyou cannot get a return ticket. 
Jim (M75/h): Yes, you cannot get a return. 
Mark (M 17/h): I have to catch the 8.00am bus to Sloughfor College and they 

won't let me get a return ticket. That isf4.30 a day there and back Ithinkthat 

is wrong 
Moderator. Can I ask what is the travelling time to Slough? 

Jim (M75/h): About 20 to 25 minutes travelling time but only about 5 to 6 miles 

away. 

Mark, a 17-year-old student, who uses the service on a daily basis to get to college, 

provides the detail of the cost for the bus journey from Hedgerley to Slough. He also 

confirms the fact that you cannot purchase a return ticket on this route and is obviously 

very knowledgeable about the bus service. However none of the other participants are 

aware of the bus fare for the journey so it is reasonable to assume that they do not use the 

route or the service with any degree of regularity. Jim, an outspoken critic of the bus 

service throughout the discussions, when asked about the fare is indecisive and states a 
fare with uncertainty. The research noticed how hesitant Jim was in providing this 

answer which was unusual. Up to this point Jim has come across as very informed and 
knowledgeable of the problems with the bus service. 

ShortlY after the above comments were made Jim, in describing what is good and bad 

about the area, goes on to direct very sharp criticisms at the bus companies: 

Jim (M75/h): I know there is difliculty between 'bottom'and 'top'(referring to 

the bottom and top ofthe village) but unfortunately the bus companies rule the 

roost. I mean London Country came out here which they had no right to come out 
here as theyput all the little buses offthe road which used to run between 

Burnham and Slough and suchlike. Then London Country buses sold out to this 
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so-called Beeline and all the others lines and they'vejust made codnvallop ofthe 
whole set up. Aeyjust take things off. 
The sixties and over age group are veryfortunate because through the Tracy 
Thist we have two buses a week (Tuesday and Friday) to Sloughfor the 

pensioners. But that does not help ouryoungfriends really who haven't got a car 
and have got to try and use public transport, which I think is pretty dreadful. 
Aere has never been oneforyears now on a Sunday and there is none out on a 
Sunday. And the last bus into the village is at 7pm at night. Ae bus service is 

one of1he big headaches. But it will never improve and infact I think it will go 
the other way myself, personally. I think they will getfewer as theyfeel you 
know, justified in running them. 7hatisthewayitgoes. 

Jim's criticisms seem to stem from when the buses were privatised. Local bus services 

were deregulated in October 1986 with the aim of promoting competition. One effect of 
the changes in ownership was that funding for 'cheap fares' policies pursued in some 

areas was no longer available, as most services were provided on a purely commercial 
basis after deregulation. It is conspicuous from Jim's comments that he begins his 

criticisms with 'the bus companies rule the roost. 

This could be interpreted as direct criticisms of the control private bus companies have 

over the services they now provide. The participants were of the opinion that the 

privatised bus companies placed too much emphasis on the number of passengers 
travelling on each route in order tojustify the continued operation of these routes. They 

suggested that previous bus operators, dating back to the 1970's and early 1980's when 
the buses were publicly owned, divided the priority more equally between the social 

responsibility of providing a transport service and that of making a reasonable return as 
defined by the government of the day. The participants were of the opinion that this 

priority had shifted significantly towards profitability since privatisation had taken place. 

Jim does go on to briefly mention how 'London Country sold out to this so-called Beeline 

and all the other lines and they havejust made a codnvallop of1he whole set up. He 

clearly disagrees with the way the bus companies operate the service into Iledgerley. 
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Katherine from Gerrards Cross, who briefly mentions the issue, supports this particular 

view by stating: 

Katherine (F35/gx): Public transport has diminished Since deregulation ofhUses 
I think it has diminished quite a lot. 1% 

Nonetheless Jim's criticisms do not seem to be associated with recent experiences 

acquired from utilising the buses and he admits that he uses mostly private transport. It is 

acknowledged from data already gathered that the majority of participants have access to 

private transport and adopt it as their primary, in some cases as their sole, modc of 
transport. However the criticisms levelled at the bus service throughout the discussions 

were very strong indeed. 

And yet it is not possible from the research data to present any detailed information on 
how these negative impressions of public transport came to be formed. It would have 

benefited the research overall if these particular attitudes or impressions could have been 

analysed in greater depth to help understand further the issues at play. But an 

understanding of their existence is critical as these impressions can be assumed to be 

deeply embedded in the cognitive framework of the individuals concerned. As a 

consequence they may not be easily influencedpr modified. 

5. Z2 Security and the Formation of Insecurities 

Participants also identified security as a key determinant when considering public 
transport as a mode of travel. In many cases this concern for safety was mentioned in 

regard to other members of their immediate families, mostly females or children, who 

occasionally use public transport. However these expressions of concern had nothing to 

do with the direct use of the public transport itself. They were directed more at the 

potential for such incidents to occur while waiting at bus stops or, for example, during a 

walk home in the evening from the train station. At no point did the narrative refer in any 

way to dangers associated when actually travelling on public transport itselE 
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One of the first examples on this topic in the discussions was with reference to the sense 
of security around children and schools. 

Nan (F64/gx): Yes I think security is an issue as withyoungsterstodayyoulhink 
twice before letting them walk to school with the things you hear happening. 
Jonathan: (M35/gx) Absolutely. nen I went to Gayhurst School there was a 
footpath goes along the cutting by the main road and the boys used that morning 
andafternoon. Now that would be regarded as extremely dangerous because you 
don't know who is down there and there is nowhere to rum It is like walking 
down a road and being able to knock on someone's house and say that someone is 
following me. 

The concern about security is raised and the element of fear is amplifled 'with the things 

you hear happening. This is expanded upon when it is described how the school is 

situated near the main road where 'you don't know who is down there and there is 

nowhere to run. This language can only instil fear and as a parent you are loathe to 
ignore such hidden warnings for the safety of your children. 

Many of the comments made by female participants displayed a sense of vulnerability 

when they travelled alone and feared for their personal safety. Some examples were 

provided: 

judith (F60/gx): Asfor the security issue that ofcourse changes. IndeedIhave 

walked along Marsham Way in the middle of the dayfor a pint of milk and I 
haven't seen a soulfrom leaving my house. It takes 12 minutes to walk into the 

centre andI haven't seen a soul on the way back Frankly ifthere had been any 

problem I would have been isolated 

Rosie (F I 4/gx): With our age group there have been rapes on Marsham Way. I 

think that shook the people who lived around here. They couldn't believe it. 

Gerrards Cross would have been the lastplace they thought this could happen. 

So suddenly the idea ofgoing to the cinema in the evening stopped and we went to 
the afternoon performance instead because ofthe walk home in the daylight. 
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These two examples illustrate the concerns of female participants when walking to the 

village in daylight hours and yet have no direct connection with issues of public 
transport. Nonetheless such stories instil a degree of fear and can as a consequence 
reinforce the necessity for private transport as one means of providing security when 
travelling on short local journeys. 

Later on in the discussions Judith provides us with a glimpse of why she expressed 

concern about shopping for a pint of milk in daylight hours by stating: 

Ludith (F60/gx): There is a securitypoint especially in the evenings when things 

aregettingdark When our daughter way living at home 15 years ago she was 

attacked walking home in the twilight. 7hat of course is one of the dilemmas 

because of the nature of the housing, there is usually a very longfront garden, 
houses are a long way apart, street lighting is relativelypoor. Neither my 
husband nor myset(now would contemplate walking homefrom the station in the 

evenings. 7he morning isfine but not later in the evening. 

It is evident that this experience has made both Judith and her husband more aware of 

their personal security and wary of walking anywhere after sunset. The anonymity of the 

'attacker' is maintained as we are not told if anybody was caught for these offences. We 

are left thinking that the person who committed these crimes is 'out there' and is still a 
danger to the public. 

Desmond, in recounting another incident, expanded on this topic by identifying the type 

of individual who may be responsible for such attacks. Ile states: 

Desmond (M65/gx): We chose Gerrards Cross because at that lime I was 

travelling a lot and the access to Heathrow and London with theftequent train 

service and only 25 minutes to West End by car in eveningfor the theatre. As was 

said before cycling on the common is popular and I do it regularly. But I see 

where a man of 60 years was mugged on the common last week and had his wallet 
taken by some youths. Ihere is always a number ofyouths on the common in the 
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evening. Probablyfor the youngpeople Gerrards Cross lacks an activity club. 
Entertainmentforyoung people here is lacking. 

He makes a connection between the mugging incident and 'wallet taken by some youths. 
He offers no explanation of his description of the assailants as 'someyouths'. What age 
were they? How were they dressed? We can only assume from his comments that the 
mugging was committed by 'some youths. But Desmond goes further by stating 
immediately that 'there is always a number ofyouths on the common in the evening. 
Now it is possible to believe that any youth on the common could be the attacker. 
Desmond goes even further by continuing 'Probablyfor the young people Gerrards 
Cross lacks an activity club. The 'youths' suddenly have become 'youngpeople' and 
the assumption is that they are from Gerrards Cross as they are lacking an activity club. 
The anonymity of the attacker is still in place. Therefore it would be unwise not to 

contemplate any young person on the Common as a potential assailant at any time of the 
day. 

The generation of fear or the creation of insecurity can also be connected with the 

comments previously made by Gemma when she stated '---there have been rapes on 
Marsham Way'. The research was informed of one such attack in the past but it was 
implied that more might followjudging from the fact that the assailant was not 

apprehended. 

Monitoring the theme of security is very important as it has a strong bearing on the way 

people consider various modes of transport. The narrative above provides examples of 
how people can construct insecurities. Thereafter vulnerable situations can be created in 

their own minds. Once these insecurities have been constructed people are deemed 

negligent if they do not follow a course of action that enables them to avoid the 

consequences. Jonathan qualifies this by stating: 

Jonathan (M35/gx): All sorts of things are different on a broader scale. The 

aspect ofsecurityandfear of strangers while in the 60'syou would be out 

walking on the Common withfriends. Nofear ofanyone attackingyou on the 
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Common. Coming home everyone had his or her backdoors unlocked andyou 

could walk into somebody's house. Now that simply would never happen. 

It is in the face of these insecurities, for both individuals and for members of their 

respective families, that participants began to introduce words such as "artificial bubble", 

"isolation", "insular"and "capsule". all of which could be constructed as denoting some 
form of retrenchment into smaller groups. Some of the participants are of the opinion 
that, due to a rise in the numbers of insecurities or threats, more families are retreating 
into their own space as they have better control of their surroundings. It is implied that 

an integral component required to enable this lifestyle flourish is the availability of 

private transport as the normal everyday mode of transport. A shift is identified in the 

positioning of the family and the car is confirmed as the adaptable artefact that facilitates 

this evolving lifestyle. What exactly does this mean? One interpretation could be that 

the motor car has become an everyday 'appliance' that is enabling families to retreat 

more into their own space and yet, at same time, enabling the household to venture out to 

fulfil specific needs whenever required. The school run could be construed as an 

example of this as participants view it as quite recent in origin. 

Malcolm develops this point most succinctly in quite a long extract from the discussions: 

Nan (F604/gx): What worries me is going by car all the time, these children who 
don't have any exercise at all. Those who don't go to aerobics or runaround the 
footballpitch. Yhey are going to be very unfit. 
Malcolm (M45/gx): It is part ofa general tendency, which has been going onfor 

some time, where people live in a sort of, it isn't, I mean it is real but people have 

seen it in the pastas being an artificial bubble throughout. Whichisoneofthe 

reasons why town and shopping streets and whatever generally look much tattier 

than they did in photographs ofsay about 1900. Because people actually have 

much better lives but the better lives are in safe, encapsulatedplaces which they 

control, their homes, their cars, where they gofor sport or whatever. 
And everything else, what we actually seefrom out ofthe window ofthe car or the 

train or the bus or whatever, actually becomes increasingly seedier and more 
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unpleasant in appearance and consequently morefrightening, Andpeople then 

stop using it even more and become even more encapsulated 
nether that's actually a bad thing, other than pollution effects on people, is I 

mean I think it is a bad thing aesthetically and I don't drive either and it is a bad 

thing in the sense that i(public transport declines it is badfor me. But in 

practical terms itprobably makes life nicerfor mostpeople. Welendtoseethe 

pastas being nicer as it looks nicer in pictures. Butperhaps it was always 
invariably much worse. And being carried in a car, to someone, may seem anti- 
social and abnormal to us ifwe think ofthe way people lived in the past but it is 

probably, actually more pleasant than the way everything was, say, in the 1950s. 
John (M59/gx): Pleasantfor whom, pleasantfor the individual orfor society as a 
whole? 
Malcolm (M45gx): Pleasantfor the individuals andpossibly, I am arguing 

against myself here as I am not sure I believe this, possibly a less dangerous 

society than we think I mean a lot of things that we would assume will happen, 

like more traffic leads to more accidents, infact isn't necessarily the case. Much 

more people were killed by those cars in the 1930s than are now and there were 
fewer cars then and they drove at much greater speeds. Now cars move relatively 

slower and are much safer. 7he trouble is it causes pollution and marginalises 
the people who don't drive and it is hideously unaesthetic. It creates ugly towns 

and even ugly countyyside. nether, in practical terms, it is worse than what 
looked nicer but actually had higherfatalities. 

Katherine: (F35/gx) I think it badfor society now because we arejust isolating 

and we are encouraged to be in these littlejamilies isolated awayfrom people. 
We don't interact with the larger members ofsociety. 
hLalcolm (M45/gx): Butyou werejust saying thatyou do interact because ofcars 

andthings. I agree with you but I thinkpossibly that is a perception comingfrom 

a certain generatioiL 
Katherine (F35/gx): Thankyou. 

John: (M5 9/gx) I think Gerrards Cross is a particular difficult example because 

there isso, much affluence here. I have lived herefor 20years and 2 months andI 
have worked in Woburn Green which is not a million miles away and which is a 

much poorer area I have been therefor six months and I know more people in 
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Woburn Green in six months than I know here. Most ofthese people have been 

here and I know some ofthefaces but most ofyou I don't know. Idotakepartin 

things in Gerrards Cross. In Woburn Greenpeople do tendto walkandtake the 
buses. When you walk around Woburn Green they will talk to you. Yheydon't 

talk to you because they know you but because that is the way they are. Ifyou 

walk around Gerrards Cross most people won I talk to you because they are used 
to this car mentality and they are used to getting into their insular little capsules 

and go ingfrom place to place. 

Malcolm introduces this segment nicely and develops a difficult theme very articulately. 
lie proposes that while looking out from this artificial bubble one can surmise 'in 

practical terms itprobably makes life nicerfor mostpeople'not having to interface with 

those parts of life that you don't trust or have faith in. He suggests it is at this moment in 

time that you peer through the windows of whatever mode of transport is carrying you to 

view the scene in the distance. A greater sense of security is achieved by travelling in 

this 'artificial bubble'. 

Taking this situation to the extremes, this scene could be depicted as one driving through 

Gerrards Cross and looking out to see 'youths hanging around on the Common' and the 

feeling of security associated with sitting in this 'artificial bubble' known as the car. Or 

could this symbolism be applied even further by the parent participating in the school run 

with the child neatly wrapped up in the back seat of a Sport Utility Vehicle (SUV) 

looking out of the window. 

John interrupts and asks a very pertinent question about whether this view, as seen from 

the bubble, is more pleasant for the individual or for society at large. Malcolm struggles 

to give a definite answer but eventually seems to side with the individual gaining more 

comfort than the surrounding society. In other words, whilst the family unit may be 

happier and feeling more secure in leading a more encapsulated lifestyle, society may 

become unhealthy and suffer as a result. Katherine rebuts this notion of comfort for the 

individual and the household and claims that it is bad for society if these 'littlefamilies 

isolated awayjrom people'are allowed to flourish without 'interact (Ing) with the larger 

members ofsocieiy'. 
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John brings this segment to an end by drawing on a direct experience. When he worked 
in Woburn Green he claimed people in the village would 'talk to you' and they tended 'to 

walk and take the bus'. Whereas he is of the opinion that living in Gerrards Cross 'most 

people won't talk to you because they are used to this car mentality and they are used to 
getting into their insular little capsules andgoingfrom place to place. Johnisvery 

critical throughout the discussion of what he sees as the excessive affluence evident in 
Gerrards Cross and is trying to provide supporting evidence for the notion that insularity 

of the family from the wider society does also occur in Gerrards Cross. How this form of 
isolation can be determined is not clearly evident in the research. John though adopts his 

own criteria by recounting how he has lived 'here (Gerrards Cross)for over 20years' 

and yet there are a lot of people he does not know even though he does 'take part in 

things in Gerrards Cross. He rests his case by looking around the room at his fellow 

participants and admitting 'Iknow some ofthefaces (here) but most ofyou I don't know' 

He finds this unacceptable having lived in Gerrards Cross for such a long period and 

offers this example as conclusive evidence to confirm his point. 

The issue of security was raised in another context during the discussions regarding the 
long-term nature of environmental concerns. One of the participants likened the 

environmental problems to the view of a cliff edge in the distance and introduced it as 
follows: 

John L (M65/h): I am always a pessimist but Ifeel it is okay at the moment. We 

are okay here butprojecting it 10 or 20 years ahead, we are going to reach an 

untenable and impossible situation. It is like being a milefrom the cliff edge, 

walking towards it. You have no worries. Maybe a quarter of a mile, no worries 
but as you go on getting neareryou have to alter course. I don't know howfar we 

arefrom the cliff edge hut we are going to go over it unless we do something. 

This segment is interesting for a number of reasons. Firstly many of the participants in 

the group agreed with this analogy and therefore, by implication, are accepting in some 

way, that environmental problems lie ahead which could have serious consequences. 
Secondly it is disclosed that there is no grasp whatsoever of how far into the future such 
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problems may occur. Nonetheless the participants seem somewhat convinced that such 

problems will not occur during their lifetime. 

Later on the cliff edge is revisited and the journey to its edge is contrasted with the 

passing on of different generations. In other words the desired change in behaviour is so 

pronounced that many consider it to be up to the next generation to enact the change. 
Thejourney towards the cliff edge will then be slowed down dramatically. 

However John L throws out this thought when he states: I think the culture change is 

more difficult andyou were saying it would have to be triggered by the visible 

appearance of the cliff. I don't think this is enough I think we would happily walkover 

the cliff. He believes it will take much more than simply waiting for the next generation 
to be born before the appropriate course of action will be taken. He considers the 

upcoming generations will be as demanding for access to private transport and it is too 

simplistic an approach to assume any differently. Nobody in the group comes up with a 

solution as they all agree the cliff edge gets nearer and nearer. 

S. Z3 Class Structure and Mode of Transport 

Malcolm introduces the consideration of class and suggests that this may influence the 

decision process when selecting a mode of transport. He considers that the insularity of 

the family could be closely linked to the emergence of a greater numbers of families 

striving to become middle-class. In this research Gerrards Cross is viewed as middle to 

upper-class and Hedgerley as middle-class from the composition of households living in 

the two parishes. The major factor that Malcolm puts forward for this growth in the 

middle-classes is the breakdown in existence of the local community structure. As Pat 

pitches in 'To a certain extent there is a level ofcommunity that is missing and that was 

there thirty years ago. I think there is less sense of community than when Ifirst came 

here but it is latent. 

Malcolm continues that the car allows people to travel ftirther and to visit people they 

would not have been able to visit easily years ago. Whilst he does not get the opportunity 
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to expand upon his comments further he does stress that the car is only one of the factors 

associated with the growth of the middle-classes. His comments go as follows: 

Malcolm (M45/gx): One might argue that although the cars exacerbate the 

problems associated with becoming more insular, it is actually true to say that 

that is part of the process of becoming middle-class. AndpeopleinGerrards 

Cross naturally are or have become middle-class and generally people in the 

country are becomingprogressively more middle-class. It is noijust because of 

cars although that may well be part of it. It is also because middle-class people 
do not usually belong to communities. Usually theirftiends are those met at 
University or work with and comefrom a wide area Andso they tend to meet 

people atfocalpoints. 
In a sense, in a much larger way, middle-class people are rather like veryyoung 

people in Gerrards Cross now whosefriends wouldcomeftom ayoungpersons 

perspective quite a long way away. And they would meet specially rather than a 

working class terraced community in 1890s where people actually walked round 

to each other next door or constantly met at the shops. 

Desmond stretches this argument fluther about the bus service as he contemplates the 

idea that there may be a subtle connection between the social structure of a household 

and the various modes of travel that the household chooses to adopt. He claims that the 

bus has a social stigma attached to it that would cause certain people not to use it in any 

circumstance. The narrative goes as follows: 

Desmond (M65/gx): 7here is a social aspect to it, as wellyou know. The train is 

accepted to be something that a businessman will travel on. Butabusisnot! 

Socialpressure, yes. I have used the buses as a matter offact and as Christine 

says you have got to look at the timing. I was doing an evening course in 

Amersham but I looked at the timing and was able to do it on the bus. Sometimes 

i(I was go ing to Slo ugh, or something like that yo u know, I wo uld walk up here to 

Packhorse i(I were getting the trainftom Slough to Reading. It is a matter of 

timing. There is the element ofconvenience as you have a certain amount of 

wailingtime. Instead ofa car where you leave 5 minutes late and get there nearly 
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on time. I think there is a social aspect to it and I don't know whether other 

people would agree with that but the bus is very much down market. 
AGREEMENT BY THE GROUP OF PARTICIPANTS 
5h!; ýflq (F57/gx): Here, yes but not in London. 

Desmond (M65/gx): Yes not in London, I agree. 
aheila (F57/gx): Why should we dislike getting on the bus here. I never use a bus 
here, but I use the train all the time. But I use buses in London without thinking. 
Lujilth (F60/gx): It is not so much that it is down market it is simply that it is a 
very poor service. 

Desmond clearly puts it to the group that the bus service, as a mode of transport, is down 

market. It is discernible on the audio tape that, whilst there is agreement with the 

statement, the response is slow in coming. This could be interpreted as reluctance on 
behalf of the participants to admit having such an opinion in a public forum. 

Sheila follows this with a very interesting point. Why are people willing to catch a bus in 

London without a thought yet will shun doing so in Gerrards Cross? She posits that there 
is anonymity with whatever mode of transport you select in London and so one would be 

unconcerned with choosing a bus. However Gerrards Cross is small in comparison 

without the same feeling of anonymity and, based on Desmond's point, being recognised 

could deter local people from using the local bus service. The question is left 

unanswered by the group but it could be viewed as adding weight to Desmond's 

contention that certain modes of transport carry with them a social stigma. Judith 

nevertheless interjects because she believes that the bus service is not used, as it is simply 

not good enough. She objects that it has anything to do with social compliance and, upon 

reflection, she supports the view that if the bus service were improved there would be a 

corresponding increase in the number of Gerrards Cross residents making use of the 

service. 

S. Z4 Congestion 

The issue of congestion was raised without any sense of urgency. In fact Hedgcrley 

village is 'congestionfiree'judging from the comments of the group with one participant 
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going so far as to state '---we don't know what traffic congestion is really. Ifwe see a 

queue offive (cars) we think it is awful'. 

The congestion issue was raised also in the Gerrards Cross discussion groups where there 

are six schools in the locality. Congestion was identified as being particularly evident 
between the hours of 0830 to 0930 in the morning and 1530 to 1630 in the afternoon with 
the picking up and dropping off school children. This results in local traffic problems 

and 'some ofthe roads are at a standstill because ofall the schools'. 

Two segments of narrative are provided below that clearly express the concerns of 

parents on this issue: 

SaLl ly (F43/h): Another element here and I work in a localprep school is the 

security element. Children are brought to school and collected. Youdon'tsee 

any ofthem walking or catching buses. You think ofyour own youth when you 

went to get buses everywhere. 
John T (M34/h): That is changing. 
Saffly (F43/h): Yes, it really has. Ifyou get caught in a school run at the wrong 

time it causes a lot of traffic. 
And 

Katherine (F35/gx): Traffic is more an issue because the more cars that are on the 

road, the bigger heavier lorries, the less youfeel you want to let them walk to 

school. It is a vicious circle. It is statistical safer now to be driven to school 

rather than walking except, ofcourse, for those who cannot afford or do not own 

a car. 
ai: mon (M 14/gx): "en Ifirst started school my mum used to walk me to school 
because she wouldn't drive. But when we got two cars I used to get driven to 

school. It was quicker I could getup later in the morning and also it meant you 

didn't get cold. Walking is not as attractive an option. 

These situations are contrasted with what it was like in 'your own youth' and how 

everybody then either walked or took the bus to school. Now it is deemed to be safer and 

quicker to go by car and other alternatives such as walking or cycling are not considered 
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in any depth. The narrative moves on towards discussing possible solutions to the 

problem of congestion or, at least, attempting to reduce its consequences. 

Christine describes how one of her children attends Mill Lane School and how it is 

situated in a cul-de-sac right next to a busy cut-through road used by commuter traffic. 
The school has attempted to put in place a route that vehicles with school children must 
follow in order to drop off their children safely. This requires a voluntary compliance in 

order to be successful. She explains: 

Christine (F36/gx): ne School has devised aplan where one goes along one-way, 

a bit like afiying-pa4 turn roundandpark ONLYon the side coming back-wards. 

Ifpeople park both sides no one would be able to move. It worksfairly well 

exceptforpeople who decide not to go into that road and they willpark on Mill 

Lane and certainly at schoolpicking-up time Mill Lane is completely solid And 

infact it gets to the point where no-one can get in or out ofthis school road, no- 

one can get one way or other along on Mill Lane either. 

Christine confirms that the school, of which she is a Governor, is trying very hard to 

control this issue but that ýpeqple do tend to bring their cars even ifthey live around the 

comer'. She goes on to describe how there was a recent attempt to have a walk-to-school 

week some six months ago. However on the first day a passing car knocked down a child 
from the school and, as Christine recounts, 'after that we all got back into our cars 

again'. This reaction could be interpreted in a number of ways. Parents may not view 

the school-run as just a convenient lift to school for the children but, and maybe more 
importantly, as a means of affording the children a higher degree of physical protection 
than cycling or walking. The previous discussion on SUVs could be used to reinforce 

this point even firther. However it is interesting to see how the efforts made by the 

school to organise a walk-to-school week backfired so quickly because of the injury 

caused to the pupil who got knocked down by a car. 

Katherine in the previous segment went so far to state that 'it is statistical safer now to be 

driven to school rather than walking. This comment is phrased in such a way that it 

would lead people to believe that this statistic is based on detailed research. While it is 
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not possible in the research to scrutinise the detail of this remark, it is interesting to 

consider what impact such statements can have on the parents of school going children. 
Should they now be required to take extra precautions in delivering their children to 

school? Does the security offered in the form of the car fulfil this requirement? There is 

no conclusive evidence provided in the discussions to support answers to these questions. 
However it is evident from the comments made that there has been a shift in concern over 
the past decade with regard to the safety of children when away from the parental home. 

Thejourneys children make to and from school greatly contribute to the levels of these 

concerns. 

S. ZS Noise Pollution and the Generation Gap 

The issue of noise pollution is also mentioned in the discussions and traffic on the 

motorway networks is an evident source of many concerns. The contrasting reaction to 

this issue among the participants is quite stark when broken down by the different age 

groupings. The segment below provides evidence of disquiet expressed by the majority 

of participants, those over 35 years old, and the more relaxed response to this issue by the 

younger participants. The narrative reads: 

Katherine (F35/gx): Noise is terrible now. Constant with motorways. 
Simon (M14/GX): I can't say I have noticed it. Living with it all our lives wejust 
don't notice it. 

Caroline (F I 6/gx): I can't say I notice it. 

Guy (M63/gx): There is never silence. Do you not notice it ifyou go off 

somewhere into the country? You don't even have to go veryfar, only 15 miles 

out towards Aylesbury and standstill somewhere. 
aLimon (M 14/gx): I guess it doesn't occur tome. I can hear it when people point 

itoutandsaylisten. The only thing I notice is at 10.30, the plane goingpast at 

night. That is about the only one I actually notice. When people point it out you 

can hear the. 440 andyou can hear the motorwayfrom Dukes Wood 

Nan (F64/gx): Youngsters are used to noise more than we were. 
Caroline (F I 6/gx): I love walking on mountains andyou get awayfrom absolutely 

everything. You come back to here andyes, there is a difference andyes, you can 
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hear the difference but you accept that mountains are very quiet and that the 

urban area is going to be noisy with cars. 

The response by Simon and Caroline to the issue of noise is quite sedate. Despite clear 
references to motorway noise they simply respond V can't say I notice it'. 11ey are not 
in any way disputing that there is a noise concern but, putting it quite simply, the noise is 

not disturbing to them and therefore not an issue of concern. Delving deeper they explain 
that they have become accustomed to noise as part of their way of life. Uguess it doesn't 

occur to me'suggests Simon in all sincerity when questioned ffirther. Nan abbreviates 
the contrast between the age groups when she states 'youngsters are used to noise more 
than we were, 'a comment which the group supports. Caroline concludes this segment 
succinctly when she states that 'you accept that mountains are very quiet and that the 

urban area is going to be noisy with cars. By implication the younger generation seem 
to accept the issue of noise as an everyday part of normal life. When they are in urban 

areas they accept traff ic noise as a natural consequence and if it were any different they 

would find it abnormal. In other words they seem to be accepting one of the constituents 

of urbanisation, i. e. increased traffic and the consequential outcomes, as a normal part of 
their everyday way of life. 

The point of interest here is the difference in perception of the noise issue across the age 

spectrum within the groups. The younger participants, referring to the younger 

generation, seem to have a different understanding of what they expect to grow up with 

compared to the older participants, i. e. the older generation. The older participants seem 
to be striving for a lifestyle that they enjoyed years ago and that they have fond memories 

of. The issue of noise is the first real point of disagreement in the discussions and it is the 
first that highlights a significant difference between the participants. 

Another issue raised in the discussion that eMphasised the generation gap was associated 

with the topic of drinking-and-driving and how the attitudes of the younger generation 

compared with those of their parents. John 1, a father of three grown up girls, believes 

that the attitude of the younger generations is much less tolerant of non-compliance in 

such areas. He is suggesting that significant changes in human behaviour, especially 
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those that are deeply entrenched, can best come about through the emergence of the next 
generation. He comments: 

John L (M6 5/h): It has taken a whole generation and my children don't do it 
(drink and drive). They think I'm afool ifI do and tell me so loudly. It has taken 

a whole generation to get that cultural change. Theyjust do not drink if driving 

and will have an orangejuice instead. My generation would havejust laughed at 
youfor having an orangejuice. It is more a generational thing. 

In another group Gary tries to put the whole conversation on pollution into context. He 

claims people must accept Gerrards Cross for what it is now as this is the reason his 
family decided to settle here. If people want to try and turn back the clock then, he 

suggests it may be necessary for those people to 'move out to the wilds'as he puts it. 
Another reference to what could be termed 'a rural way of life'. 

This is very much a continuation of the points made by Simon and Caroline above. The 

younger generations are making no attempt to look backwards so that they can recover a 
lifestyle that they never experienced. Yet they do acknowledge it as a lifestyle that 
brought happiness to their parents or grandparents. The younger participants in the 

groups express no patience with discussions related to the past and see it of little value to 

their role in the future. Theyjust seem to be more eager to move on from where they are 
today and look ahead to tomorrow. Gary develops this point very well as he explains 

why he is happy with present day Gerrards Cross and the segment goes as follows: 

Gary (M32/gx): I am not trying to say there is not a problem because there is a 

problem. But there is a certain amount ofnoise we can expect around here and 

we can expect pollution because ofthe amount ofcars. Maybe we needto think of 
the bigpicture in that what sort oflife do we want to live here. Ifwe don't want 
this sort ofconnected life then maybe we need to move out to the wilds. One of 
the reasons I live in Gerrards Cross is because I can get to a lot ofplaces easily. 
That is a benefit to me. Years ago the Old Denham to Watford Road used to be a 
hideous road, people got killed on it regularly. 7heM25putpaidto that. 
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Guy (M65/gx): You are quite right as we have sort ofdebated within thefamily if 

whether we would like to move offsomewhere else, somewhere nice and remote 

and quiet But decided we prefer it here noise and all. 

The response by Guy is extremely interesting and it should be noted that there is a 

generation gap between Guy and Gary as this may help explain the divergence of 

opinion. Nonetheless Guy and his family have discussed how much Gerrards Cross has 

moved on and, with that in mind, debated moving away to 'somewhere nice and remote 

and quiet, namely a rural setting. They've realised that they cannot change Gerrards 

Cross back to where it once was and, based on that acknowledgement, they 'prefer it here 

noiseandall'. It can be assumed that Guy's family, having discussed the options, must 

now accept more readily the changes occurring in Gerrards Cross even though they may 

still disapprove of them. They have looked at the 'bigpicture' as Gary suggests to decide 

'what sort offife do we want to live here'and have made the conscious decision to stay in 

Gerrards Cross. 

Reviewing this discussion it could be interpreted that Gary presents a view that is more 

understanding of the transition from 'old' to 'new'. As a thirty-five year old male he 

seems to be caught somewhere in the middle between the older and the younger 

generations as represented by the group participants. He empathises with what is missing 
for the older generation but at the same time comprehends what is there for the younger 

generations that are coming up behind. Putting it another way it could be said that Gary 

is caught somewhere in the middle of the shift from rural to urban. 

S. Z6 The Threat of Urbanisation 

This topic is discussed by the Hedgerley focus groups who allude to those families that 

move into Hedgerley village and then 'shut themselves away'as they put it. It is 

noticeable though how Hedgerley participants introduce the dichotomy of rural versus 

urbanisation in their metaphorical response to the situation. They perceive the arrival of 
families who shut themselves away as a step towards the urbanisation of Hedgerley. 

These families have no interest in the community and just want to live there because it is 

a convenient place to travel to work from. The segment goes as follows: 
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Dawn (F37/h): Ilhink along with Johnperhaps the adverse is thepeople coming 
in who do shut themselves away increasingly, I think, behind walls that they build 

where they would have a nice beech hedge and it's becoming urbanised I 

suppose that is it really that it is becoming urbanised Of course cars and the 

speed of the cars but it is very digicult to say things against life in Hedgerley. 
Moderator: Do you noticepeople becoming more insular in the last 5 to 10years! 
Dawn (F37/h): Oh definitely. Yes. I thinkpeople do move in and they 
immediately start increasing the ske of the house, what with sons and daughters, 

the population grows. Youngpeoplefindit hardpressedto buy anything in the 

village because they are being so extended as John says they are becoming 

commuters'homesnow. And as I say they don't think ofputting a hedge where 
they can put a brick wall and lights. They are really town people. Thatiswhy 

they come. 

Tle symbolism is taken further by referring to the construction of the wall or the erection 

of the security light as another sign of urbanisation encroaching on the village. This is set 

against the conventional rural boundary of a 'nice beech hedge'. Comments were 
directed at various intervals throughout the discussions at the excessive use of security 
lighting in use across both parishes. The association made between the families who shut 
themselves away and the fact that 'they are really lownpeople'is a strong indicator that 

the participants would like a continuation of the status quo. Hedgerley village is very 
defensive of its status as a rural community so close to London. They do not want the 

village to move away from its rural setting and thus become urbanised. They identify 

that this can happen in one of two ways, either through what they perceive as the wrong 
kind of people moving into the village or through erecting artefacts of conventional 

urbanisation as represented by traffic lights or traftic-calming measures. 

The Hedgerley groups identified certain artefacts that they believe signal the oncoming of 

urbanisation towards their parish. in two of the segments it is suggested that if drivers 

werejust more considerate then there would be no need to consider such measures. The 

first segment goes as follows: 
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Linda (F41/h): Talking aboutparkingIfind where I live in Copses Way, I come 
into Gregory Road, I have to turn right in Copses Way and there are always cars 

parked here. So I am on the wrong side ofthe road basically and i(someone 

comes out very quicklyfrom Copses Way. 

Jim (M75/h): Which they do! 

Linda (F4 I /h): Which they do! 

Jim (M75/h): There are one or two who come out ofthere a bit smartish! 
Linda (174 I/h): I know. I would love sleeping policemen down there I tell you. 
Beryl (F60Ah): Now that is ridiculous. It is a no-through roadandwe are asking 
for sleeping policeman. That is how inconsiderate we are. 
LiLnda(F4l/h): N6. N6. Itisnotatall. 

Beryl (F60/h): Oh it is. It isjust ridiculous. 
Liýnda (F41/h): Come on Beryl. That slope coming downfrom your house down 

That is quite had. 

Norman (M65/h): Yes but there is no need to drive quickly as you only have 200 

yards to go. 
Liýnda (F4 I /h): I agree but I am only thinking of my children who might he in the 
front garden when somefast car is coming down. 

It is interesting to observe the contrasting viewpoints when faced with driver behaviour 

that is deemed to be socially unacceptable, i. e. speeding in a residential zone including a 

cul-de-sac. The first thought by Linda is to install sleeping policemen at this location as a 

physical deterrent to high speeds. Some participants viewed sleeping policemen as 

artefacts associated with urbanisation as they are normally utilised as speed control 
devices in areas with high densities of population and heavy flows of traffic. However 

this suggestion is immediately attacked by Beryl who says 'that is ridiculous'and is a 

sign of 'how inconsiderate we are. She considers that placing sleeping policemen on 

this particular roadway is simply going too far with the use of deterrents. She insists that 

a slight variation in driver behaviour would suffice and resolve this concern. 

The second segment also contemplates the role of the considerate driver when looking in 

greater depth at traffic calming measures and goes as follows: 
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Moderator: Is there noplacefor 'consideration'in driver behaviour? 

Jim (M75/h): Consideration is gone. 
GENERAL AGREEMENT AMONGST PARTICIPANTS 

Mark (MI7/h): I think that would be a shame though as I thinkpeople should be 

more considerate. I think it would be a shame to put in some ofthese bollards or 

sleepingpolicemen as it is like an eyesore. No one wants bright orange bollards 

intheroad. Fair enough it might solve theproblem but in away it is a shame. 
g: iles (M26/h): But at what sort ofprice? 
Mark (M I 7/h): It would be like modernising Hedgerley. 

Nonnan (M65/h): You would be getting into the urbanisation ofHedgerley 

There is clear resistance to any suggestion of erecting brightly coloured bollards as 

calming measures on the approach roads to the village. The first comment refers to 

'modernising Hedgerley, which is quickly followed by 'getting into the urbanisation of 
Hedgerley'. The participants perceive these devices as visually intrusive and that they 

take away from the rural setting so closely cherished by the people of Hedgerley. 

While this group expresses no support for formal mechanisms of controlling traff ic 

speed, such as speed reduction bollards, they seem content to apply informal 

mechanisms. A segment of the focus group discussions examined voluntary enforced 

restrictions placed on certain vehicle movements through Hedgerley village. Mechanics, 

while test-driving new cars belonging to a local garage, were identified as contributing to 

the problem of speeding in the village. Nevertheless Jim, a retired resident, goes to great 

lengths to explain how contacting the garage manager can put a stop to this traffic 

passing through the village. T'he segment of the focus group discussion goes as follows: 

LiLnd a (F41/h): The only think Ifind a nuisance is the traffic problem but you 

probably want to go onto that later on. Welljust the speed ofcars through 

Hedgerley. Iam a driver andwouldnot say that Idoodle along but Idofeel in 

the Narrows it is very dangerous andI use thisfour times a day as Igo to 

Gerrards Cross everyday. 
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Sally (F43/h): A lot ofpeople use it as a cut through and a certain garage on the 
Farnham Common use it to test drive their cars and they speed through those 
Narrows. 

Jim (M75/h): They are not supposed to he on it actually and ifyou can recognise 
it and report it to Haymill Motors, the chap can he stopped 
LiLnda (F41/h): I have done afew times but it still seems to go on! 
Moderator: On what basis may I ask Jim could it be stopped? 
Jim (M75/h): Yhe Manager there, who is Mr. Paul Whitehouse, is quite strict 
about their mechanics using it so i(people know andget the car number they can 
report it to him and he (the mechanic) can definitely be stopped. 
afles (M26/h): You do see it used regularly. You seethe brand new plastic covers 
on the car seat when I am on Parish Lane 
Jim (M751h): As Isay ifyou can get the number ofthe car andringMr. Paul 
Whitehouse, I can assure you that he does deal with it! 
David (M63/h): Do they have a nominated test route? 
Jim (M75/h): Well they are not supposed to come down the Narrows and through 

this Village. They are supposed to go back out onto the Beaconsfield Road and 
godownthatway. But you see they go along the Beaconsfield Road to the 

sawmill, turn round, and steam along that bit ofstraight and through the 
Narrows, cutting a little piece out by doing that. But they are not supposed to 

come through the Narrows or through the Village 
Pýavid (M63/h): nat about Andrew Hill Lane? 
Jim (M75/h): I don't know anything about Andrew Hill Lane but I don't suppose 
they are even supposed to be there actually. Seriously. But I can assure you that 
Mr. Paul Whitehouse will deal with it because he is quite strict about it. 

Jim conf inns the existence of this informal understanding that only he seems to be aware 

ofjudging by the surprise reaction from other group participants in the room. Jim tells 

the group participants that the garage in question has given an undertaking not to drive 

any of its vehicles through the village. No evidence is provided to explain how this 

agreement came into place or whether it is actually still in force. Jim is very persistent 
that if such trips are reported to the garage then it is possible to have them stopped. The 
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emphasis is placed on self-policing this agreement by reporting any occurrence directly to 
the garage. 

The same focus group participants later on in the discussion provide another example of 
enforcement by the locals. This example however differs from the previous one because 

they wish to see an official statute of the traffic regulations observed. The discussion at 
this point is centred around road-widening work on the M40 and the location of the site 
offices on the northern boundary of the parish. The narrative goes as follows: 

LiLnda (F411h): Amazing thing the other day, one of their lorries was going down 

the Narrows and I was meeting it. I had to back right back 

Jim (M75/h): Yhey are not supposing to be using that! 
giýles (M26/h): Yhey are not allowed to go through there. Yes all the signs say: 
'Stop: No Construction Traffic'. 

Jim (M75/h): You get the number and report it. 
LiLnda (M4 I /h): I'll get the Company, I suppose, really. 

It was confirmed that signs had been erected to inform construction traffic that it should 

not travel down the Narrows (the northern approach to Hcdgerley village). The 

discussion focuses on how to report the vehicle and the driver involved but there is some 

confusion in agreeing who this incident should be reported. Linda concludes by 

conf inning that it maybe best to approach the company that owns the lorry. Inthesetwo 

examples there is strong support expressed by the participants for self-policing the flow 

of traffic through the village. Where the participants believe there is abuse in the use of 
the roadway for purposes they consider inappropriate then they assume they are entitled 
to try and put a stop to it. 

S. Z 7. Safety 

The topic of safety was viewed with importance during the discussions and it may be best 

to break this topic into two sections. Firstly the issue of safety was associated when 

actually travelling inside a mode of transport, such as a car, bus or train. This is referred 
to as a closed mode of transport. Then there was the issue of safety when travelling 
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outside of a physical compartmentalised mode of transport, such as when walking or 

cycling and referred to as an open mode of transport. Each section is discussed in turn. 

5. Z7. L Safety Associated with Closed Modes of Transport 

The issue of safety regarding different closed modes of transport was discussed but not in 

any great depth. Many of the participants considered the motor car was continuing to 

make significant advances in the provision of safety control features and they cited 

examples such as side air-bags and anti-braking systems (ABS). It was agreed that the 

inclusion of such safety features as standard items even on the most basic of cars was an 

added incentive to purchase. However the participants did not consider this was a 

contributing factor when scrutinising the increasing demand for private transport. In 

other words while these features were deemed to be beneficial for car owners they were 

not considered to be so essential as to undermine their purchase or subsequent use. 

Pavid (M63/h): I recently purchased a vehicle that has computer chips 

controlling the deployment of the air bags. However while it may offer me a 

greatersense ofsafety and it was nicefor me topurchase Istill wouldhave 
bought the vehicle regardless. 

The recent surge in demand for sports utility vehicles (SUVs) that was raised by the 

participants could be construed as an even further example. The mention of these 

vehicles was first introduced to the discussion in regard to the issue of congestion as they 

were criticised due to their large size. John identifies the surge with his comments: 

John (M59/gx): It is the normalpractice that any adult member ofthefamily, 

provided they are not disabled or have epilepsy or something like that, has a car. 
Because it is an affluent area andpeoplejust expect to get to 17, pass your test 

andgetacar. 7hathashappened, I mentioned earlier that Ihavefour children. 
Eighteen and nineteen years ago, I mean I have always taken them to school and 

always walked and we do now. 7he majority ofpeople walked Tenyearsago 

you could say it all changed and the majority came by car. 
Now something even stranger hasjust happened us recently is the women who are 
taking their kids by car to school, which are the majority, they are notjust taking 
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their little cars now as they have all now have these great big wagons. "enyou 

go down Moreland Drive, which is a small road Mill Lane, they have all got these 
long SUV drive things, these great big long space things. IfI say they can't drive 

them it sounds as though if it is being an anti-feminist thing but it is not. 
Katherine (F35/gx): It is true, isn't it? 

John (M5 9/gx): 77iey can't drive them. And why they need the things Ijust don't 

know. It seems that, because ofthe affluence we have around here, there seems to 
be a little b it of keeping up w ith the Jones andyo ujustfind, I mean two years ago 
the type ofcars youfInd at our school wasn't there and now they are there and 
that creates considerable difflcu4. 

Katherine (F35/gx): I think theyfeel safer, don't they. Yhat'sit. 

John is strongly of the opinion that there is little need for these vehicles other than as 

some form of fashion statement. It is interesting though to observe how his criticisms are 
levelled. He continually refers to the drivers of such vehicles as being female and then 

proceeds to query their driving skills with comments like 'they (women) can't drive 

them'. He goes on to defend these comments by stating 'it sounds as though if it is being 

an anti-feminist thing, but it is not 7 One might question the degree of impartiality in his 

criticisms of SUVs. How many of his criticisms about SUVs are indirectly aimed at 

'women drivers'? How does he know women cannot drive? And if the drivers were 

male would he have adopted the same critical approach? 

Nonetheless other participants support the contention that purchasing a SUV is partly a 

fashion statement and that this is part of the reason for the increased numbers of SUVS 

around Gerrards Cross. The safety component and the protection offered in such large 

and strong vehicles are also mentioned as reasons why SUVs are purchased. 

Guy, in considering the growth of such vehicles, blames recent legislation enacted by the 

government. The legislation he refers to was actually forged to increase the safety and 

security of people riding in vehicles of all kinds. He explains: 

Guy (M63/gx): Safety legislation has brought the seat bell laws intofOrce and 

this has caused us to get these people carriers. When we had5 children we were 
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quite happy to cram them into a small saloon, plus the dog. Nowadays you are 

not allowed to do it so bigfamilies areforcedto use these carriers. Thesame 

legiSlation hasforced that. 

Another participant mentioned the benefits of these vehicles for activities associated with 
leisure and gave an example of towing a boat. This point gets little suppor4 as the 

participants don't see any parishioners making significant use of these vehicles for leisure 

purposes. Gary then raises the point that vehicles in general are getting bigger: 

Gary- (M32/gx): Not sure why they are a big issue really as usuallypeople 

carriers are no bigger than estate cars and in many cases smaller in actual 
length. 

John (M59/gx): But in generalpeople who used to go to school wouldgo in small 

cars. 
Gar ry car is 

.y 
(M32/gx): Ifyou look at all the cars on the road now near y eve 

bigger than its predecessor used to be. 

Gary does not make an issue of defending the larger vehicle and seems to be simply 

stating what he believes to be a fact. It is only later on in this segment of the narrative 

that Gary acknowledges that he himself owns one of these larger vehicles, a people- 

carrier. While this is a larger vehicle than a car he believes it was a necessary purchase to 

improve the quality of ride for him and his family. 

The bus service was complimented as having an exemplary record for safety. None of 

the participants could recount any accidents that involved the bus service with injuries to 

passengers. On the contrary the comments were favourable and included: 

LudLth (F60/gx): The buses in general do not speed and are courteous on the road 

around this parish. I believe the Bus Companies put all new drivers through quite 

a rigorous system of testing before they let them take the road. Yhis is only right. 

'Ibc train service was also complimented for its general safety record but participants 

admitted that they knew little of the safety procedures in operation on the railways. This 
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was an item that they understood was regulated by government legislation and this 

enabled the participants to express a high degree of approval and confidence in the 

service. 

This discussion suggests that the participants do not rate safety to be of high concern 

when choosing their respective mode of transport. On the contrary they seem to consider 
that any chance of an accident occurring to them is pretty remote when making their 

everyday journeys. This was not the case when the participants discussed their personal 

safety when travelling outside compartmentalised modes of transport, in an open mode of 
transport. 

5.2.7. Z Safety of Open Modes of Transport 

This section refers to any mode of travel where the person is exposed to a greater risk of 

injury because there is no physical protection provided. Examples of open modes of 

transport could include cycling, walking, horse-riding or skateboarding. During the 

discussions it became evident that many of the participants were fearful for their safety 

when adopting any of these particular modes specifically on the roads. This fear was 

expressed regarding the use of these modes whether for leisure or other purposes such as 

going to the shops, work or school. Three specific modes were described in the focus 

groups as being in regular use across the research site. 

The first and most popular mode referred directly to people walking on the road. In 

many cases these people were walking on roads that had no footpath installed as this is 

common in rural areas due to the number of roads. The participants were clearly uneasy 

when out walking in such instances and they referred to some factors that helped generate 

this unease. Some participants very quickly raised the lack of street lighting in Hedgerley 

as a source of concern. 

Liles (M26/h): When the cars are speeding they have so little time to see you as it 

so dark in the lower part of the Village. There should be more street lightening 

provided and we have said this many times before to the District Council. Yhey 

say they never have the money and that there are greater priorities. Waittill 

somebody gets killed! 
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Another factor that was mentioned was the narrow country roads. This meant the margin 
for error was significantly reduced when pedestrians were on the roads as there is little 

place accessible for them to step off the roadway. Some of the participants talked about 
moving on to the grass verge every time a car passed by. 

Mark (M17/h): Oh when you go outside the Village the roads gets so narrow. 
There is harely enough spacefor two cars to pass eachother let alone have room 
forpeople out walking. Andyet the cars will not slow down. They seem to think 
that the road Isfor them only and that allpedestrians are a nuisance. 

Another view was the inconsiderate approach that drivers have on the road for anybody 
that may seem to get in their way of a quickjourney. This case was well put by Hilary 

who recounted: 

Hilaly (F31/h): Iwalk a gooddeal andIwalk around the village andhave hada 

few narrow escapes. Yhere is no excusefor it. It isjustpeople (drivers) do not 

want to get overforpedestrians. Pedestrians are a damn nuisance. Drivers 

would rather run them down than put on the brakes. Andl think a lot ofthis is 

caused byfi-ustration because there are so many other road users. So ifyou 

improve ourpublictransporlyou would havejewer cars, more room to 

manoeuvre and lessfrustration. 

However some of the participants were also very critical of pedestrians themselves and 

claimed that many of them took little caution when deciding to go out during hours of 
darkness. These criticisms varied from not lighting-up at night by not wearing reflective 

clothing to help drivers see them better or by not carrying a torch. Some of the 

participants recalled instances when they were nearly involved in accidents with 

pedestrians. One such account was described in vivid detail as the participant in question 

was driving the vehicle involved. This account went as follows: 

Sally (F3 6/gx): I was driving homefrom work late one evening at about 8.30pm. 

I was coming into the Village via the Narrows &nd I was not goingfast. I would 
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honestly say that I was doing about 35mph I came around a corner and ahead of 

me were three teenagers on the roadway. They obviously had been playing or 
something because they were notpaying attention to the road. I caught them off 
guard and had to swerve and hit the brakes. Theyjumped to the side ofthe road 
and that helped But they were all dressed in black and it was nearly impossible 

to see any ofthem. But what really scares me is that i(I had hit them then it 

would have been me blamedfor speeding or whatever. I agree pedestrians must 
be worried on the road but they must also take special care ofhow they use the 

road. 

Another participant referred to the use of the bike as an open mode and he claimed 

cycling was like playing a daily game of Russian roulette with motorists. This participant 

cycled regularly and confirmed that he could never relax when on the bike. He went on 
to say that not only did he get threatened many times by irate motorists but that he could 

also not trust them for their driving skill. He cited the use of the car indicator as being a 

perfect example and described how drivers misuse it. 

aiýles (M26/h): "at Ifind veryfrustrating is trying to read driversintentions. 

Yhe car indicator is meant to signal a car's next move. In my experiences you 

can place very littlefaith in watching indicator lights. The indicator may be on to 

either signal a true intention in change in direction or it may be on by accident 

giving everybody who sees it the wrong information. However the worse situation 
is when it is not used at all and drivers make direction changes that were totally 

unexpected As a result I never accept the intention ofa driver based on whether 
their indicator isflashing or not. 

The participant who rode out horses in the area and travelled on the roadway between the 

stable and the Common cited another example of why she was uneasy. She expressed 

serious concern of the dangers involved when drivers drove fast or possibly too close to 

the animals. Occasionally she had horses bolt because of the fright and she was always 

on guard for her safety when travelling on the road. She confirmed that she takes great 

care when taking the horses on the road and believes she is a very responsible rider. 
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The topic of safety is of interest to the research. The participants are describing how safe 
they feel when they travel in closed modes of transport. And yet this is not to say that 

people's safety is not put at risk because there always is the possibility that one may be 
involved in a car, train or bus accident. However the degree of risk seems to be 

acknowledged as tolerable by the participants as there was no mention of dissent that too 

many accidents were taking place. As a consequence a greater degree of comfort must be 

felt from this feeling of safety. However the opposite seems to be true when travelling in 

any of the open modes of travel. Constant fear abounded among the participants when 
they recounted how they made use of these modes. As a result it was accepted that these 

modes would be chosen less frequently because of the fear for the individual's overall 

safety. In this part of the discussion it was surprising how much the closed modes of 
transport infringed on the open modes of transport when relating to the problems of 

safety. In the main this point suggests that people may be passively encouraged to adopt 

a closed mode of transport partly for safety reasons. Could this be driving people away 
from the older and more traditional open modes of travel and into the closed, and in 

particular, into private transport? 

But what can be done, if anything, to discourage such a shift in behaviour? One such 

attempt would be to try and make the open modes safer to adopt. More local and central 

transport policy makers are trying to incorporate this by providing a safer means for using 
bicycles for instance. This has meant a recent surge in the number and length of bicycle 

lanes that are being planned and made available for use. These lanes help to dramatically 

reduce the dangers associated when cycling on the open road. Another attempt could 

take the form of making drivers of closed modes of transport more aware of the concerns 

of pedestrians. Examples of this could include public information programmes on drink 

and driving, speeding or advising drivers to take extra caution when travelling near 

schools or children's play areas. 

S. Z 8. Starting Younger and Driving Longer 

A number of observations were raised on this topic, each one looked at from a different 

angle. It concerns the age at which people begin to drive and the age at which people 

maybe should stop driving. A number of the participants were close to bordering the 
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driving age of 17 years of age. Their perception was that they would begin to drive 
immediately after their seventeenth birthday providing adequate support by their parents 
was forthcoming. Rosie, a 14-year-old participant, has a brother who has just turned 17 

years of age and now has his own car for school. She states: 

jos Lie (F 14/gx): Ourfamily has three cars now that my brother drives and I think 

that is a bit unnecessary as he could carry on getting the bus. Heisl7yearsof 

age andjust passed his test. He drives to school at Wycombe. Itisthenatural 

thing and seems to be the accepted thing to do. 

This example explains how some school-going children view it as quite normal to drive 

to school each morning. Judith adds weight to this when she states that 'moslyoung 

people reaching 17years of age in the parish (Gerrards Cross) have a motorcar'. The 

older participants appeared a bit shocked at the normality of this conversation and that 
these children would actually drive to and from school each day. One of the participants 
questioned how such young people become aware of the need to drive at such an early 
age. Rosie answered this with a lot of conviction by stating: 

Rosie (FI4/gx): As soon as my brother was 17years he and all hisfriends are out 
with theirparents looking to buy a car. It didn't really matter that much to him 

until he turned 17 years and then all the car brochures came out and the 
information was quickly digested All hisfriends hadpassed their test and had 

gotcars. 7he car manufacturers target you at I 7years. And because when you 
get into 6m Form in Grammar School you have to payfor bus passes and the 

amount they charge is really heavy. Easierfor my parents to give him the money 
so that he couldpayfor the petrol. So, in a way, it is about the same money wise. 
Except it is more comfortable to take the car than taking public transport that 

sometimes does not turn up. 

Many of the participants express surprise that car manufacturers would target such a 

young age group as she described with information on new vehicles. Some participants 

claimed it was because these teenagers lived in Gerrards Cross and that the car 

companys' market research would identify this as a wealthy area. As a result there may 
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be a greater chance that parents would purchase vehicles for their children when they 

come of age. A further point she slips in is how comparable it is in cost between 

adopting public transport and putting petrol in the car. Rosie makes no allowance for the 

capital cost of purchasing the vehicle, the insurance costs or the maintenance costs. She 

just equates the money you pay at the pump for petrol against the fare you would pay the 
driver on the bus service. The participants accepted that many people are inclined to 

tolerate more, or in some cases be totally ignorant of, the hidden costs of running a 

private vehicle. And yet they complain regularly about the daily running charges 
incurred such as petrol costs or toll charges. Judging from Rosie's comments it could be 

said that the conditioning for such thinking could start at a very early stage. 

One of the other participants asked off Rosie whether her brother gave a lift to any of his 

friends when driving to school. Rosie responded very quickly 'Oh yes hisfiriends go with 
him. Suddenly he was quite popular and there is no way some of the boys will take the 

bus now. So there is a domino effect evident in this one example of a boy getting a car 
for school. Now we are told there are two, or maybe three, other boys who have been 

able to give up public transport by sharing a ride in this car. It can be assumed that those 

boys will also become conditioned by the benefits of using private transport at such an 

early age. It is likely that this will have long term consequences for them when faced 

with choices of transport selection later in life. 

How much of a change is evident in these examples from the average driving age of 

previous generations? The older participants were of the opinion that more younger 

people are not only getting behind the wheel earlier but are beginning to have access to a 

car at an earlier age. The example above refers to a situation where the parents of the 

teenager bought the vehicle. In Hedgerley another example was recalled where one of 

the participants, a sixteen-year-old male, had saved some L2,000 already towards the 

purchase of a car. It could be concluded from such information that there will be a 

growing number of younger teenagers driving and owning their own vehicles in the 

coming years. 

Later in the discussion Jim recounted an experience which contrasted starkly with the 

about conclusion and the narrative went as follows: 
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(M75/h): MyI say something on this. As I am 76years old Ih jilm a ave to renew 
my licence every three years (anybody over 70 years must comply with this 
order). Lastyear I got a letter and it said 'wouldyou consider sellingyour car 
andputting the money in the bank and start using taxis. Now that to me is 
downright cheek 

L aav d (M 5 9/h): That was the Dept. of Transport 
Jim (M75/h): Yes 

2avid (M59/h): The DVLl (Driver Vehicle and Licensing Agency) 
Jim(M751h): Yes. Over 70 year old drivers, get them out ofthe way by getting 
them to consider selling the car. 
giýles (M26/h): 7hat is terrible. 
Jim (M75/h): That is an absolutefact. It keeps that shower in ajob up there as 
they have to do something tojustify their existence. 

Judging from the above discussion there would seem to be an official policy in place that 

actively encourages drivers over the age of 70 years to reconsider their use of the car. 
However such an approach was roundly criticised by all of the participants. Jim, in 

particular, was very insulted by such a suggestion and he was adamant that he would 
continue using his car as long as he has the good health to drive it. But to have an official 
body such as the DVLA to suggest another course of action for him was offensive. 

So what seems to be happening regarding the general age of drivers. The research 

suggests that there is a expansion in the number of drivers appearing on both ends of the 

age scale, i. e. more 17 years olds are driving and those drivers over 70 years are 
continuing to drive as long as their health permits. But this evidence would seem to 

contradict the suggestion made earlier in the research that it is up to the next generation to 

alter their behaviour if environmental problems are to be solved or at least be contained. 
The evidence gathered in the focus groups would not support this suggestion. On the 

contrary the evidence suggests that as cars become more easily attainable then younger 

people will fit easily into the targeted audience. And yet there is no obvious way that this 

upswing can be slowed down without discriminating against a section of the driving 

population. There is no evidence to suggest that there is any public support behind 
156 



considering such a move. The car should be available to all those who are of the legal 

age to drive and who are of sufficient health to take control of a vehicle. 

5.3 Summary 

One of the primary objectives of the focus group discussions was to enable the author to 

collect relevant research data. This would allow the author to become better informed of 
the issues relating to transport and the environment that were of specific concern in the 

parishes. This chapter recorded many of the issues participants believe to be at the core 
of the transport debate. However it is interesting to observe how much negativity lies in 

the issues discussed; nearly all of which are aimed at the alternative modes of transport to 
the private motor car. Nonetheless the points raised are at the centre of the individuals' 

considerations when developing a pattem of travel behaviour. As a consequence these 

points need to be well understood before any attempt can be made to break this pattem 
down in order to introduce a new consideration of travel behaviour. 

The chapter also provides background information for the design of Phase 2 of the 

research programme, i. e. the diary panel. The material collected by adopting this 

research instrument is analysed in the following chapter. 
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CHAPTER 6 

PUBLIC PERCEPTIONS AND ATTITUDES 

PHA SE 2: DIA RY PA NEL 

6.0. Introduction 

The data from this phase of the research project were collected from the participants 
during mid-to-late September 1997. A detailed account of these data is now presented. 
The data is broken down here into three sections: 

- Section 1: Household Questionnaire Results 
Section 2: Examination of Diary Material 

Section 3: Post Diary Panel Discussions 

As described in Chapter 4 each respondent was requested to complete a short 

questionnaire prior to participation in Phase 2. It was envisaged that the information 

gathered from this survey would help develop a coherent picture of each household. The 

results of the survey are presented in Section 1. Of the twenty-four households that 

completed the survey, twenty-one number households returned the diaries for inclusion in 

Section 2, i. e. diary analysis. One household made contact to confirm that they were 

moving from the area and could no longer participate in the research. No information is 

available on why the other two households decided not to participate further in the 

research. 

Of the twenty-one households that returned their diaries, two households did not provide 
sufficient information in the diaries to enable examination and were excluded from 

participation. Consequently diaries from nineteen households are examined in Section 2 

of this chapter. 

It should be borne in mind when examining the diary data that there might be questions 
where only a percentage of the nineteen households will have experimented with 
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particular modes of trarisport. For example not all households experimented with the use 

of buses and therefore the sample size for this question is less than nineteen. 

Section 3 of the chapter incorporates the post-diary panel discussions that were taped and 
transcribed for analysis. These discussions took place in mid September 1997 when a 

number of the respondents agreed to meet when returning their diary panel material. A 

total of eleven people participated in two sessions, one each held in Hedgerley and 
Gen-ards Cross. The remaining respondents returned their material directly to the 

University either through a third party or through the postal service. 

6.1. Section 1: Household Questionnaire Results 

6. LL Questionnaire Analysis 

Twenty-four households responded to this survey. Questions I and 2 required general 
background information such as an address and are not discussed here. Question 3 

explored how many people resided in each of the households and the results are shown in 

Table 6.1 below. A total of 73 people of all ages resided in the twenty-four participating 
households. 

Number of People in 
Households 

Numberof 

Households 

Total number of 

people 

Percentage 

Distribution 

I 1 1 4% 

2 8 16 33% 

3 5 15 21% 

4 9 36 38% 

S+ 1 5 4% 

Total 24 73 100% 

Table 6.1: Number ofPeople Resident in each Household 

Question 4 requested respondents to estimate the number of cars normally in use in each 

of the households. The results are shown in Table 6.2. A total of forty-five number 

vehicles are in use across the twenty-four households. Only one household did not 
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possess a car while eighteen households, 76% of the total have access to two or more 

cars. This is significantly higher than the national average that was recorded at 24% of 
households in 1994. 

Number of 
Cars in 
Households 

Number of 
Households 

Total number 

of Cars 

Percentage 

Distribution 

0 1 0 4% 

1 5 5 20% 

2 14 28 59% 

3+ 4 12 17% 

Total 24 45 100% 

Table 6.2: Number of Cars in Use in each Household 

The responses to question 5 make it possible to break down the car ownership figures 

between those vehicles that are privately owned and those that are company owned. The 

breakdown is presented in Table 6.3 below. 

Privately Owned 

Vehicles 

Company Owned 

Vehicles 

(Number) (Number) 

39 (8 r/o) 6(13%) 

Table 6.3: Breakdown of Ownership between Private and Company 

The answers to question 6 make it possible to probe deeper at the age range amongst the 

sample set of 73 people. The age ranges arc divided into two, those who are adults, i. e. 

greater than 18 years of age, and those of school or college going age, i. e. between the 

ages of4 and, 18 years. None of the primary respondents acting in the research on behalf 

of the households was under 14 years of age. 
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It is estimated that 53 are adults from the sample population of 73 people living in the 

twenty-four households while the remaining 20 are of school going age. The research 

was informed of one student at school who was the sole user of a car, i. e. his parents 
bought it for him. It is therefore reasonable to extrapolate from these figures that 54 

people in the survey are eligible to drive. Based on the details obtained in question 4 

there are a total of 45 vehicles available for them to use and it is possible to therefore 

confirm that there is I vehicle for every 1.2 people of driving age in the selected sample 

of households. No information was gathered on the actual number of adults who hold 

current driving licences. 

The Purpose of question 7 was to establish if any other modes of transport, aside from 

private transport, were adopted on a daily basis in the household. The answer to the 

question, which is divided into four parts as each part relates to a separate mode of 
transportý is presented below. The question read as follows: 

Question : Does any member of your household make use of the following 

modes of travel in their everyday or weekly transport journeys? ' 

BuvTrain 

Many of the comments referred to the train and bus being used for school or for work 

related journeys. However it is interesting to observe that 50% of households reported 
that they make no use whatsoever of public transport at any time during the week. 

This observation also correlates with the high percentage of two car households already 

identified within this location. 

Yes No 

12 (5oolo) 1 12 (50%) 

Table 6.4: Public Transport (bushmin) 

Bicycle 

A number of households adopted cycling but not enough information is provided to 

examine whatjourneys the bicycles are used for. Based on comments provided in the 
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questionnaires and alluding to this topic in the focus group discussions, much of the 

cycling seems to be for leisure purposes. 

Yes No 
14 (58? lo) 1 10 (42Yo) 

Table 6.5: Cycling or Motor Cycling 

Walking 

This was cited as a common mode of travel for short journeys judging from the number 

of positive responses received. References were made in the questionnaire relating to the 

walk to school, to the train and to the shops. A small number also mentioned walking for 

leisure purposes. It is not possible to discuss the distances walked or the number of 

walks taken by any of the households. 

Yes I No 
16(6791o) 18 (33? lo) 

Table 6.6: Walking 

Car-Sharing 

Finally car-sharing as a mode of travel was recognised by some nine households, 38% of 
the total sample. Some of the applications described were for work relatedjourneys but 

the majority was drawn from recreational examples such as going to the Theatre. 

Yes I No 

(3 8? 1q) 1 15 (62%) 

Table 6.7: Car-Sharing 

Question 8 attempted to measure the householder's level of awareness as to whether their 

particular behaviour contributes to the deterioration of the environment. A specific 

reference was made in this question to the direct connection between transport and 

pollution. The question asked: 
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Question 8: Do you believe members of Your household contribute in any way to 

the deterioration of the cnvirownent, with specific regard to pollution issues 

associated with transport? 

The results are detailed in Table 6.8 and the majority of households accept that they do 

contribute in some way to the deterioration of the environment through their transport 
behaviour. However some 32% of the households consider that no part of their transport 
behaviour could be interpreted as detrimental to the environment. This perception would 
seem to be fundamentally flawed as the majority of the households utilise motorised 
transport of some form or another. This is not to ignore the fact that public transport is 

also a source of pollution. One household was categorised as not applicable as it did not 

maintain a private mode of transport. 

Yes I No I NotApplicable 
15 (64916) 18 (32Yo) II 

Table 6.8: Contribute to Environmental Deterioration 
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Question 9 offered the respondents a number of policy actions that could be contemplated 
by government in this area of public concern. Each respondent was asked to tick one box 

from across the category scale from a 'very good idea'to, 'a bad idea. The results are 
detailed in Table 6.9 below with the number of respondents who ticked the boxes 

followed by the percentage of the total in brackets. 

Approval Rating Very Quite a Neither a Quite Very 

good good good nor a a bad bad 

idea idea bad idea idea idea 

PolicyActions 

Development ofpublic transport to 

reduce road usage and congestion 18(75? /. ) 6 (25Y. ) 0 0 0 

Increased taxation on private 
transport, e. g. roadlolls I (4? lo) 7(299/, ) 6 (25%) 3 (12%) 7 (29? 1q) 

Development of traffic 
Management schemes, 9 (38Yo) 9 (38%) 2 ONO 2 (m) 2 (m) 

e. g. carpooling orpark-and-ride 
schemes 
More communication with 
individuals on how to change 7(290,1. ) 15 (63Yo) 1 (4%) 1 (M) 0 

transport behaviour 

Tougher regulations on private 
and commercialpollutionfrom I1 (4016) 9 (38%) 2 (M) I (4Yq) 1(491o) 

vehicles 
Investment into 'clean technology' 
to replace combustion engine, 15 (63%) 5(201-1, ) 3(1291o) I (4? 1q) 0 

e. g. electric vehicles I I I I I I 
Table 6.9: Policies on Offer to the General Public 
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A large amount of information is embodied in this table of results and it is appropriate to 
break down the results for each of the policy actions with a brief reflection. 

Firstly a total of 18 respondents (75%) believe the development of public transport to 

reduce road usage and congestion is a very good idea whilst the remaining 6 respondents 
(25%) believe it to be quite a good idea. There is significant support throughout the 

research for the continued improvement of public transport services. The respondents 

express the belief that such improvements would make a meaningful contribution 
towards reducing the problems of road congestion. 

However only I of the respondents (4%) favours increasing taxation on private transport 

users. Ten respondents (4 1 %) believe this to be not a very good or a very bad idea, a 

somewhat impartial stance. There is unwillingness amongst respondents to pay any more 
taxes for the use of private transport. It is not possible to deduce specific reasons why 
this may be so. However in the focus group discussions the respondents did express 

annoyance that they were already highly taxed in this area. They mentioned that existing 

taxes on private transport, such as fuel and road taxes, were not spent on transport related 

projects but instead diverted to fund other spending items by the Exchequer. A lack of 

support is clearly evident for any further increases in taxing the motorist. Nonetheless 

the respondents added that this policy would receive more support if guarantees could be 

provided that revenue streams from this source would be specifically targeted at projects 

that helped alleviate current traffic problems. 

A total of 18 respondents (76%) believe it a good or quite a good idea to develop traftic 

management schemes such as car-pooling or park-and-ride schemes. The respondents 

seem to be in support of local and central government introducing more creative 
initiatives to entice them to leave their cars at home or at designated parking facilities. 

While 22 respondents (92%) are of the opinion that it would be a good idea to have more 

communication on how to adopt new or how to alter existing transport behaviour, there 

was much disagreement in the focus group regarding what constituted appropriate 
&communication'. 
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Some 20 of the respondents (84%) wish to see tougher regulations in place to deter 

excess pollution being emitted from both private and commercial vehicles. And finally 
20 of the respondents (83%) would like to see more investment in the area of 'clean 

technology', and that this technology should be incorporated into new cars at the earliest 
possible opportunity. The respondents cited catalytic converters or electric powered 
vehicles as examples of clean technology in an everyday setting. 

6. LZ Overview of Questionnaire Findings 

The data from this questionnaire allows a more detailed picture of the households living 

in each of the two parishes to be presented. 

The households generally are heavily biased towards the use of private transport 

as evident by the high car ownership figures, 76% of the households possess two 

or more cars. Of the total number of vehicles in use across the households some 
87% of this number are privately owned. 
Cars are used for a variety of everyday purposes and this can range from the 

school drop-offs and pick-ups, travelling to and from work to the everyday chores 

of shopping. 
The responses confirm that the majority of households use little public transport 

while 50% state they make no use whatsoever of public transport. The one 

exception was the train service from Gerrards Cross and this public service is 

widely used by the people of the area. The train service available from Slough 

was scarcely mentioned in the research. 
Despite low levels of public transport usage, the majority of respondents support 

continuous improvements being made in the public transport system as a means of 

reducing current levels of car use. 

do A third of the respondents consider they do not contribute to the deterioration of 

the environment in any way based on their travel behaviour. 

The majority of respondents claim to be in favour of receiving more information 

on the subject of transport behaviour, especially information connected with how 

this behaviour may be detrimental to the environment. 
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9 Finally a similar majority of respondents stated that they could not accept taxing 

the private motorist any more as part of the overall solution. 

6.2. Section 2: Examination of Diary Material 

6. ZL Introduction 

A review of the findings is presented for each of the three message appeals adopted in the 

research programme. The message appeals selected were chosen from a number of 
appeals actively running at the time across the United Kingdom. This review is followed 

by an analysis of thejourneys undertaken by the respondents in Phase 2. It was 

considered that the experiences encountered by householders adopting new modes of 
transport would be of interest. It was anticipated that these experiences, recorded as 

written accounts in the diaries, would be a source of enriched data. 

It should be borne in mind that the diaries were presented as text and that each diary was 
to be filled out anonymously on behalf of the household. The format of the research also 

requested that the same individual acting for each household complete the diaries. It was 

considered that this would reduce potential errors and facilitate a reporting consistency 

throughout the diary. However this format did not allow protracted conversations to be 

examined that may have taken place prior to diary entries. 

6. ZZ Message Appeals Findings 

Message Appeal No. I consisted of a leaflet explaining problems of concern to the 

environment linked to excessive use of transport. Two versions of this appeal were 
distributed with one aimed at promoting the annual 'Don't Choke Britain Campaign' and 

the second published by Friends ofthe Earth (FoE). The comments received on both 

leaflets were generally discouraging and the respondents offered numerous reasons for 

such responses. 

The 'Don't Choke Britain' (DCB) leaflet received widespread criticism directed at what 

respondents referred to as the 'flawed design' of the artwork. In particular the front cover 
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is criticised for confusing the message the leaflet tries to convey and the comments 
included: 

> Don't Choke Britain suffersfrom a rather garishfront cover that atfirst sight 

suggests thatferpy boats, kites and trains do something unpleasant to young 

children. 
> Publicity material was not well designed! 

> Iparticularly dislike the 'Don't Choke Britain Campaign'leaflet. Bad colours, 
hadpresentation on cover and totally alienating. I would not have bothered to 

read it ifI had not been doing the research. - 

These comments implied that the visual component of the leaflet was not only poorly 

received but, to some extent, turned people off before they even began to interpret the 

message. An observation was also made by some respondents that pollution in no way 

affects their way of life or affects the villages they reside in. Two respondents were 
dismissive of the idea that words such as 'smog' or 'choke' could be associated with 
Gerrards Cross or Hedgerley. The remarks made included: 

> Unaware of the campaign in June. 'Choke' or 'smog' isn't even relevant to 

Hedgerley! 

> Ifound the 'Don't Choke Britain'leaflet very confusing as it was not easy to see 

new message. Better to keep it simple. There is no smog in Gerrards Cross! 

No evidence was presented during the discussions to suggest that these localities 

experienced smog on any given day. However many people are of the belief that smog is 

clearly visible to the naked eye and it could therefore be surmised that the respondents in 

question may have made their statement on this basis alone. They cannot see it and it 

therefore it must not exist. Specialist information provided in the message appeal 
literature does state '--the highest levels and worst effects ofozone (1he main 

ingredient of smog) are commonly seen in more rural areas, some distance downwind 

from the main (ozone) sources ofpollutants. Therefore it is clear that smog could 
descend on places such as Hedgerley and Gerrards Cross even though they are relatively 

rural in location. 
168 



It is also worth considering whether these observations could be identif icd with the issue 

of urbanisation as raised in Chapter 5. Could the use of the words 'smog' or 'choke' bear 

any relationship with the oncoming of what some perceive as the urbanisation of the 

parishes? This denial could also be interpreted as a rejection that urbanisation is 

anywhere nearby. 

Friends ofthe Earth intended their leaflet, entitled 'Cars Cost the Earth' to be more 
informative than the DCB leaflet as it incorporated 20 pages of information. It would be 

reasonable to assume that the leaflet's prime objective was to inform people of the issues 

to hand. Howeverjudging from the comments made below the leaflet was viewed as 

confiising and did not achieve this objective: 

> Too much varied information to take in. Could have been better ifthey 

concentrated on afew main points. 
> Message too aggressive. Do notfeel sympathy to FoE organisatiom 
> Interesting but too negative injust pushing pollution issue. Ifmy car 

is wrong then what about big business, worst pollutants. 
> Informative leaflet but not high impact. Wouldn't get me to change 

much. It might prod me to not leave the car idling in the drive when 

the heater warms up but I will probably still do those short quick trips 

hy car when necessary. 
> Too complicated a message. One page of one simple message would 

beeffective. Only the very keen would read this! 

,> Nothing new in this material and some ofthe points made are 

arguable! 

The criticisms could be broken down into the following elements. Firstly the depth of 

information in the leaflet caused problems. The respondents emphasised that the 

message could have been transmitted in a smaller space and would have been 'better if 

they concentrated on afew main points'or 'only the very keen would read this. Al I ied 

to the depth is the divergence of the message. This caused confusion and respondents 

commented 'too much varied information to take Wand 'too complicated a message. 
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Another element to be aware of is the animosity that exists from sections of the 

population to organisations such as FoE. The arguments presented by FoE are not 

particularly well received by a number of respondents and some consider that these 

organisations have no authority to lecture them on their way of life. This is supported by 

comments such as 'Message too aggressive. I do notfeel sympalhy to FoE organisation. 

Message Appeal No. 2 consisted of a video entitled 'There is Another Way: TravelWise' 

which was produced in 1995 by Buckinghamshire County Council and presented by Bill 

Oddie. Advice is provided throughout the video on how best to adopt a more suitable 

mode of travel behaviour that better serves the environment. 

The format, i. e. the video, was strongly endorsed by households as a very effective means 

of transmitting the message and was supported by comments: 

> Video was good andput over with a sense ofhumour, which helped 

> Certainly made me think about opportunities to change. Given my 
travel profile however the only opportunity I have to change are trips 

toGXorchurch. Both ofthese I change when time permits. nepace 

of life demands at least reasonablyfast transport times. Public 

transport isn't an option. "y isn't there a train service to go around 

the M25? 

> Positive appealing message. Alternative ideas which sound right. No 

preaching. 
> Much more in rmative andpersuasive that message appeal no. 1. But Ifo 

there was little that is relevant to living in GXexcept to confirm that 
High Wycombe is now a no-go area 

Whilst this is the first message appeal of the research programme that receives positive 
feedback there is little in the way of any evidence that people will change their existing 

travel behaviour due to the effectiveness of such appeals. 
One of the comments made above confirms this as it clarifies how the message carried in 

the video gets recognised by the respondent when he says 'certainly made me think about 
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opportunities to change. However this individual then immediately erects a barrier to 

change by adding the comment 'given my travelproftle however Me only opportunity- 

--'. He then goes on to explain howIchange when timepermits. It must be assumed 
that the respondent, while originally receptive to the message is still not convinced that 
he could change his travel behaviour. He concluded the point by claiming that ýpublic 

transport isn't an option'without attempting to locate more information about the 

services on offer or attempting to review where the use of public transport could become 

a viable option. The habitual behaviour associated with car use, whilst challenged 

viewing the video, is not re-evaluated in any depth by the respondents. Primarily this is 

because the existing behaviour is so deeply entrenched that the message contained in the 

video was not powerful enough to dislodge its foundation. Nevertheless a number of 

respondents did express criticism with the use of Bill Oddie (formerly of Me Goodies' 

fame) as the narrator. Comments included: 

> Patronising video and the message could have been put across more 

entertainingly, more persuasively and this more effectively. 
Positive approach good but personally Ifound Bill Oddie tooflippant 

and childish in his delivery. 

Rather superficial! 

It is a common practice in marketing communications programme to make use of what 

are termed 'celebrity endorsers' who appear in or narrate an endorsement of a particular 

product. 

By selecting Bill Oddie as the narrator in the video it can be assumed that the creators of 

the video intended this to enhance the content of the message. The success of such 

celebrity endorsements is very dependent on the term 'malchup' as used in marketing 

communications. This means that there needs to be a meaningful relationship or matchup 

between the celebrity, the targeted audience and the particular subject of endorsement. 

While a number of respondents supported the use of Bill Oddie, in the video, the 

comments above imply that a number also considered him to be an inappropriate 

matchup for this particular subject. 
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It is not possible, due to a lack of information, to analyse specifically why these 

comments are passed concerning Bill Oddie. One suggestion could be that the 

respondents view this issue as one of such high concern that to adopt a comedian as the 

narrator was to undermine the seriousness of the issue. If such a reaction were 

widespread then it would conf irm that this appeal had failed in its objectives. The 

humour associated with adopting Bill Oddie was meant to facilitate an easier penetration 

of the target audience. Based on the success of penetrating this audience would create the 
desired reaction, i. e. a reconsideration of existing travel behaviour. 

Message Appeal No. 3 was in the form of a poster. Two posters from a set of four 

posters in total were distributed and supplied in the scaled envelope to the households. 

Each one depicted a different theme and these are detailed in Chapter 4. 

This appeal received the broadest level of acceptance from the three message appeals. 

The posters seemed to have encouraged very warm reactions indeed even though this 

format adopted only a maximum of 20 words with a directly connected piece of artwork, 
i. e. a photo. Comments included: 

> Brilliant message appeal. Clear and straight to the point. 
> Picture was a good idea Clearly and simply explained 
>I like the schoolposter. That is a conscience pricker. 
> Made mejeel quite uncomfortable, at least in regard to transporting 

our children to school and my commuting. But did it do anything 

now? Not much! 
> Does make youfeel guilty about very short cariourneys! 

> The advertising was more attractive but not more persuasive! 

it is not clear why the posters were so well received by a large section of the households. 

It could be that the message was plain, clear and to the point and that this encouraged an 

immediate level of agreement from the respondents. This is supported by the comments 

'clear and straight to the point'or 'clearly and simply explained'. Or could it be an 

appreciation of the artwork that pushed the respondents to agree with the theme of the 

appeal? This is vindicated by 'picture was a good idea. 
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Criticisms were also levelled at the poster medium but it should be mentioned that three 

of the comments below came from one household. However the comments bring an 
important dimension to the discussion on the most suitable format. 

> Totally ineffective! No message and simply reiterating tired PR 

slogans! 

> These are pretty unimpressive. Thefirst is very soppy andprobably 
insulting to war veterans. 

>I think the English is terrible in thatposter (referring to the school run) 
> Yhe second (school run) is ill phrased. 'Why do the school run', 

initially struck me and myfather as an ungrammatical version of Why 
does the school run'andpaused to suggest that some more people 

should walk nearly two miles. 
> 77ze third is a good mottofor a railway company! 
> The train homefrom work is nothing tome as it is not a possibility. 

Yhe war against pollution is too vague! 

6. Z3. Overview of Findings ofMessage Appeals 

Of the three formats adopted in the message appeals both the video and the posters 

achieved a reasonable amount of support whilst there was only negative commentary 
levelled at the leaflets. It is notable that the posters and the video are at the two extremes 

of the spectrum of communication instruments regarding the attention span that is 

required to make them effective. In order to reach their audience poster campaigns 

normally require split second attention due to their siting on roadways. However to view 

a video in its entirety requires more time and focus by the recipient. As a consequence 
the use of video may be maximised best when screened in the home. 

Based on the habitual behaviour associated with the use of private transport and how this 

may undermine the success of the message appeals, a contingency was planned for in the 

research methodology. At the time of induction into Phase 2 of the research all 
households were required, regardless of the effectiveness of the message appeal, to 
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undertake three journeys on a voluntary basis on any mode of transport excluding private 
transport. The data accumulated from undertaking these journeys subsequent to the 

message appeals are now introduced. 

6. Z4. Diary Analysis 

The households recorded their experiences of the journeys utilising the various modes of 
transport. Some were described in three or four words while one participant proceeded to 

write four pages on theirjourney to Brussels by Eurostar. Enabling the participants to 

record their actual experiences ofjoumeys along with their thoughts, either negative, 

positive or both, was identified as a major justification for selecting the diary for the 

medium of record. The following analysis is broken down by the mode of transport 

chosen for the journey. As evident by the depth of material submitted in the diaries it is 

acknowledged that public transport is the only feasible alternative to private transport for 

the majority ofjourneys undertaken. 

6.24.1 Public Transport 

In the focus groups discussions much emphasis was placed on the importance of having 

an adequate bus service within the public transport domain. Similar evidence was 

presented in the diaries but the information was more closely related to actual 

experiences. As the journeys were undertaken, or in certain cases unsuccessfully 

attempted, on behalf of the research it was envisaged that the transcripts describing these 

journeys would be more descriptive than if the participant was questioned about the 

experience some time later. 

The isolation of Hedgerley from any dependable bus service was mentioned many times 

and often as a reason for not making any attempt to experiment with the bus service. 
Some of the stories told are very powerful in support of these criticisms. A good 

example is described below and this participant genuinely wanted to succeed in adopting 

public transport out of Hedgerley village for the benefit of the research. This person's 

story goes as follows: 
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>I investigated the idea ofgetting the bus to Wexham Park Hospital to do my 
WRVSshiftfrom 1600to 1930ona Tuesday. South Bucks Travel Guide with 

a timetable costs 50p and is dated 2 71711997.1 had three options: 

1. Route 44from Hedgerley at 1314, arrive Slough Bus station at 1337. 
Depart Slough 14.25 and arrive at Hospital 1439 (1 hour 21 minutes too 

early). Last busfrom Hospital at 1832 so would need taxi to get home 
2. Or 20 minutes walk to Hedgerley Common to catch 1353, arriving Slough 

Bus station at 14.14. Then as before! 

3. Route 44from Hedgerley at 1414, arrive The George at 1425. Depart The 
George at 1443 and arrive at the Hospital at 1500 (1 hour too early). Still 

taxi to get home 

On checking timetable at two bus stops in Hedgerley, one of the stops had 

only one-way times and the second had times ofhoth directions. Buttimes 

not as in Travel Guide of the 271711997. Rang Traveline on 0345 382000, 

waited over ten minutesfor music to stop, then told there is an update to 
Travel Guide publishedAugust 1997. So both my copies of timetable and 
information on the bus stops are out of date. The bus stop isfilthy and 

needs a seat. Think I'll go by car! 

Based on this information it would seem apparent that this particular journey was not 

suitable for public transport based on the available bus routes and time schedule. This 

journey would be an obvious choice for the car. However this is not to undermine that 

the effort made by the participant was genuine and yet it resulted in them coming away 

with a very poor impression of the bus service. Primarily this impression was caused by 

the inaccuracies of the timetabling schedule. The issue of timetabling was raised quite 

vehemently in the focus groups and it was one of the most important issues to emulate 
from the research. As a consequence this issue will be critically evaluated in chapter 7, 

Analysis and Conclusions. 

Nonetheless it is important to look in more detail at the nuances of the timetabling 

problem. The research data has already confirmed that there were inaccuracies in the 

timetable and, whilst these can occur in number of ways, they all lead to further 
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confusion for the commuter. A collection of these has been alluded to in the research and 

were recorded in the diaries including: 

> Timetabling problems arose because of buses not running to their normal 

schedule on any given day. This is a common timetabling problem and can occur 
due to traffic delays on a route, insufficient drivers reporting for a shift or an 
inadequate number of buses. It was recorded in the diaries with comments such 

as the 'bus was twenty minutes late. The degree of frustration expressed by 

respondents to such delays is impossible to quantify. It was elaborated upon 

nicely by one household who commented that it is 'very quick and easy'as the 

positive outcomes recorded from the particular journey 'but had to waitfor a bus 

to take me home'as the negative outcomes recorded for the same journey. This 

example demonstrates the narrow line between satisfaction and dissatisfaction 

with any particular journey. 

> Problems are caused when new timetables are published and misunderstanding 

can occur thereafter especially for irregular users of the service. Timetables are 

normally issued under a revised issue date but it is not clear how to calculate the 

latest in circulation from one timetable to the next. Comments to support this 

include 'so both my copies ofthe timetable and the information on the bus stops 

are out of date. 

> Other comments included the difficulty associated with actually getting hold of a 

timetable for a particular route as verified by the following respondent who stated 
4 very easy once I had the timetable'. The research identified the difficulty in 

locating bus timetables as one of extreme annoyance and inconvenience for the 

respondents. 

The fares charged were also contentious as mentioned in the focus group discussions. 

They were considered too expensive with comments like 'Prices are disgusting. The 

buses are late, dirty, do not always turn up and many of the drivers are scruffy old men 

with an attitude. The particular respondent goes on to disparage the timetabling and the 

appearance of the bus drivers. 
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Overall the services provided by the bus companies were not recorded in the diaries as 
being highly rated. Both the comments below summarise this area of discussion: 

> 7he price ofpublic transport, the time involved in getting to thatpublic 
transport and the time waitingfor the service combine to deter mefrom 
making morejourneys without the car. 

And 

> 7he cost of thejourney (12.80 returnftom Gerrards Cross to Slough) and the 
time involved. Because ofthe poor hus services and timetabling (it) made me 
decide that until we get a goodpublic transport system we will not persuade 

people to use their cars less. 

One interpretation drawn from these summaries is that the respondents, having tried bus 

transport on behalf of the research, were not convinced by the experience to change from 

their current mode of travel, i. e. the car. They still perceive the bus service as inadequate 

and the experience fails to persuade them of the merits in relinquishing their use of 

private transport. 

It is appropriate to now provide a detailed account of a busjoumey undertaken by one of 
the participants: Euston Station to Waterloo Station in London. 

> 7here is a relatively lengthy waitfor the bus despite thefact that three 

separate buses go to Waterlooftom this stop. A male beggar asks the 

passengersfor 30p with no success. He is highly unaggressive, and no doubt 

needs the money, but nonetheless this is unlikely to encourage people to use 
this stop. Furthermore various youths on roller-skates attract suspicious 

glancesfrom middle-aged women waiting at the stop, though they are clearly 

not lookingfor trouble (they are probablyfrom the Somers Town estates - 
these have major socialproblems and locals may have reason to look at them 

with some suspicion). The seats at thefront ofthe top deck in this one-person 

operated bus, which offer byjar the best view, are both taken, which is a 

shame. The good viewfrom the top deckfront seats on these vehicles is their 
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only redeemingfeature, for they are ugly buses and tend to brake and Start 
too abruptly to make them suitablefor city use. Yhe crews must be less well 
trainect for ifyo u ask older drivers abo ut RMs and R Ts they insist that they 
were much harder to drive then the OPO buses, yet travel in them was always 
smoother. 

The bus appears to take quite a while to get down Kingsway, but infact the 
journey is very short. It wouldprobahly have taken as long on the Northern 
Line andon this sunny day the busiourney is highlypreferable. As usual 
when riding on the top deck of buses I notice a couple of interesting 

architectural details, notably the dale on the disusedpost oJficejust north of 
Southampton Row. Crossing the Thames is always slightly thrilling, and here 
I notice that a large building near Temple Underground station appears to 
have been demolished and that a new building is in the process ofbeing built. 

Moments regret at not having noticedprevious building before its 
disappearance. Travelling by double decker bus is afar better way to notice 
changes in a city than travelling by taxi or car, let alone the Tube. Gladstone 

and Lenin were both devotees ofthe upper saloon ofLondon Busesfor exactly 
this reason. 

This account adopts a very positive approach to the use of the buses. The participant 
describes beautifully the thoughts and feelings of the journey to such an extent that it 

nearly feels like one was sitting next to the person on the bus. None of the issues that are 

mentioned are portrayed in a negative or extremely critical way and more of this 

approach will be discussed later in this chapter. 

The other constituent of public transport, the train service, received few complaints with 

regard to the provision of timctabling and scheduling arrangements. The experiences 

recorded from adopting the train service were generally favourable with minor negative 

comments passed. In particular the advantages of using the train were identified with 
benefits such as the peace-of-mind associated with not having to procure parking for a car 

and the comfort enjoyed during the train journey itself. Participants were pleased overall 

and expressed this with the comments listed below: 
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> Afterfindingfirst trip so easy, will use train again. 
> The trains are good, clea, % cheap and quick Don't get stuck in traffic but 

unfortunately there is not much accessfrom where I live. 

> Enjoy train (but not bus) and have a complete timetable. Trainischeap 

hecause I have a senior citizens card. 
> Took longer than car butfun. 

An interesting point to emerge from this material is how people can use the same mode of 
transport for different purposes and yet still report extreme points of view on their 

experiences. The same household in relation to the train service made two comments. 
The first one referred to a leisure journey that was undertaken to view a musical in 

London. The particular instance displays how content the commuter was with this mode 

of transport: 

> We got there on time and the train was prompt. Quite successful, the train 

was eas to use and on time, not very comfortable. y 

As the journey was leisure oriented it could be implied that there was more time available 
for the journey and one could assume less pressure being exerted on the passengers as a 

consequence. However the second journey by the same respondent clearly displays a 
frustrated commuter who refers to a work journey by concluding: 

> Train was late and long walks to andfrom station. Shatieringjourney arrived 
late and car was much easier. Never going to work using that method of 
transport again. 

Now the respondent expresses total dissatisfaction with the train service and yet this is 

the same train service that received such glowing comments from the journey to London. 

The respondent does indicate the train was late but no information is provided by how 

long it was delayed. Nevertheless the description of the journey is 'shattering' and the 

walks have become Iong'to and from the station. Finally a statement of determination is 

made with 'never going to work using that again. A very important question could be 
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asked here: will such an occurrence affect the modal choice for that household in the 
immediate future? It would be reasonable to assume that this 'method oftransport, i. e. 
the train, will not be the respondents' first choice. 

Two different households provided accounts of long-distance trainjourneys. One was to 
Edinburgh and the other to Brussels. A respondent identified one specific area of interest 

to the research and attempted to clarify the problem that it caused: 

> Before the train starts the public address system sprouts incomprehensibly 

gobbleegook about saver tickets not being valid on this train Thelicketing 

system is so complex no one understands what it means. Everyone now 

assumes their tickets are not valid and that they will be thrown offor 

surcharged This system does not work well and even the conductor 

seems confiised 

The participant identified the complexity of the fare structure on the trains as the area of 

concern. This issue has become a more common form of grievance since the licensing of 

private train operators and the subsequent split up of the rail network. The participant 

claimed that this confusion only makes it more difficult for travellers to select this mode 

of transport for longerjourneys. Part of the difficulty stems from not being able to locate 

fare information and, even once this is achieved, the complexity of understanding the 

pricing options. This point needs further investigation as the research data, brief as it 

may be on this point, indicates that this issue may be acting as a deterrent to long distance 

commuters from adopting the train. 

A detailed description of a complete journey is now recalled and this involves a number 

of different train journeys. The journey begins in Gerrards Cross and goes as follows: 

Walk to Gerrards Cross train station. Chiltern Railway train to Marlvbone. walk to 

Baker Street, Circle Line Tube to Vim Cross Station. finally GNER (Great 

Northern Express Railwav) express to Edinbur2h Waver ev. 

> Thisjourney is very similar to the Eurostarjourney described above, which 

either stress that Scotland isforeign or that England is an integralpart of 
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Europe, probably both. Because there is no 20 minute Eurostar check-in 

requirement on GNER (why? Surely a GNER express would blow upjust as 

spectacularly as a Eurostar) and no time difference between London and 
Edinburgh, I can leave home rather later than when going to Brussels, 

although I still have to leave very early and I still arrive far too early at 
Gerrards Cross. Yhe automatic ticket machine at Gerrards Cross rejects my 

; C5 note about six times, which is irritating. I also discover thatfor some 

peculiar reason ifI choose to do thisjourney using the Central Linefrom 

South Ruislip I can save 60p (0.30 rather than 0.90 to Zone Ifi-om 

Gerrards Cross). 

Kings Cross concourse is quitefull and there arefar loofew seats (1, e. 

effectively none) for what is virtually an international station 7heplatform 

for the Edinburgh is not announced until very late. I am very lucky that Ifind 

a history magazine containing an article on the battle of MusselburghlPinkie 

(154 7) in the station bookstall, so I am able to kill time and actually prepare 
for my visit to Scotland at the same time. 
77w train has a locomotive and a dining car in GNER blue livery (an odd 

colour that makes GNER trains look like a cross between a Royal train and a 

mail train in an imaginary Rumination state), but the passenger carriages are 

still in Intercity grey. 7his colour mismatch gives the impressions ofa country 

that is in the throes ofa revolution, and is hardly what onewOuld have 

expected in a major European state. It is however true to say that all changes 

ofthis sort take severalyears to complete. 
The train is the Scottish Pullman It is not infact a Pullman at all, the term 

simply means that it goes veryfast and that proles like me with Second Class 

tickets are not allowed in the dining car in case we alienate First Class diners 

by spilling on thefloor. Ifeel this is offensive but I appreciate that on very 
full trains someform of discrimination may be needed GNER do after all 

operate several trains that allow Second Class passengers to eat in the dining 

car, and ifI had chosen to leave an hour later I would have been able to. 

GNER asked me ifI wanted an aisle seat or a table seat and got me an aisle 

seat, which was efficient of them. The table seats may be usefulfor groups of 
four, butfor individuals they are a disaster as one ends up trapped behind the 
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ill-designed tables. Even his relatively modern Intercity East Coast stock is 

very similar to the old (i. e. mid-1970s) 125 stock, which was very badly 
designed and severalyears behind continental stock like French Corails. The 

aisle seats are not bad however. 

The train is clean (apartfrom seat backs, which are always very tatty on 
British Trains) but heavily reserved and ends up quitefull. Therearea 

number of noisy children who do get my vote. Overall, however, possibly 
because this is the Scottish Pullman, this carriage is not hadfor Second Class. 
It is my opinion, for reasons that are not entirely clear (although the British 

car-using culture, the consequent 10Yoor so shortfall in railpassenger 
journeys compared to France, the exorbitant cost ofFirst Class and, perhaps, 
the poor design of British Second Class carriages, must have something to do 

with it), class differences between First and Second Class passengers are 
much more obvious in British Trains than in continental ones. As usual, many 
of the passengers are travelling within England, to York or Newcastle, so the 
train empties out somewhat as it approaches Scotland 

An announcement is made by the senior conductor that is clear and concise 
informing us that conditions en route are good Admittedly one tends to take 

thisfor granted on internal BR railwayjourneys - we are after all hardly 

crossing the Urals, and in any case it is summer - but it is a pleasant touch 

nonetheless, even if it is clearly a privalisedpseudo-airline gimmick 
Yhe reserved seat next to me is neverfilled, so I get a seat to myselrall the 

way to Scotland Despite thefact that the windows strut somewhat impedes 

my view this is a pleasant and comfortablejourney. Iam always how amazed 
how quickly the train covers the distance to New Barnet, the edge of London 

I have afriend who lives here. It is hardly 8.20am, so she willprobablyjusl 
be on the way to the station. The train is less smooth than the Eurostar, but 

notbad. I get a breakfastfrom the buffet car, having been provided with aI 

sig. voucher because I booked my ticket byphone and credit card. Thebuffet 

carfood is a bitfast-foody, but at least it is more imaginative than burgers. 

My Cumberland sausage in a bun is genuinely good, although it makesfor 

very messy eating and would not have been a suitable choice ifthe seat next to 
had beenfilled, The coffee, however, is vile. 
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Yhe train continues to be amazinglyfast, getting to York at 9.45am. The run 
up the coast after Newcastle is wonderful, although it usually seems to take a 
very long time and Id imagine if one had to thisjourney weekly one wouldget 
pretty sick ofit. The senior conductor welcomes us to Scotland when we cross 
the border. As one approaches Edinburgh the landscape becomes definitely 
foreig?; hopefully persuading thepassengers that thesepeople at the very 
least deserve their own parliament. 
Although railprivatisation seems to me to have been introducedfor largely 
ideological reasons, it hasn't done any harm on this route. The GNER name 
is a bit silly (why don't they call it LNER? ) and the colour scheme is odd, but 

the train is no worse (1hough no better) than before. 7he 38stg. returnfare is 

a genuine boon and makes six-monthlyjo urneys to Edinburgh possible when 
they were not before. 

It is acknowledged that this description of the train journey is lengthy. However it is both 

necessary and beneficial to reproduce for the purposes of the research because it 

possesses a wealth of valuable information. In this section the participant discusses many 
issues relevant to the future of public transport. The comfort of the train and its seating is 

of importance and this account is positive. However the basic design of the carriage is 

questioned compared to European train designs. The quality of the food served on board 

is another difficulty for the train companies. The experience recounted is favourable but 

the coffee is recounted as 'vile'. 

6 2.4.2 Car Sharing 

This is a recognised alternative to travelling alone and is particularly appropriate if a 

number of people are travelling to the same location at the same time. It was interesting 

to observe the mode mentioned a number of times within the body of the diaries. This 

was all the more surprising as it obtained little discussion time in the focus group. Car 

sharing is a well-developed mode of travel in the US and plays an important role in both 

Federal and State transport policies. However in the UK this mode is onlyjust being 

integrated into transport policies being developed by Local and Central Government. 
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A number ofjourneys recorded by the respondents were examples of car sharing. The 

households deliberately made the effort to share a vehicle, all of which were for leisure 

purposes. The comments made were positive and identified areas of mutual benefit for 

the commuters such as 'I didn't have to park my car. Another household recorded the 
benefit of the companionship when travelling together in one car with 'Excellent. Traffic 

was bad so it was better that we all travelled in one car. We also had a good chat 

together'. A final comment is made by a respondent who casts some doubt on whether 
this mode has any future except with people who have very defined hours of work and he 

comments 'This would workforpeople doing 9.00 am to 5.00pm. Mineisless 

predictable as is the person who I shared with tonight. By implication the end of his 

working day concludes at various times and this makes it inconvenient for him to 

deliberate on car sharing. This point was also raised in the focus groups and is an 

obvious deterrent to those who would wish to experiment with the mode. 

62.4.3 Cycling 

Members of the households recorded cycling as a mode of travel somc twenty times in 

the diaries. That is the second highest recorded mode of travel in Phase 2. Nevcrthcless 

this mode of travel has endured a serious decline in use over the past twenty years, as 

detailed by the latest travel statistics presented in Chapter 3. The ease of travelling by 

bike for short journeys was mentioned, as was the convenience of not having to park a 

car. 

One respondent stressed how much the bike is enjoyed when used, as it is 'easy and 

quick'. The same respondent then goes on to mention the pressure exerted by the 

younger members of the household who try to insist on using the car all the time. The 

respondent confirmed that her 'son often gets a lift in the car by pestering. The 

respondent concluded by emphasising how she will resist this in the future and 'will be 

stronger'. Another respondent described one of the difficulties of taking the bike on 

certain journeys and recalled 'Exercise 10 miles. Time plus but I arrived a bit sweaty. 

Circumstances can prevent thisjourney, i. e. couldn't go out due to clothing unless I carry 

a change oftlothing. This particular journey was to visit his girlfriend and he felt he 

arrived somewhat dishevelled. Another respondent described how cycling was such a 

healthy exercise and a 'good way to getfit and see things'. 
184 



One final point to note is that this mode of transport was the only one to achieve a 
positive response to a permanent change of transport behaviour due to the experience 
recorded: 

>I always now use my bike to go into Gerrards Crossfor shopping and work 

Another respondent who adopted a combination of the bicycle and train for the day's 
journey to work recorded an interesting experience with a similar outcome. The 

comments for the journey were as follows: 

> Fun on the way there. Feeling very strong. [Recorded as positive comments]. 
Took a lot longer especially on the way back. Expensive! [Recorded as 
negative comments]. Combination oftaking bike and train too long and too 

expensive means I'll sW with the car. [Recorded as general comments on the 
joumey] 

This respondent makes every attempt to develop an alternative mode of transport to the 

car for the dailyjourney to work. Thejourney in the morning is a positive experience 

with expressions like ' 
. 
fun' and 'strong' used to describe the trip. However the journey 

home is not nearly as upbeat. The journey 'took a lot longer' and is viewed as 
'expensive'. Alas in his concluding comments he admits defeat because of the time it 

takes to complete the journey, which is 'too long, and because of the cost of the journey 

which is 'too expensive. Both of these reasons 'means I'll stay with the car. The effort 
he made to change his travel behaviour was clearly evident but this example seems to be 

yet anotherjourney that would be more appropriate to undertake by private transport. 

At this point it is important to observe whether a trend is developing. It is noticeable that 

the respondents, having experimented with alternative modes of travel, are continuing to 

travel using their existing private transport arrangements. Ile examples recorded 

conf inn that it is not a simple task to modify travel behaviour. The existing travel 
behaviour is well entrenched and offers many advantages specific to the circumstances of 
the household. 

185 



But how important is it for people to comprehend that certain modes of transport are 
more suitable for certain types ofjourneys? In other words is there a requirement for 

people to be more aware that whilst there are a number of different types ofjourneys, 
there are also a number of different modes of travel to choose from. The biggest problem 
in getting people to alter their mode of travel may be their ability to match ajoumey to 
the most suitable mode of travel. Some of the journeys described by the respondents in 

the research, whilst undertaken with the best of intentions, were never really suitable for 

any other mode of travel than the car. The particularjoumey may have been too 
inconvenient, too costly or maybe even too unreliable for anything other than private 
transport. This is the major benefit offered by the car, a greater degree of flexibility and 
confidence that thejourney will be completed to the person's satisfaction. Howeverit 

has become so all embracing that it is being used for nearly all journeys, many of which it 
is not suitable for. 

6. Z4.4 Walking 

Walking was the most popular mode of transport in the research with twenty-two 

journeys recorded in the diaries. The diaries provided positive experiences and referred 

many times to the enjoyment of being close to nature with comments such as 'enjoyed the 

scenery'or had 'nice walk through back routes. Some respondents mentioned how they 

enjoyed walking with others and that it was very relaxing during the walks to chat. 

Others passed comments about how it may benefit their health with comments I ike 'in 

principle I like the idea of doing this (walking) mainlyfrom the exercise and 

companionship point oftiew'. Another respondent commented how they 'met other 

people along the way. All the journeys recorded were for leisure purposes and many 

were referred to as 'weatherpermitting' or 'not toofar to walk but would have been 

uncomfortable if cold or wet. 

One respondent recorded a walk and cites it as a bad experience that may have been 

compounded by arriving late to meet their friends. However the comment is somewhat 

contradictory: 'we left enough time but were still late. Will use car infuture. Awful. The 

walk was tiring and we were late to meetftiends. 
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6. Z5. Overview of Diary Panel 

The descriptions supplied in the diaries of the journeys undertaken are rich in detail. 
These first-hand accounts recorded by the same respondents who participated in Phase I 

enable important connections to be made between the two phases of research. For 

example those households who criticised public transport in the focus groups could be 

studied as they experimented with public transport in Phase 2. Nonetheless it was always 
going to be difficult to observe a direct correlation in behaviour from the time the 
households initially viewed the message appeals and any subsequent change in behaviour 
that may be observed over the longer term. Based on the empirical data it would be a 
mistake to assume that there was categorically no change in behaviour as a result of the 
households being exposed to the particular message appeals, even though the research 
was conducted over a relative short time frame. This point will be expanded upon in the 
final chapter. 

6.3. Section 3: Post Diary Panel Discussions 

6.3.1. Introduction 

The purpose of these discussion groups was to allow respondents the opportunity to 

express their thoughts havingjust completed Phase 2 of the programme. It was not 
intended to re-run the focus groups as it was considered very difficult at the design stage, 

some six months earlier, to assess how many people would actually participate. At this 

point the participants had been involved with the research for some ten months while they 
had actively participated over the past three months. The author was concerned that 

placing too much reliance on rerunning the focus group at the end of the research 

programme could jeopardise the whole project. As described in Chapter 4 none of the 

participants were being rewarded for their participation in the research programme. As a 

result the author considered this to be a drawback in extending the research period 
beyond the diary panel analysis. That being said it was too good an opportunity not to 
have an informal discussion when the participants returned their research material. It was 
therefore rewarding to observe eleven participants appearing, three from Gerrards Cross 

and eight from Hedgerley, all of whom were willing to take the time to discuss the issues 

raised in Phase 2. 
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6 3.2 Panel Discussions 

The moderator understood that the participants had been informed they would only be 
kept a short period of time for these discussions. The discussions were therefore more 
structured and the data is presented under the headings, listed below, as described in 
Chapter 4. 

Problems encountered during the period ofresearch 
Analysis ofpanel discussions 

9 An overview ofthe response to the message appeals: 
No. 1: Leaflets 

No. 2: 'Soulh Buckinghamshire Travel' Video 
No. 3: Posters 

9 Did the experience encourage new travel behaviour? 

6.3. ZI Prohlems encountered during theperiodofresearch 
No issues were raised regarding the scheduling of the research or with anybody's ability 

to undertake the journeys as requested for Phase 2. However there were a small number 

of problems identified with the diary and recounted by the respondents. 

Three respondents referred to the diaries and expressed confusion about certain areas. 
Beryl (F60/h) mentioned 'I thinkIfounda bit where it was ambiguous' and identified 

one of the sections in the Typical Car Travel Diary. The section heading that read 'Do 

you believe car use could have been avoided in making thisjourney? ' She expressed 

some confusion as to whether it was the use of the car that could have been avoided or 

was it the actual journey itself? After briefly discussing the information that was required 

she soon realised that she had in fact completed the section appropriately, i. e. it was how 

the car was being used that was of interest to the research. The wording used did cause 

confusion that can only undermine a respondent's efforts to participate. Nevertheless in a 

study of this kind it is to be expected that there will be occurrences such as this but every 

attempt should be made to minimise them at the design stage of the programme. 
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Jo (F65/gx) made the following written comments in her diary feedback form: 'lastly I 

havefound the main travel diary confitsing andpoorly laid out. I think aform of 

empathy could have been developedwhich wouldhave resulted in more information 

being gathered and that information could be processed more simply'. Itwasnot 

possible to get this respondent to expand on these comments during the post-diary 

meeting. One can only surmise that the layout was sufficiently confusing that it deterred 

her from completing the diary in more detail. Whilst there are many possible layouts that 

could have been considered for the research, the small number of complaints expressed 
by the respondents would support the consideration that this instrument was satisfactory 
for its intended purpose. 

Finally another participant made the following comment in the covering letter when 

returning the diary 'it seems tome thatyou have missed the opportunity tofindout how 

muchyour correspondents already make efforts to minimise car use'. Again it is only 

possible to surmise but it would seem the participant was critical because there was no 

space provided in the diary to record existing travel behaviour that already minimised 

using the car. This is a very good point as it was envisaged that the sample would be 

relatively new to this way of thinking, i. e. attempting to reduce the use of the car within 

the household. This respondent seems to be already applying this way of thinking in his 

travel behaviour and consequently would have liked the opportunity to report on this in 

the diary. 

In summary the design of the instrument and the layout adopted for the diary seemed to 

have facilitated the aims of the research quite well. The comments made by the , 

respondents enable areas of concern to be identified and it is important to be continuously 

aware of such concerns when analysing the data. 

6.3.22 Analysis ofpanel discussions 

Many opinions were expressed during the discussions from those who felt the research 

was of little value to those who expressed support for its contribution to the topic. It is 

fair to state that there was general agreement that a prime objective of the research 

programme had not been achieved, i. e. none of the respondents were prepared to 
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permanently alter their travel behaviour based on experiences encountered while 

participating in the research programme. 

Some of the respondents were quite adamant that no change had occurred with their 
behaviour. Jim (M75/h) described how 'to me it wasn't really valuable and it wasn't 

really anything significant. Just a normalPart oflifie that we carpy on and I can't see any 

changetoit. That'sall'. When quizzed further by the moderator about reviewing his 

own travel behaviour during the research programme, he replied, 'No different. Nothing 

surprised me about my behaviour, as it is normalfor me. 

Meanwhile Beryl (F60/h) expressed surprise with her travel behaviour and observed it in 

an unusual way. She never realised how many times she actually opened the garage door 

in the normal course of events and only noticed how much during the course of the 

research. She commented 'I was surprised at how many times I got the car out ofthe 

garage. Just the number of times, the number ofjourneys I think But there is no way 
that I am going by BUS (emphasised) so I will carry on getting my car out of the garage 
(7aughing)'. While she acknowledges that the research made her consider how many car 
journeys she was making, she quickly shuts down the bus option as an alternative. 

Christine (F36/gx) on behalf of her family was not encouraged by the reaction of her two 

children (son of 14 and daughter of 11) to the research. She commented 'myfamily has 

beenjairly resistant to it really. The children wanted to betaken places really and we 

usually have no time so we hop in the car and I am afraid that really hasn't changed It 

was me that said we could walk it, train it or walk it. But they would rather be taken in 

the car. This example displays how resistant Younger generations are to changes that 

affect their mode of transport. Whilst they are well short of the driving age they are 

already conditioned in the use of private transport and they seek to maintain its status as 

the primary mode of transport within the household. 

This particular example could have similar undertones with the earlier example 

mentioned in the focus group discussions. This described how 16 year old school 

children are already saving to buy a car of their own once they come of driving age, i. e. 

190 



17 years. This behavioural conditioning towards private transport clearly begins at a very 

early age. 

The moderator at this point enquired whether there had Peen any further decline in public 
transport since the focus group meetings. He was quickly informed by Jim (M75/h) who 

responded 'it has got worse with the latest timetable'and this was supported by Norman 

(M65/h)) who adds 'it has got worse I think But Beryl can tell us about her experiment'. 
Beryl (F60/h) then gave her account of a planned bus journey that was reviewed earlier in 

this chapter. Nonetheless it was clarified that there has been a further decline in the 

quality of bus service over the preceding 10 months. 

Jo (F65/gx) identified two discoveries about her own travel behaviour having participated 
in the research and goes on to explain: 

Jo (F65/gx): I noticed two things but you must remember that I am on my own. I 

can therefore make my own plans myself The things that struck me was what a 
terrible public transport system exists around here and the information about the 

public transport system is difficult to get hold of and second(y owe you do 

embark on it, it is quite good Ifound really on the whole 

the negative side being the cost ofpublic transport and the problems of time. You 

are waiting to make connections andfor me it alwM a question of time. It will 

take mean hour anda half, no Iwill take the car. 7hat was a negative side. 

Others, who were in total agreement, quickly followed up on the issue of time. However 

Malcolm differ somewhat and takes the issue of 'time' a step further. He draws on the 

difference between work and leisure travel and describes how leisure travel should be 

seen as an experience and not be timed in comparison to private transport. He explains: 

Malcolm (M45/gx): You have got to get people to stop thinking in terms, like Jo, 

oftime and begin thinking more about the travel as an experience. I don't look at 

timetables because ifI know that a train goes at less than 40-minute intervals, I 

will not botherfinding out the train times. I willjust turn up at the station and 

catch the next train and the worst case is that I will have to waitfor 39 minutes. 
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A large railway station will have a bar, will have a newsagents. In many towns it 

will have an area surrounding it maybe with pubs and interesting things to see. I 

mean I always travel with a book that I can read, 39 minutes in a railway station 

andyou can read 

Malcolm attempts to move the argument away from directly comparing the time a 
journey takes on public transport as against the time the same journey takes by private 
transport. Malcolm only makes use of public transport for hisjoumeys and as a result 

may therefore not have the same conditioning as car drivers towards such journeys. Ile 

goes on to compare this thinking when he is taking a journey and says: 

Malcolm (M45/gx): In a sense the whole behaviourpattern thatyou use on public 
transport is based on the assumption that you are either commuting and therefore 

catching a train at a specific timefrom a specific location that you understand 

and thatjust works. Oryou are travelling on what effectively is leisure travel. 
You therefore assume it will take the time that it will take to do it. Essentiallyyou 

give up halfaday or a day to go to StAlbans. I think car owners probably tend 

to think about going to St Albans and back in 2 hours. Going to St Albans is what 
Idoforaday. That is how itworks. Itisnotsomethingyoudoasaporlionofa 

day. The idea that one would spend less that 6 hours going to andfrom St Albans 

and doing the things in St Albans does not make sense to me. 

Malcolm is explaining his way of thinking within his framework of travel behaviour. A 

trip to St Albans is a day trip for Malcolm whereas for Jo it is a morning or afternoon 
journey as she is conditioned by her experience of using the car for the journey. 

Nonetheless Jo immediately steps in to support what Malcolm hasjust said by stating: 

Lo (F65/gx): Ido think Malcolm is right about attitude. The one thingto me that 

came out ofthe whole thing was it is about your 'allitude'lo public transport and 

whereyou are going and soon. Ifyou can take the day to go to StAlbans then 

thatisfine. But it is about very much how you use things andhowyou look at 

things. 
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Jo is accepting the bones of Malcolm's argument when she says it is 'how you look at 
things' and that is all about 'attitude. This is interesting as the moderator then asked Jo 

'was your attitude possibly one of concern (worry) prior to experiencing public 
transport? Jo's immediate response was: 

Lo(F651gx): No! Quite the opposite. I did think before-hand that public 
transport, you know, would be quite good and very interesting. A good change 

anditwilldomegood And I came away thinking that it is expensive and the 

service is verypoor. I think that on the whole the train services were better than 

the bus. But I quite enjoyed the actual use ofthe bus and the train as I think that 

you do relax more and a rather big bonus is parking. You know whenyou get to 

your destination you do not have to worry about parking. A big positive thing. 

Jo is effectively saying that prior to her using public transport for the purpose of this 

research she had a positive attitude towards public transport. However having used the 

bus service her attitude has changed, partially because she admits that 'for me it is always 

a question oftime'. She is confirming that she used the criteria of 'time' as one of the 

measurements in scrutinising the performance of the bus service. Now she accepts that 

the issue of 'time' is more embroiled in one of 'attitude' as explained by Malcolm. 

This could be put another way. If Jo had not looked on her public transport experiences 

in light of the time it took for such i ourneys, then she may have been more tolerant in 

accepting the bus service as adequate. When monitoring the bus service she seems to 

have adopted criteria that were framed from her experiences with private transport. 

Malcolm insists that you cannot do this or otherwise you will never be content with 

public transport. As a consequence Malcolm is saying that people must adjust their 

attitude to public transport. They cannot hop from private to public transport or vice 

versa with the same framework of observation and analysis. 

6.3.2.3. Response to the message appeals 

It would be fair to say that respondents reiterated much of what was reported earlier in 

this chapter under the section on message appeals. That is not to undermine the value of 

the discussions as they were extremely beneficial and allowed the respondents to meet 
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again and discuss the issues further. And the discussion facilitated a more open forum in 

which to scrutinise the rationale of the respondents at this stage of the programme. 

No. 1: Leaflets 

There was no change in the negative impact that both leaflets provoked and the criticisms 
were even more focused based on the interaction of the group members. A number of 
respondents commented about how they would ignore or dispose of such leaflets 
including: 

Beryl (F60/h): Ifthat had been in a library I don't think I would have picked it up 
It is something I would not have read it and would have put it in the recycling bin. 

Christine (F36/gx): I thought it was messy and did not have anypunch at all and 
didn't mean anything to me 

Some respondents went further and complained that it was only a form of propaganda. 
One said V think it is like a lot ofpropaganda because that is what it is really'. He is 

totally disparaging of the method used to convey this information even though he 

confirms that 'Okay I think what it is saying isprelly vital hut lam not sure that is the 

right way to get it across. He accepts the sincerity behind the intention of the message 

and realises that it is important to get it across to the public somehow. 

David (M63/h) raises an important point when he comments 'I think the problem with a 
lot of road safety agencies is that they are working with ancient advertising techniques. I 

know they want to be short and sweet but Ifind them very corny. Heagreeswiththe 

content of the message but is extremely critical of the leaflets in front of him 

Jim (M75/h) concludes the comments when he refers to the Don't Choke Britain leaflet 

and says then you see the next week record sales ofnew cars and'you think 'well we are 

choked already so here come another lot ready to choke us'. 

No. 2: 'South Buckinghamshire Travel' Video 

This was titled 'Ihere is Another Way'and was widely acclaimed as having had some 

success with the audience and comments included: 
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Rachael (F I 6/h): I liked it and it keeps you moving with the story. Alsoilshowed 

what works and identifies where it has worked already. 
ailles (M26/h): I liked it, as it was quite pro cyclist. Pushing that angle was quite 
good A very good medium. Captured its audience. 

The medium seems to be the major constituent of this successful appeal. Some of the 

respondents were even suggesting how this format could be use on a broader scale to 
influence the wider public with comments 

Christine (F36/gx): It might start people thinking. I think after that a persuasion 

campaigm You need to come atpeopleftom various angles and I think that 

wouldbe quite agoodone to come at. Yes being local andplaces you could 

recognise. A person that youfound quite appealing andfun really. Ratherthan 

heingpreachedat! 

Katherine (F35/gx): I thought it was ratherfun really. Iihinkiftherewasthe 

occasional, short, punchy little advert to that effect on TV every other week or so, 

around ahout children's time then it might make people think 

Respondents emphasised the continuous use of this medium in any future campaigns. 
Tley were of the opinion that video is advantageous in getting the message across. They 

go on to suggest that more effort should be placed on making the public aware of the 

issues through the use of such media. 

The 'Bill Oddie' factor, as it became known, was particularly targeted during the panel 
discussion and probably best surnmarised by Malcolm (M45/gx) who states: 'the problem 
is thatpeople will not read these (Zeaflets) but they will watch the Bill Oddie. Primarily 

because of the Bill Oddie thing. Ifyou sent this (video) through with a huge swan on the 

front with Buck County Council on the video nobody would have watched it at all. It is 

just because the Bill Oddie is there that they watch it. Having said this it does work 
because ofthat'. The prime reason in adopting a celebrity endorser was to help gain 
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awareness for the message. This seems to have worked and Christine concludes this by 

stating 'it might start people thinking. 

No. 3: Posters 

The wording used was queried by a number of the respondents and criticised for its poor 

grammar. The medium was considered more successful than leaflets and Christine 

supports this and comments: 'I think the idea of using a poster to go in bus is eye- 

catchingisgood. And is probably more effective that a leaflet' 

6.3. Z4. Did the experience entice new travel behaviour? 

At the end of the discussions the floor was thrown open to consider policies that the 

respondents considered would have the greatest potential in resolving this issue. The 

majority emphatically answered 'no' to undertaking any change in travel behaviour based 

on the encouragement through voluntary behaviour alone. However they did express the 

view that voluntary behaviour was an important part of the overall solution in 

understanding how this behaviour can be modified. 

Giles claimed that there needed to be some reward associated with any modification of 

travel behaviour. He describes this as such: 

afles (M26/h) I have got to admit it would take something else (other than 

communication and voluntary behaviour), as everybody wouldiust see it as a 
direct sacrifice by themselves. I mean be itfiscal or something else offering an 

incentive. That is certainly the way it will have to be with myself 

He clearly views the required changes coming about through a combination of 

approaches and is receptive to such approaches within his own framework of travel 

behaviour. Norman links to this an important issue when he refers to regulating any 

increase in taxation on the motorist as part of the solution. He comments: 

Nonnan (M65/h): I think ifyou said the government were going to put 50p on a 

gallon ofpetrol and that that 50p was immediatelyploughed into public transport 

to subsidise that, I thinkpeople would accept that more than ifitjust disappears 
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into the treasury, where it does at the moment andget lost. There is the sort of 

carrot element; up to now it is always the stick. 

Norman claims people are more open to the issue of increased taxation but they require 
this revenue to be ploughed directly back into transport and invested on the alternatives, 

especially public transport. Norman seems to be implying that he may then use the 

alternative mode of travel partially due to the consequential improvement in quality 

service but maybe more importantly because of the increased taxes on the use of the 

motor car. So while the research may have enticed households to experiment with the 

alternatives modes on offer, no evidence has become available to support any real change 
in travel behaviour. 

6.4. Summary 

This chapter sets out in detail the material gathered in Phase 2 of the research 

programme. A significant effort was made by each of the households to report on their 

travel experiences from modes of transport not normally utilised in their weekly 

schedules. At the same time they expanded upon the lessons learned from experimenting 

with these alternative modes. The households confirmed that the research site is heavily 

car dependent and lacking in its use of the other modes, especially the bus service. 

Examining the responses to the message appeals the participants confirmed that the 

medium of video was the most successful. While the participants agreed that those 

appeals in themselves did not entice them to make changes in their travel behaviour, they 

did confirm that certain message appeals were favourably received and did exert a degree 

of influence in their thinking on the subject. The material gathered during Phase 2 has 

provided an immense amount of valuable data. The following chapters will now attempt 

to explore the relationship between social marketing and the qualitative data presented in 

this study. 
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CHAPTER 7 

ANALYSIS 

7.0 Introduction 

In this chapter the principal findings of the study are reviewed in line with the objectiyes 
as set out in Chapter 1. One of the prime objectives of the research programme was to 

examine what effect on travel behaviour, if any, would take place as a result of exposing 

private transport users to a number of message appeals in the form of leaflets, posters and 

video. T11e, research programme enabled the author to scrutinise the effects of these 

'message appeals in helping to test a key hypothesis of the research; i. e. social marketing 

can play a central role in influencing the behaviour of private transport users. It is 

important therefore to present the major themes that ran throughout both phases of the 

research programme, as they need to be more fully understood in the broader context of 
the research. The chapter begins with a review of the topics that lie at the centre of the 

participant's resistance to changes with their existing travel behaviour. 

7.1 An Overview of the Topics 

Over a total period of 10 months the respondents reviewed their travel behaviour on and 

off while undertaking everydayjoumeys whether for work or pleasure. The programme 

of research facilitated the design of research instruments that could gather and analysis 
data related to these experiences at specific times that suited the participants. The topics 

that were considered to be of most relevance to this focus of research are now briefly 

presented. 

7. LI Public Transport 

Adopting public transport, either the bus or train service, was identified as the only real 

alternative to that of private transport for the majority ofjoumeys undertaken during the 

course of the research. Fundamentally this was because the average distance travelled in 

a journey was either too far to walk or cycle. Nonetheless the consideration of public 
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transport, and in particular the use of the bus service, received widespread comments of 
dissatisfaction from the respondents and these comments encompassed many different 
issues. 

Poor reliability of the bus services was cited in the discussions by many of the 

respondents as the main reason for not attempting to use the service 7he service is 
in 
. 
frequent says one respondent. Another states that ýqeople do not think about them 

(buses) really because they are so in 
. 
frequent'. A direct link is constructed by the 

participants between the issue of poor reliability and the low levels of usage recorded in 

both parishes. 

This point is extended further by the continuous reference throughout the discussions on 
the issue of poor timetabling. The timetable was identified to be of importance because 

the participants interpreted it as a form of contract or as a declaration of commitment by 

the transport company to provide them, as passengers, with specific travel services. 
However the respondents quickly determined that the timetable was of little value as they 

confirmed that the bus companies rarely adhered to it with any sense of urgency. This 

seeming unwillingness by the bus companies to comply with their own schedule of 

services implied to them, as customers, that they were not considered important. Not 

maintaining the timetable therefore was seen to represent an act of bad faith on behalf of 

the bus companies. 

This issue was perceived differently by those participants who adopted private transport. 

Those participants who adopted the car were of the opinion that they effectively designed 

and implemented their own personal timetable every day. This allowed them the freedom 

to decide when to arrive and depart any of their chosen destinations whether for work, 

school or social purposes. If the private mode of transport were to be exchanged then 

they considered someone else, in the capacity of bus driver or train conductor, was 
determining their schedule of travel for that journey. Forfeiting control, by relinquishing 

the use of private transport, signified to the participants that a considerable amount of 

trust existed with the public transport provider. However it is evident from the research 
data that the participants have a very low level of trust with the bus companies. As a 
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result the bus companies, in particular, have a serious hurdle to overcome if they hope to 

persuade private transport commuters to convert to public modes of transport. 

As documented in Chapter 6 both parishes had a very high percentage of car ownership 

among the participating households. Only one household in the study made no use of 

private transport and relied heavily on the availability of public transport. The remaining 
households all used private transport for the majority of theirj6urneys and in some cases 

viewed public transport as an external resource that could be called upon when necessary. 
Public transport was not a mode of transport that these households needed to consider on 

a daily basis and when discussing the service many participants struggled to comprehend 

how they could make use of it. Consequently it would be reasonable to assert that low 

levels of awareness existed among these respondents especially regarding the routes in 

operation, the frequency of service and the fares charged. It is difficult to pinpoint any 

one reason for this but the researcher would surmise that many of the participants were 

ignorant of what was on offer from public transport because they rarely made use of the 

service. 

A good example of this was discussed regarding the fares charged for using the local bus 

service which many participants claimed were too high. The younger participants, 

namely those travelling to school or college, expanded on the detail of the fares charged. 

Nevertheless one respondent expressed amazement when he was made aware in the 

discussion of the low fare for the one-day travel card that could be used for unlimited 

travel by train and bus around Greater London. The fare was quoted as E4.70 and could 

only be purchased after 9.30am. This respondent had lived in Gerrards Cross for over 

twenty years and yet was unaware of this cheap travel fare. He admitted that he did not 

use the train service but would he have considered adopting this mode of travel if he had 

been aware of the cheap fare? It is not possible to answer this question here but this 

example confirms that respondents were unaware of important information related to 

journey considerations. Mention was also made of the confusion generated by the many 

fare variations on offer when travelling long distances by train. It was agreed that such 

confusion only deters people from using the train service. 
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Many respondents also referred to what they considered as the steady decline in the 

quality of the bus service over the past five to ten years. The comments inferred a direct 

connection between the diminishing demand for the service and the decline in the quality 
of the service on offer. It is not possible for this research to determine which came first, 

the diminished demand or the reduction in quality of service. Nonetheless respondents 
were of the opinion that the change in ownership from public to private was the major 
factor contributing to this decline. None of the respondents supported the transfer of 
public transport into private hands. Rather they confirmed how uneasy they were to see 
this change come into effect in their area. The bus service was identified as an integral 

part of their community and of similar significance to the Royal Mail post van or the 
local dairy milk cart. Ilercfore it was impossible for the residents not to notice the 
bright new bus colours and company insignia that accompanied the change of ownership. 

The participants were of the opinion that this change in ownership has not been widely 

accepted in the communities and constantly made reference between the decline in the 

quality of the service and the private operators taking possession of the bus routes. It is 

not possible to examine these criticisms in-depth but, upon analysis, the focus group 

material confirmed that the respondents identified a decline in the quality of the local bus 

service. Over the course of the research the participants also confirmed that they believe 

this decline is continuing to this day. 

While these were the major issues raised by the participants it is acknowledged that other 
issues of importance to public transport were not raised in any great depth. This could 
include the standard of the bus fleet, the confusion that seems to exist with hail-and-ride 

bus stops and the courtesy displayed by the bus drivers while on duty. Nevertheless it is 

important for social marketers to be aware of the issues raised in this research. It is only 
by being aware of such issues can attempts be made to understand why and how people 

make choices when selecting a mode of travel. It is accepted that the primary purpose of 

public transport is to facilitate the easy movement of people travelling any distance for 

whatever reason. Public transport therefore must do everything in its power to enable 

people consider this mode more favourably when making travel arrangements. 
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Many of the problems associated with the above issues could be tackled with some 
success through adopting social marketing techniques. Concerns for the public regarding 
timetabling, pricing and ownership could be presented in a manner that would enable the 

public to gain a more comprehensive understanding of the issues that lie at the heart of 
such decisions. While applying social marketing techniques is not suggested as a remedy 
for the continued poor performance in levels of service, designing message appeals that 

provide a better understanding of pricing, for example, could help counteract the 
formation of negative attitudes. A campaign that would set out total cost comparisons 
between public and private transport for particularjourneys could be regarded as a good 
example. Such a campaign could educate travellers on the true cost of undertaking 

certain journeys and possibly provide them with the more pertinent information that they 

require in order to make informed judgements when reconsidering their existing 
behaviour. 

7. L2 A Sense of Security or Lack of it 

The issue of personal safety and security was discussed for the most part regarding the 

safety of females when travelling alone and a level of fear was evident among 

participants in such situations. It was noticeable though that people were overall very 

content when riding the bus or train services themselves. The fears were expressed more 
in regard to concerns for their personal safety and it was agreed that this restricted the 

eagerness for respondents to undertake even simple tasks such as walking to public 
transport facilities, perhaps a bus-stop or local train station. A resident provided an 

example that 'neither my husband nor mysel(would contemplate walking homefrom the 

station in the evenings. Yhe morning isfine but not later in the evening'. Nonetheless 

documenting the concerns for safety when using public transport is not meant to suggest 
that there no such concerns exist when using private transport. Respondents confirmed 
that personal safety is now relevant when considering all modes of travel but it is perhaps 

more prominently exposed in the public domain when contemplating the use of public 

transport facilities. 

It could be argued from the research findings that the issue of personal safety is one of 
the main reasons people are adopting private transport in greater numbers. This was 
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inferred in the discussions when reference was made to the fact that households were 
becoming 'insular' in the way they lead their lives. Or how 'artificial bubbles' were 
being created in order to allow members of the household to feel more secure when 

undertaking day-to-day journeys. While the participants expressed how difficult it is to 
feel completely safe in any mode of transport there was general consensus that private 
transport provided the greatest sense of safety for those who consider it a priority. 
However the issue of personal safety carried with it a negative consequence for many of 
the participants contemplating public transport. 

This topic might be difficult to tackle from a social marketing perspective. It only 

requires one occurrence of an incident when waiting to use public transport and 

thereafter, through the regional or national media as the vehicle, the incident becomes 

widely reported causing a sense of anxiety among the travelling public. It is very 
difficult to counter this anxiety in people's minds, as such incidents are by their very 

nature difficult to contain. However social marketing campaigns can help make people 
feel safer in many different ways. For example campaigns could focus on building 

people's confidence by advising them on how to take extra precautions when travelling 

alone. It might be appropriate for ftirther research to consider such applications if the 

issue of personal safety is deterring significant numbers of travellers from adopting any 

of the alternative modes on offer. 

Ile participants did not discuss the issue of safety from accidents and potential injuries in 

any detail. No problems were expressed at all with public transport on this issue and 

there seemed to be a high level of contentment when utilising such modes. People also 

seemed relatively content with the level of safety when adopting private transport. 

However the surge in the demand for SUVs in Gerrards Cross was volunteered as an 

example where there is increasing demand for more protection on the road. Participants 

considered that SUVs could offer an increased feeling of security. The use of SUVs was 

also closely associated with driving children to school and the protection it offered at 

such times. 
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7.1.3 Class and Mode of Travel 

While this topic did not get much airtime in the discussions it was agreed, somewhat 

reluctantly, that a connection could be made between mode of travel and the perception 

of an individual's standing within the local community. As Desmond mentioned, the 
train is something that the commuter will easily accept but the bus, as he puts it, 'is very 
down market. Positioning the bus service so low down in the social domain of transport 

could be viewed as a serious distraction for many commuters from utilising the bus 

service for everyday journeys. The lack of anonymity in the communities of Gerrards 

Cross and Hedgcrley seemed to perpetuate this feeling, as there seemed to be no 

reluctance in using the buses when visiting London. Maintaining a level of social 

acceptance for public transport should be identified as an important issue central to its 

survival. Therefore to observe the bus service being categorised as a somewhat lower 

class of travel should be of serious concern to bus companies in general. 

Social marketing programmes would be well suited to counter these perceptions and to 
influence the standing of public transport in the eyes of the commuter. The design of 

specific message appeals would be required and they would need to have clear objectives 

and be properly targeted at the appropriate groups. However the participants agreed that 

well designed and focused message appeals could make a significant contribution in 

countering this perception. 

U4 Congestion 

The topic of congestion was mainly raised in association with the school run and how this 

affected traffic in the areas close to the schools at certain times of the day. There was 
little mention of the wider issues of congestion in connection with the motorway systems 

or when travelling outside of the locality. This was of surprise to the author given how 

close both parishes are to Greater London and to the two motorways servicing the west of 
England, the M4 and the M40. Both of these motorways can endure serious congestion 

at peak times. The reality seems to be that the respondents participating in the research 
do not consider congestion to be a serious problem based on their particular pattern of 

travel movements. 
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Attempting to remove the problem of congestion entirely from the road network is not a 

realistic objective. Therefore it may be difficult to quantify how beneficial social 

marketing may be in such instances. While ongoing attempts are being made to reduce 
the effects of congestion, traff ic experts are beginning to realise that congestion is 

becoming a more permanent feature on the roadways. Therefore it may be better to 

reflect on how congestion can be integrated and controlled as an everyday function of 
traffic management. Imparting information to assist with this objective could be 

enhanced by utilising social marketing techniques in an ongoing programme of public 

education. This programme could initially be carried out on a national basis in order to 

present an overall understanding of the problems caused by congestion. Regional and 
local programmes could then be rolled out in support and be targeted at spec: if ic 

congestion black spots closer to the commuter's home and place of work. Such 

programmes could encourage commuters, by providing real time information, to travel at 
times and on routes that help minimise the problems of congestion. The information 

contained in these programmes could also help to influence the commuter's choice of 

transport to the extent that the profile of public transport is enhanced as a viable option. 

7.1.5 Noise Pollution and the Generation Gap 

This was raised as an issue of concern by the respondents and was particularly noticeable 

for the way it was criticised by the older participants but yet accepted as a normal part of 

everyday life by the younger ones. Comments in the narrative range from 'the noise is 

terrible now' to 'I can't say that I noticed it'. Noise pollution acted as a catalyst opening 

up other areas of divergence between the respondents. These differences can be best 

divided between the different ages of those involved. However they all seemed to focus 

on one consideration; different generations have different demands. The older 

participants were happier if the locality remained as it was some twenty years earlier. 

One household even considered moving out of Gerrards Cross into the countryside as a 

direct result of the changes they had observed in recent times. The younger participants 

expressed no such concerns and were happy to witness the area moving on and keep up 

with the modem pace of life. 
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The research confirmed that social marketing programmes could help to make motorists 

more aware of pollution-related issues and the damaging effect that can occur as a result. 
Running campaigns that encourage a greater concern for noise related pollution is 

therefore well within their grasp. However the quality of these campaigns is critical to 

their success. Such programmes could emphasis the proper maintenance of a vehicle in 

order to minimise noise-related malfunctions. Nonetheless increasing the volume of 
traffic can only increase the noise that is generated and this seems to form the basis for 

much of the criticism in Gerrards Cross. Participants recalled how years ago, when 
traff ic was light, the noise was acceptable. However as the volume of traffic has 

increased some of the participants claim the location has become less desirable to live in. 

Where families decide to settle, whilst a contributing factor to environmental problems, is 

possibly on the boundary of social marketing programmes. This is identified as a much 
broader social issue and one that requires more consideration by local authorities at the 

planning stage of new developments. 

7. L6 The Threat of Urbanisation 

This topic followed on somewhat from the prior discussion on noise pollution. The 

participants claimed that the concept of urbanisation has become more normal over the 

past 20 years as large numbers of people move from the countryside to live and work in 

the cities. In some cases participants claimed that urbanisation was becoming 

synonymous with overcrowding, congestion and smog. However the participants 

considered that neither parish could be viewed as urban even though Gerrards Cross 

Parish consists for the most part of a large town. 

Respondents initially referred to the possible oncoming of urbanisation through the influx 

of new people to live in the area. Those people who were deemed to be uninterested in 

the upkeep of the parish were labelled as uncaring. They were also characterised as 

resembling people who normally live in urban areas. The discussion then went on to 

consider what respondents perceived as artefacts of urbanisation such as traffic lights or 

sleeping policeman. It was pointed out that these artefacts are being more readily 

adopted as a means of controlling growing volumes of traffic in the areas surrounding 
Hedgerley. However the respondents signalled that they do not want to see them adopted 
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in Hedgerley. Finally the segment looked at some examples of how self-enforced traffic 

restrictions were enforced as a substitute for sleeping policeman. 

The adoption of social marketing programmes in this instance may be somewhat more 
limited in scope. Programmes reflecting the environmental benefits of living in particular 
areas certainly can be devised and implemented. However a greater determinant for 

people when deciding where to live may be how far they have to travel to work. It is 

acknowledged that social marketing programmes alone cannot persuade people where to 
live for the benefit of the general public. Nonetheless they can make an important 

contribution in presenting information relevant to this topic. 

7.2 Thematic Analysis of Participant Response 

Over the course of the research the respondents touched on many different themes. A 

central theme that ran throughout the research was how unsure respondents were that 

their existing travel behaviour could be modified to any great extent. They also admitted 

at the time of the research that they were already heavily dependent on private transport 
for the majority of theirjourneys. Bearing this in mind it is important to review these 

themes to grasp a deeper understanding of the issues that may not have fully surfaced 
during the programme of research and that may be deterring respondents from modifying 

their behaviour. Social marketers need to be aware of such issues if they are ever to 

communicate effectively with their targeted audience. 

7. Zl Change in Behaviour 

Phase I of the research programme facilitated in-depth discussions to take place on issues 

that the participants believed to be of concern in their locality. During these discussions 

the participants actively debated the advantages and disadvantages of the different modes 

of travel with specific references to where they lived and worked within the region. 
Nonetheless it was noticeable how vociferous the participants were in favour of private 
transport as this mode offered them the greatest flexibility when undertaking journeys 

originating from within the parishes. 
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There was no way of telling during Phase I whether participants would be willing to 

change their travel behaviour if prompted, or encouraged, by outside influences. While it 

was possible in the discussions to gauge the participants' enthusiasm for such changes, or 
lack of it as the case may be, it was not possible to observe whether such changes in 

behaviour would actually occur. This was the primary reason for the inclusion of Phase 2 

in the research programme. Participants had discussed and made known their concerns in 

Phase 1, whereas Phase 2 would enable participants, along with other family members, to 

voluntarily undertake journeys using alternative modes of travel other than the car. 

While the journeys undertaken and the alternative modes of travel adopted on a voluntary 
basis have been documented in Chapter 6, the question of whether there has been any 

permanent recorded changes in travel behaviour during the period of research must be 

asked. Aside from one respondent who now considers the bike as her primary mode of 

travel into Gerrards Cross, no other participant reported any change in choice of travel 

mode from that which existed prior to the start of the research programme. 

One of the focus group discussions referred to the 'cliffedge' in the context of adopting 

behaviour change and it was interesting to observe how this was developed. However 

none of the participants were of the opinion that the cliff edge would be reached during 

the course of their lifetime. One participant contrasts the present concerns of the 

environment to the concerns expressed over drinking-and-driving some thirty years ago. 

He claims 'it has taken a whole generation to get that cultural change' enacted to where 

it is today. He challenges whether the appearance of the cliff face is enough to influence 

a change in travel behaviour and concludes 'I think we would happily walk over the cliff . 
He believes that different generations are more inclined to live with new anxieties or 

concerns. Each generation seems somewhat unable or unwilling to recognise the dangers 

associated with the anxiety of their time. The same participant acknowledges that years 

ago he did not recognise the dangers with regard to drinking-and-driving. At the time the 

responsibility for enacting the desired behaviour changes was placed more, as it is now, 

on the forthcoming generations to take upon themselves. Many of the older participants 

in the groups cited this consideration as the best way forward in dealing with 

environmental issues. 
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Nonetheless the younger participants in the group did not agree with this sentiment. 
They viewed access to the motor car as continuing to play an important role in their 

everyday lives to the extent that they are now consider the car as an everyday accessory. 
They are not willing to comprehend restrictions limiting their freedom of access to the 

use of the car. Nonetheless it is evident that the participants in this programme of 
research do not view environmental concerns as a serious threat to the extent that they are 
willing to modify their travel behaviour. On the contrary they consider that any burden, 

whether health related or not arising from existing levels of pollutants to be so far away 
in the distance as to be of negligible concern. 

7. Z2 Quality of Message Appeals 

Scrutinising the feedback from the participants on the message appeals it could be 

confirmed that the response to the overall quality of the appeals was mixed. The leaflets 

were disparaged and yet the video and posters were identified as having some good 

points. How can this be objectively judged? One of the criteria for evaluating social 

marketing programmes is whether the campaigns actually instigated a consideration of 
intended behaviour change. It is widely accepted that behavioural changes envisaged as a 

result of participating in this research were not attained and the respondents clearly 
identified weaknesses in the message appeals as one of the main reasons for this. 

Nonetheless both the video and the poster message appeals received positive comments 

alongside critical ones. 'Brilliant message appeal. Clear and straight to the point' was 
how one participant referred to the appeal in the poster. 'Video was good andput over 

with a sense ofhumour, which was good'was a comment made about the video message 

appeal. It is acknowledged that a behavioural change was not reported as a result of 

viewing these two appeals. Butjudging from the feedback these appeals definitely seem 

to have made the participants consider their behaviour. 

Whereas the leaflets seem to have achieved the opposite effect. One example of how the 
le aflet was seen to have failed was described by one of the message sources during the 

period of research. This failure was in connection with the artwork adopted on the front 

cover of the Don't Choke Britain (DCB) leaflet used in the 1997 campaign. During the 
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research a significant number of participants volunteered negative comments relating to 

the artwork, which utilised the imagery of a baby in a gas mask. The detail of this leaflet 

was presented in Chapter 4, see Appendix 7. Those participants considered it was not 

only ineffective but, to many, it actually turned them away from considering the message 

any further. 

Further light was thrown on this specific point when the results of research conducted by 

the DCB team were examined. The DCB Newsletter dated December 1997, reported that 

over 130 organisations returned completed questionnaires and that one important issue 

emerged from the survey. This confirmed that the decision had been made to remove the 

'gas-mark baby' logo from further circulation as this logo was reported to be alienating 

many of the people who were the intended target of the message. Nonetheless the DCB 

team seemed unaware that such a decision may be damaging to the standing of the 

campaign. In social marketing terms such strategic decisions as changing the brand 

identity can have serious consequences. As a result the credibility of the DCB Campaign 

may be seriously undermined. The participants asserted that the appeal contained in this 

medium failed primarily because of weaknesses in the copy, i. e. poorly designed artwork. 
They went on to assert that such a negative reaction could damage the credibility of 

subsequent messages from the same source. 

The research did not expect the message appeals alone to bring about immediate changes 

in behaviour. Nonetheless it was considered that they could have some effect and soften 

somewhat the respondent's deliberations of the alternative modes. While this may have 

occurred with the posters and video, the research has confirmed that this behaviour was 

so deeply routed that comprehending a simple message was not going to have any 

significant effect. Nonetheless these two appeals were at least considered with a degree 

of reflection by the participants. The author suggests that exposing the leaflets to the 

participants only hardened their resolve to maintain using private transport. 

U3 Mistrust of the Message Source 

One of the fundamental objectives of social marketing programmes is to maximise the 

credibility of the campaign. Credibility is defined here as a function of three things: 
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expertise, trustworthiness and likeness. Evidence is gathered during the research citing a 
lack of credibility within the message appeals. It is prudent to briefly scrutinise the 

organisations behind the production of the message appeals in trying to determine how 

their credibility came to be undermined. 

As discussed it is evident that the DCB logo is disliked to the extent that the respondents 

ridicule it. The artwork adopted on the front cover is also criticiscd and these criticisms 

only help to weaken the degree of trust that should exist between the message source and 

the target audience. As a consequence the participants in the main viewed material 

published by DCB as disparaging to anybody who choose to pick it up. 

The FoE material also lacked a degree of trust as a number of respondents had an 

unfavourable opinion of the organisation. How these opinions were formed is not known 

but they were in place prior to the beginning of the research. It should be remembered 

though that FoE is a respected non-profit organisation and is the source of expert 
information on many different aspects dealing with the environment. However the 

organisation has taken a contentious stand on many issues and segments of the general 

population have not agreed with the issue or the way in which the issue had been placed 

in the public domain. Consequently some people, as identified in the research, have 

taken a dislike to FoE as an organisation. 

Finally selecting Bill Oddie as the celebrity endorser to narrate and appear in the video 

did not prove to be universally acceptable. Many of the respondents considered his 

position to be compromised. He was a comedian figure of a particular genre that some of 

the participants could relate to. The younger ones did not know of him. The participants 

viewed the topic to be one of importance and the matchup between adopting Bill Oddie 

with this particular topic was viewed with some mixed feelings. Nonetheless this should 

not undermine the fact that some respondents had no issue with the use of Bill Oddie. 

Also the participants viewed the medium of video to be the most powerful message 

appeal adopted in the research programme. 
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7. Z4 Alternative Modes of Travel Cannot Offer the Complete Solution 

The research did not set out to promote any one mode of travel over another as the 

ultimate solution. In other words the research attempted to get participants to vary their 

mode of travel solely based on their own criteria. Encouraging them to become more 
flexible about their choices, by selecting a different mode for each journey, achieved this. 
This is referred to as intermodality, i. e. individual modes of transport work together to 

provide the user with the best choices of service. The participants, when confronted with 
this concept seemed inflexible and lacking in ideas of how journeys could be undertaken. 
They were so focused on the use of the car as the complete solution that even when they 
did experiment with the alternatives, they quickly resorted back to private transport 

thereafter. However integrating different modes of transport was portrayed as forward 

thinking by the participants and was encouraged by comments such as: 

HilaEy (F3 I/h): I think we need both (public andprivate transport). I'dont1hink 

we can do without cars because there arejourneys where it is very difficult. I 

don't think it is realistic to say we all have to travel on public transport the whole 

time. It is not. We need both. 

The consideration of intermodality needs to be expanded upon in the public's mind, as it 

is not a term that they arc familiar with. The research did not attempt to get the 

respondents to pick only one mode of travel as an alternative to the car. On the contrary 

the research attempted to get the respondents to experience different modes and, as a 

consequence of this experience, to try and continue to adopt this new mode for the most 

suitable joumeys. 

7.3 Limitations of the Research 

While the programme of research enabled an in-depth analysis of travel behaviour to be 

conducted, there were limitations on what the research could actually achieve and it is 

important to review these here. The complexity of exploring social marketing campaigns 

and any direct links to behaviour modification was discussed earlier in the thesis. It was 

mentioned how difficult it was to monitor private behaviour accurately and, as a result, 
how challenging it was to acquire research data that could be validated by a third party. 
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Firstly the make up of the focus groups was not randomly chosen, i. e. judgmental or 

purposive sampling, and the participants were hand picked by the research co-ordinators. 
While this facilitated the research process it is possible that it could undermine the 
independence of the material gathered from the participants. Handpicking the 

participants could result in selecting people who have the same views on this topic and 
this could occur because the co-ordinator had the sole freedom in deciding who to select. 
The author was aware of this potential problem and attempted to prevent it by issuing 

guidelines on participant selection to the co-ordinators. 

The diary panel method of data collection was designed so that it could be undertaken 

voluntarily and was viewed as the most appropriate instrument for this particular study. 
The author acknowledges that other forms of instrument design could have been selected, 

such as in-depth interviews, to gather the research data. At the outset the author sought to 

obtain a small number of participants who were keen to participate in the research. 
Thereafter, in order to test the effectiveness of the social marketing techniques adopted in 

the research, it was clear there needed to be in place an instrument that the participants 

could respond directly to. The diary fulfilled this objective. Nonetheless the author is 

aware of the weaknesses associated with this research instrument and took all necessary 

steps to ensure quality data was collected. Errors can easily occur with this format of 
data collection, as it is not possible for the research material to be independently 

validated. The diaries were self-completing and therefore require a level of confidence in 

the participants that they would record their behaviour as accurately as possible. 

It is also acknowledged that the sample size used in the research was small which could 
lead to criticism of the results. While this is accepted the methodology adopted enabled a 

rich amount of detail to be gathered, thus enhancing the quality of the empirical data. 

This is also supported by the length of time the researcher had an open line of 

communication with the participants. Actively it was some four months and this 

facilitated a level of trust to be built between the participants and the researcher resulting 
in excellent feedback from the majority of the participants and their households. 
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While there were obvious weaknesses in the message appeals adopted, it should be 

stressed that there were few examples available to chose from at the beginning of the 

research. In 1996 there were not many public information campaigns running solely on 
issues relating to transport. The author had difficulty in obtaining adequate copies of the 

message appeals for the research, i. e. some thirty copies of each message appeal were 

required. 

7.4 Summary 

Overall the research concludes that a minimum amount of behaviour change occurred as 

a result of participating in the programme of research. And, based on the sample size of 

participants, this level of change could be deemed inconsequential given the size of the 

problem at hand. However the author considers that a significant number of the 

participants did voluntarily question their own travel behaviour. This is not to say that 

they are prepared to make modifications at this time but the research would conclude that 

many of them are prepared to listen and be open about the options that may lie ahead. 

The heavy reliance on the motor car as the sole mode of transport within most households 

should be tackled. Nonetheless the research has provided evidence that this behaviour 

cannot be effectively challenged by running, what are in effect, anti-car campaigns in the 

hope that car-users will simply discard the car for other modes of travel. T'he evidence 

has shown, through the testing of a number of message appeals, that this approach can 

simply end in failure. A different approach therefore needs to be adopted in how best to 

communicate with the private transport community if any chance in behaviour is to be 

recorded. The research suggests that the concept of intermodality should be introduced at 

the core of new public information campaigns aimed at the travelling public. No one 

mode of transport should be allowed to dominate the transport agenda, which is what the 

motor car is doing at present. People who travel, either for work, pleasure or both must 

be convinced of the benefits to be gained by integrating different modes of travel into 

their personal lives, wherever possible. 

The level of trust generated between the message source and the audience must also be 

enhanced if social marketing programmes are to be effective in convincing people to 
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change their behaviour. Messages sources with low levels of trust cannot hope to 

accomplish their goals as their messages are discarded by the majority of the targeted 

audience that they are aimed at. 
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CHAPTER8 

INFLUENCES ON TRAVEL BEHAVIOUR 

CONCLUSIONS 

8.0 Introduction 

This chapter presents a review of the major influences that were identified in the research 
as having a significant bearing on travel behaviour decisions. 

8.1 Key Influences on Travel Behaviour 

8. LI Perception of Risk 

The research data suggests that the participants did not place much importance on the 

consideration of risk especially in connection with the negative consequences emanating 
from driving a car. Throughout the research, while acknowledging that much of the 

advice contained in the messages was accurate, the participants were still of the opinion 
that any harmful consequences were not of a serious nature. As discussed in the analysis 

chapter the focus group participants discussed and accepted that the exposure to risk was 

growing and that how this was like getting closer to the Wiffedge' as society moves 
forward. However the groups generally agreed that the cliff edge would not be reached 
during their lifetime. 

The participants continue to remain at ease about their existing travel behaviour. They 

seem not to accept that their individual driving behaviour can act as a contributing factor 

to environmental problems. The participants in the research showed few signs of being 

able to acknowledge any responsibility for present day environmental problems. A 

challenge for the appropriate authorities therefore is to present a convincing perspective 

of the short term, medium term and long-term impact of private transport behaviour on 

the environment. In order to do this cffcctively the authorities must succeed in relaying 
the message that the risk associated with specific behaviours is real and will have 

consequenccs for all concemed. 
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The research goes further and suggests that the participants do not accept that even if 

these environmental problems existed they would affect them personally, either directly 

or indirectly. So even for those participants who agree that there are some negative 

consequences from this behaviour, there is the belief that they are so small as to cause 

only minor inconveniences to their lifestyle. 

One could ask how did these conceptions came about? Have the message appeals been 

unsuccessful in enlightening the participants of the potential dangers from such 

envirorunental problems? Alternatively it could be surmised that the participants 

understood the core message of the appeals but considered the message source as 
dubious, rejecting the message content as a result. Many of the participants considered 
FoE as a dubious source and one whose information they would be slow to listen to and, 

even slower, to base a change in behaviour upon. It is identifled from the research that it 

is not enough just to publish information and facts, as perceived from different sources, 

on the topic of transport pollution. The participants identified that they needed to be 

presented with a more sophisticated set of messages generated by reliable and trustworthy 

sources. 

The majority of the participants also seem to have no concept of time in regard to how 

close these environmental hazards may be. Could the damage to the environment caused 

by car pollution be so insurmountable that it will create hazards affecting mankind into 

the distant future? The participants seem to believe that consequences of these 

considerations are too far away to be troubled about them now. The participants have 

faith in the scientific community and in their ability to come forward with ideas and 

answers to the problems. The latest trends in transport technology will be part of the 

solution over the coming years. One example identified by the participants was the 

evolution of electric powered vehicles. They consider this as the next generation of 

vehicle, which would assist in solving many of the environmental problems now causing 

conccm. 

217 



8.1.2 The Responsibilities of Different Generations 

The discussion above raises another important issue that ran throughout the research. 
What did the research have to say about 'age' in the context of people's transport 

behaviour? The research provided rich data on this issue. 

When the discussion was underway on the issue of risk it was noticeable how the older 

participants looked across the room at the younger participants with an inquisitive mind. 
They'seemed to be enquiring whether the young participants were yet willing to change 

their behaviour. In one instance during the discussion Jim (M75/h) took this thought 

head on when he pointed to two of the young participants across the table and said: 

The ones that are going to make the decisionfor us are the two youngsters there 

[pointing to Rachacl (F I 6/h) and Mark (M I 7/h)] because in my time it isjust 

going to make no difference. 

There was agreement by many of the older participants on this point. They felt that the 

time they have left was of little value to the long-term problems that lie ahead. One could 

question the other reasons for such inaction on behalf of the older participants. 

Nonetheless the younger participants were having none of it. The car was their 

expression of freedom and they intended to get the opportunity to enjoy using it. During 

the discussions many of the younger participants claimed that they needed access to a car 

in order to lead an enjoyable social life. This was especially true for those who lived 

Hedgerley as it went without public transport after 7.00pm each evening. Mark, who had 

just recently purchased a small car and lives in Hedgerley, took up this point when the 

moderator asked him the following question: 

Moderator: Wouldyou still have bought the car Mark ifpublic transport were 

improved out ofHedgerley village? 
Mark (M I 7/h): I would have bought it still. It'sfreedom isn't it? I don't have to 

wait every hourfora bus in the rain orpay B. 60 on the train. Walkingpastall 

the tramps and that. It does my head in. 
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The expression of freedom associated with the car is very strong indeed in all of the 

participants but in particular, the younger ones. Mark shuts down quickly the possibility 

of giving up the car. The comment about 'tramps' is not explained and no attempt was 

made to enquire further. As a result there seems to be no agreement among the 

participants on what action should be taken. And even if there was agreement on actions 
there is definitely no agreement on who should be responsible for undertaking such 

actions. All the participants consider that it will take decades to implement a solution and 

each of them deem their time to be too short to be of any consequence. Judging from the 
indecision of what action should be taken one could surmise that the older participants 

are waiting for the younger ones to undertake the desired behaviour changes. However 

the younger participants may be in turn waiting for the scientific community to come up 

with the answer to these problems. 

8.1.3 'A Sense of Powerlessness' 

The participants expressed the belief that they have no influence or power in addressing 

the environmental issues raised, specifically in regard to their own locality. They reflect 

upon the fact that there are no provisions for them to either express their concerns or to 

put forward possible solutions that could-limit the further growth of environmental 

problems. Acknowledgement of this during the discussions seemed to generate a degree 

of scepticism among the participants in their dealings with, particularly, the local 

authorities. The participants believe that these authorities do not always take the correct 

action or, more importantly, take any action at all. The authorities were defined in this 

instance to be a broad array of institutions or organisation. It could be the local district 

council who carries significant responsibility for implementing local transport policies. It 

could be the local bus company who has responsibility for providing the local area with 

an acceptable level of public transport service. 

Examples of this sense of powerlessness abound in the discussions, especially regarding 

the performance of the bus companies. Many of the participants are of the view that, as 

the bus companies are now privatised, the public has no voice or controlling power in 

setting the criteria for an acceptable level of service. The problem with the timetable is 

one example and it is continuously referred to as an issue of concern. The parish councils 
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admit that they have no jurisdiction over decisions of this kind and that they can only 

offer advice when requested by the District or County Council. 

Why does this feeling of powerlessness occur? One could surmise that the locals are 

unwilling to assist the local authorities in providing accounts of their own experiences. 
Or it could be that the authorities are unwilling to place any value on the local viewpoint 

when considering issues in relation to pollution management and control. Based on the 

eagerness of the participants to discuss such issues during the programme of research, the 
former is most likely not the case and the latter should be examined more closely. This 

lack of communication could be construed as an example of the experts, in this case the 
local authority, believing that they can resolve these problems alone without any need for 

assistance from the locals. The participants expressed the opinion that there was little 

effort on behalf of the local authorities to communicate with the residents on these issues. 

On the other hand it should be borne in mind that the local authorities might already 
believe that they are doing a goodjob in seeking the opinions of the residents. The 

publication by Bucks District Council of 'The Draft State ofthe Environment Report, ' 

January 1996, seemed to be a genuine attempt. In releasing the report the Council held a 

public meeting and invited representatives from all the parishes within the District. The 

Council clearly requested people to respond to issues as raised in the report. Nonetheless, 

while the District Council may have been pleased with this attempt at communicating 

with the public on these issues, none of the participants referred to this study at any time 

during the research. It was clear that the majority of the participants were unaware that 

this report had been published. As a consequence it could be assumed that such 

documents, while published with the best of intentions, are not reaching into people's 
homes and stimulating debate. The research concludes that the local authorities need to 

re-evaluate their efforts at communicating with the public on transport related issues of 

local concem. 

However the research also demonstrated that the participants were not directly seeking 

the power to regulate on these issues. Instead the participants were simply seeking the 

power for their voices to be heard on such issues. They were indirectly expressing 
frustration that all this information on the environment was being delivered to their 
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homes without any identifiable opportunity to respond. Much of the content of the 

message appeals, so far removed from their perceptions as everyday travellers, only 
confirmed that they were not being consulted about the problems. The participants found 
it difficult to understand how such messages could be devised, implemented and yet still 
are so wide of the mark regarding their thinking on such matters. The participants 
confirmed that there were very receptive to information in the form of social marketing 
programmes but that this information needed to be linked to reality, as they perceived it. 
In other words simply suggesting not using the car was of little value if there was no 
alternative means of travel available in the area. Campaigns need to focus more on the 
local situation when devising messages so that they are more accurate and better resonate 

with the community. It was considered that campaigns would be more effective in 

helping participants review their existing behaviour as a result. 

It is interesting to explore whether social marketing campaigns would therefore have a 

greater chance of success if they were devised at the local level. The participants gave 
the clear impression that they would support such initiatives with enthusiasm. One 

advantage of this approach is that common messages can be created that are of genuine 

concern to the target audience. Adopting the language of the local community can also 

convey these messages more succinctly. I'lle author suggests that more control of social 

marketing campaigns should be disseminated to the local level and supported with 
funding in order to observe the results. 

The research concludes that this sense of powerlessness is identified with a sense of 
helplessness participants experience at being unable to influence social marketing 

campaigns. The participants signalled in the focus group discussions that they were 

willing to listen to the arguments as presented in the marketing collateral. But the 

material presented in the research failed to put across a clear and consistent message. In 

other words their sense of powerlessness had nothing to do with any executive power as 

exercised by the local authorities. Their sense of powerlessness was more to do with 

giving them the opportunity to voice their opinions on this topic. This, they concluded, 
had not happened and they feared would not happen in the future as the issue develops 

further. 
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8.1.4 A Poor Image of Public Transport 

A key influence for the participants when considering alternative modes of travel was the 

poor image they held of public transport. Many examples were recounted of buses not 

running, timetables not being followed or the difficulties in finding out fares for specific 
journeys. It is acknowledged that the experiences recounted were genuine and that they 
did put people off adopting public transport. However this also seems to have generated 

a lack of trust among the participants that the service can ever be adequately improved. 

This belief seems to have been consolidated even further by the arrival of private 

companies to run the bus and train service. 

While accepting that Hedgerley is a rural parish, and only has a bus service to Slough, 

Gerrards Cross has excellent public transport facilities. But the research has provided 

evidence that private transport was preferred for the majority ofjourneys by the 

participants. And this preference was strengthening, rather than diminishing, over time. 

M. 5 A Sense of Security and Comfort 

This point also played a significant part in influencing the decision to select a specific 

mode of transport. All the participants enjoyed the security and freedom associated with 

the adoption of private transport. Through this mode the participants had the freedom to 

decide when to travel, how long to get there, feel safe about the j ourney, I isten to the 

radio and still make changes to their own itinerary if desired. The expression of freedom 

associated with this mobility was such a strong part of their lifestyle and they all wanted 

to maintain it without any disruptions. 

It was also noticeable how this mode was defended when it came to costs. There was no 

mention of fixed or running costs in the discussions. The cost of owning and maintaining 

the vehicle seems to be tolerated by the participants. However there was strong 

resistance to any further increases in fuel taxes even though they are normally raised each 

year in the budget, at a rate over and above the rate of inflation. And yet it was very 

noticeable how much criticism in the research was directed at the fares charged on public 

transport. Paying for travel as it is used, on demand, seems to be an issue for the 

participants. It seems that by paying out for fares each time you use the service can deter 
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people from making greater use of this particular mode. This was in contrast to silence 
form participants regarding the costs that one incurs when owning and running a vehicle. 

8.1.6 Site Selection 

It is acknowledged that the households selected in the two parishes are not representative 

of the average UK household and the research would classify the areas as middle to upper 

class. As a result it is accepted that the finding of this research are relatively unique to 

the research area. Does that make the evidence gathered of less consequence? The 

author would strongly argue that this is not the case for the following reasons. 

Firstly the focus group discussions raised issues that are commonly talked about on a 
day-to-day basis when it comes to problems of transport. 'Yhe buses are late, 'the train 

is delayed, 'the cars are speeding'or 'the pollution is terrible with thefumes'are some 

of the comments that can be heard across the country. Therefore the opportunity to 

discuss such issues in depth in the Hedgerley and Gerrards Cross parishes was an 
invaluable source of data. And the availability of such data to the research community, 

while specific to these areas, must assist in the search for long-term solutions. 

The same can also be said of the diary panel data. Availing of an opportunity where 

people can document their travel behaviour over a given period of time is fruitful 

research. It would be reasonable to assume that there are no two households in the UK 

that have the exact same demands on their time and how they make theirjourneys; to 

work or school. However having obtained data that is self-compiled from within each of 

the households is rich in detail. As mentioned in Chapter 4, Gerrards Cross parish is 

recognised as having the highest density of two-car households in the UK. Nonetheless it 

was also confirmed in Chapter 3 that the level of car occupancy per household is steadily 

rising across the UK. Therefore while Gerrards Cross Parish is identified as having the 

highest density of two-car households in the UK, it could also be surmised that this Parish 

is an early indicator of a trend that is occurring in many different parts of the country. 
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8.1.7 The Use of Qualitative Research 

In the chapter on methodology there was a discussion on the benefits of either qualitative 
or quantitative data collection instruments for this topic of research. It was eventually 
decided to adopt qualitative instruments throughout the research programme aside from a 
small questionnaire that collected data on the make up of the households. Tlie question 
should be asked whether the right instruments were chosen and whether they had any 
undue influence on the participants when either they were discussing or reporting on their 
transport behaviour. 

It is important to stress that there is no such think as the perfect instrument for data 

collection as each one has its own strengths and weakness. Beginning with the focus 

groupsthe author confirms that this instrument was successful in producing valuable data 

on this topic. There was never any consideration that this instrument would undermine 

the willingness of participants to recount their transport experiences. The focus group 

offers an open and stimulating forum for discussion and this format was well received by 

the participants in the programme. Each group made a valuable contribution to the topic 

and many of the discussions had to be stopped to comply with the timetable rather than 

the participants wanting to leave the discussion early. 

The diary panel is a distinctive type of instrumentý as it is not widely used in research 

situations and this was briefly discussed in Chapter 4. The diaries worked reasonably well 
in their capacity as mechanisms for self-rcporting of events. One significant weakness of 

the diary panel is that once the diaries are distributed to the households there is no facility 

to have any further control on how they are used. Consequently events can be reported 

that have been distorted. However no evidence of this was identified during the analysis 

of the data. 

This weakness could have been catered for if the researcher had the facility or the 

resources to call upon the households during the research itself. This would have 

provided an opportunity for the researcher or a representative of the research team, to 

meet with the participant in their household on an interim basis. At such times they could 
discuss how the diary was progressing and offer encouragement where necessary. 
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However it was not possible for the researcher to undertake this role due to work 

commitments. 

As an aside there was one invaluable lesson the author experienced from undertaking 
focus group discussions and that was how important the role of moderator is to their 

success. This was the first occasion that the author had the opportunity to participate in a 
formal focus group setting and to experience the capacity of guiding while not attempting 
to interfere or influence the course of the discussion. When a point was made that was 

considered important to the topic of research, it can be difficult for the moderator to see 
that point fade away when a new topic is introduced. It is very important that the 

moderator stands back and does not attempt to influence the discussion at those particular 

times. This moderator experienced these difficulties with the first two groups. 

8.2 Conclusions 

These are major findings of the research project and they could be summarised as 
follows: 

The participants do not widely acknowledge the link between transport pollution 

and environmental concerns. As a result they seem to have little understanding of 

the negative consequences associated with enacting this behaviour. 

Nonetheless the participants acknowledge that actions need to be taken. Different 

ideas are articulated in the research on what actions should be taken and who 

should bear the responsibility for undertaking them. 
The participants express a feeling of powerlessness about this subject. There is no 

effective forum for them to put across their views on the subject. They also 

express frustration that they cannot influence the social marketing material that 

they so fundamentally disagree with. 

w The poor image of public transport is undermining its choice as an alternative 

mode of travel. 

u There is a strong sense amongst the participants that private transport provides a 

greater degree of security and comfort. 

a The research has taken into account that the residents of Gcrrards Cross and 

Hedgerley are not representatives of the average UK household. Notwithstanding 
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this the material gathered is rich in detail and of value to all concerned with this 

topic. 
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CHAPTER 9 

SOCIAL MARKETING IN CRITICAL PERSPECTIVE 

9.0 Introduction 

Researching the rationale of a number of private and public transport users when 
selecting their mode of transport was extremely beneficial for the purposes of the 

research objectives. But what can be gained from this research? And how can an 
analysis of this material contribute to social marketing and help provide solutions to 

environmental problems created by this particular behaviour? The research findings 

concluded that the application of social marketing in this instance failed to meet its 

objectives. Consequently the role of social marketing in this area of public concern needs 
to be reassessed. This final chapter undertakes a critique of social marketing in the 

context of what was observed in the research. This is followed by a number of 

recommendations that may be of assistance in future research on this topic. 

9.1 Critique of Social Marketing 

9.1. ] An Understanding of How Transport Behaviour May Change 

It has been stressed that behaviour change is the bottom line for all social marketing 

programmes. The research has concluded that there was a minimal level of behavioural 

change reported by any of the participants when faced with specific social marketing 

messages. This could imply that there was too little, if any, understanding by social 

marketers of the issues that influenced this particular behaviour, transport selection. As a 

result these issues may not have been properly addressed, leaving the existing behaviour 

intact. 

During the preliminary stages of the project the researcher met informally with people 

responsible for distributing social marketing material on behalf of the different 

authorities. These meetings took place so that specific material could be selected and 

adequate numbers of originals obtained for use in the research. Local Authorities such as 
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Essex County Council and Buckinghamshire County Council had produced social 
marketing collateral on the subject of transport selection. In these meetings it was 
suggested that the authorities had difficulty in identifying the exact nature of problems 
caused by transport pollution. Nonetheless the authorities considered they had a primary 
duty to inform the public living in the area of the potential consequences. This was 
identified as the primary reason for producing the social marketing literature. The 

secondary reason was acknowledged as an attempt to influence a change in the behaviour 

of transport users in whatever small way this could be achieved. 

It was accepted in these discussions that none of the marketing collateral used in the 

research had been designed with a detailed understanding of how people use transport or 
how they make decisions when selecting certain modes. The drawback of this is evident 
by the negative response the leaflets generated among the participants during the 

research. As expressed in the issue of powerlessness, the leaflets in many ways produced 
the opposite effect of what they were designed for; i. e. they made the participants feel 
disconnected from the topic rather than embracing a positive response to the appeal 

contained in the message. It made the participants disparage the use of such material in 

trying to convince people of the benefits of changing their behaviour. The video and 

posters were better received but still made little headway in convincing the participants to 

change their behaviour. 

It was also interesting to note, while undertaking the empirical research, that some 

participants possessed detailed knowledge on the topic of transport pollution. There was 

an awareness of the environmental damage being caused by transport pollution and of the 

various transport alternatives available to them that would, if adopted, help to reduce 
levels of this pollution. Nonetheless this increased level of knowledge made no 
difference in assisting participants to modify their travel behaviour. 

There are a number of reasons why this was the case. Firstly many of the participants 

considered that their individual behaviour was insignificant in the overall context of the 

problem. Reducing levels of transport pollution, in the eyes of the participants, could 

only be resolved if a significant number of transport users altered their behaviour 

together. The participants expressed concern as to why they should sacrifice the comfort 
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of private transport while others would continue to enjoy the benefits. Secondly some of 
the participants, while accepting that they were already aware of the problem, did not 
consider that changing one's behaviour was the only solution. The likelihood of a 
technical solution being devised for the problems caused by transport pollution was still 
in the early stages of exploration. Nonetheless the participants were curious how such 
developments could make a significant contribution in the search for a solution. 
Therefore they were more inclined to adopt a wait-and-see approach before modifying 
their personal behaviour. 

Finally there was also a degree of scepticism among the participants that transport 

pollution was contributing to the degradation of the environment. If the scientists could 

not agree amongst each other then what was the man-in-the-street to believe? This point 
identifies one of the major difficulties facing social marketing campaigns in this area of 
concern; i. e. the participants could not directly observe any negative outcome arising 
from their existing transport behaviour. The AIDS awareness and anti-smoking 

communication campaigns had the benefit of being able to link a direct outcome due to a 

specificaction. Unprotected sex carried the risk of exposing oneself to the HIV virus. 
Smoking, for an extended period of time, carried with it the risk of contracting a number 

of illnesses, many of which would seriously reduce levels of life expectancy. And yet, 

the participants asked, what negative outcome could be directly related to driving to work 

or to the supermarket? 

9. L2 The Failure ofNot Targeting 

The goals set by social marketing programmes are never easy to achieve. But one of the 

fundamental rules in seeking to make programmes successftil is to target the right 

audience. In the past this meant segmenting the market into a number of different 

homogeneous groups. However it is becoming increasingly evident that many markets 

can not be broken down in this way. While some customers, for example, may buy a car 

as a means of cheap transport from A to B, others may buy it for comfort or safe travel, 

and others may buy it for reasons of status and to project self-image. Other people will 

take a bus in the city and yet would avoid taking one in their local village. Segmenting 

the market, thus allowing such groups to be identified with a common behaviour, can be 

extremely helpful in expanding the effectiveness of particular campaigns. 
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No evidence existed of any targeting or segmentation of the market when reviewing the 

marketing collateral in the research. The participants perceived that the information 

contained in the marketing collateral was primarily aimed at the general public. There 

was no effort to break down sections of the market by age, gender, or existing 
behaviours. This was home out further when one observes how this material was 
distributed across the regions. The posters were used on buses in Essex. The FoE and 
Don't Choke Britain leaflet material was available for general distribution to anybody 

who sought such information. And the video, produced by Buckinghamshire County 

Council, was made available to the general public also. However it should be mentioned 

that the video was also distributed to all the libraries and schools within Buckinghamshire 

County. A scattergun approach therefore was adopted in attempting to distribute this 

material to the widest possible audience. The 'one-size-fits-all' tactic can have the effect 

of distorting the impact of the message by trying to be of interest to everybody who views 
it. Attempting to target everybody with the same message only generalises the content to 

such an extent that the messages may fail to resonate deeply enough with anybody. 

Messages designed for segmented audiences should also be delivered at the most 

appropriate time. Preferably this should be when the targeted audience is receptive to 

behavioural changes. This could be when a person comes of driving age or when a 

person changes jobs or even retires from work. These are some occasions when people 

may be more receptive to modifying their behaviour because they need to evaluate new 
behaviours associated with the change in situation. However people can only be targeted 

if the market is properly segmented, message campaigns specifically created for the 

audience and the messages delivered using the most appropriate and effective method. 

The research would conclude that none of these factors were taken into account when 

designing the original marketing messages used in this research. 

9.1.3 A Lack of Primary Research 

During the period of research it appeared as if each region, each county, and even each 

borough, were all designing and implementing their own social marketing programme for 

this campaign of action. And the messages created for these appeals received broad 

criticism from the participants during the research. 
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But why should the marketing collateral be so widely rejected? The research concludes 

that part of the reason was that the message sources were so out of step with the thinking 

of private transport users. As a result the marketing collateral failed to resonate 

positively with the participants. The message appeals seemed somewhat disconnected 

from the participants' current understanding of environmental issues. While this does not 

necessarily suggest that a more appropriate message design would directly induce a 

change in travel behaviour, it is acknowledged that messages more in line with the user's 
thinking would be more successful in influencing their behaviour. And yet the - 
information necessary to devise these appeals can only be gathered through detailed 

primary research on the subject. 

A critical lesson to be considered for future social marketing programmes is the extent of 

primary research that is needed prior to the design of a campaign. Too many marketing 

programmes, including social marketing ones, have in the past relied on a relatively light 

amount of primary data in the form of background research. In recent years the growth in 

demand for professional marketing research firms has been vast in response to 

commercial organisations seeking ever more primary data on their markets and customer 

base. The funding for such research has not been forthcoming in cases where social 

marketing issues are at hand. One example where funds became widely available was 

launching the 1986 campaigns aimed at educating the public on safe sex and the dangers 

of transmitting the AIDS virus. 

Information specifically focusing on Gerrards Cross and Hedgerley residents may have 

connected better with the participants' current perspectives. This was attempted in the 

production of the video and was singled out for approval by the participants. The 

participants claimed this made the message more relevant and conveyed a greater sense 

of meaning of the issues. However such approaches necessitate in-depth research to be 

conducted on the target audience prior to the design stage of the social marketing 

programme. 

The evidence gathered in the research also supports the view that message appeals should 

always be test marketed among a sample audience. Pre-testing of campaign material 
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enables the creators of these messages the opportunity to make changes and to acquire a 

greater understanding of how they can succeed in meeting their overall objective. The 

researcher has been informed that none of this marketing collateral was test marketed to 

any great extent prior to distribution to the general public. 

9. L4 A Core Message: The Concept of Intermodality 

As mentioned in Chapter 3, intermodality refers to a holistic view of transportation in 

which individual modes work together to provide the user with the best choice of 
transport for different journeys. Some of the participants raised the issue of adopting 

assorted modes for different purposes but were aware of the term intermodality. Iley 

viewed it correctly as indicating the willingness to switch between different modes of 
transport for different journeys. 

This concept was not addressed in the marketing collateral and the participants detected 

this. The feedback from the participants stated that they were not being presented with an 

open choice of travel in the message appeals when asked to consider alternative modes of 

travel. On the contrary many of the participants considered that an 'anti-car' theme was 

constantly being promoted at the core of social marketing literature on this topic. This 

was forcibly expressed mainly by participants who considered such a message as an 

attack on their freedom of choice. The participants conf inned that this 'anti-car' 

emphasis should be removed forthwith as it was doing more harm than good to the 

campaigns. 

The participants went on to claim that there was also too little focus in these campaigns 

on the potential benefits to be gained by those who adopted alternative modes of travel. 

Reference was made by many of the participants to how healthy it was to walk. The 

participants confirmed quite firmly that they were not going to give up the use of private 

transport just because the car was being positioned as an instrument that was destroying 

the environment. 

One conclusion that can be drawn from this evidence is that the participants were actually 

more open-minded than first considered to the issues under discussion and were willing 

to at least consider the benefits of alternative travel arrangements. However this was not 
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a zero sum game to them and they clearly identified that the car, as of now, had to remain 
at the centre of their modal choice. They stressed this was especially accurate until 
alternative modes of transport were better developed and made more easily available to 
the public. They contemplated that if public agencies (PAs) and non-profit organisations 
(NPOs) wanted them to reduce their reliance on the motor car, then they must also 
acknowledge the use of the car when it is the most appropriate choice of transport. Too 

many unpleasant experiences were recounted in the research by participants who adopted 
public transport forjourneys that were totally unsuitable to that mode of travel. 

Therefore it is suggested that social marketers need to place more emphasis on the 

concept of 'alternative' modes of travel rather than constantly promoting what is 

presently perceived as 'replacement' modes of travel, i. e. they should promote the 

concept of intermodality. Participants have clearly expressed the view that they are not 
prepared to give up their ownership of the car. This needs to be formally recognised and 
the research suggests that messages in the future need to be refocused with this in mind. 
Presently many people who adopt private transport feel threatened, and to some extent 
harassed, by the intensity of the replacement message. This is only helping to create a 
barrier for each individual to resist any future messages that may be generated on this 

topic. 

9. L5 Too Many Sources and Too Litile Cohesion 

One of the consequences of too many sources is the number of messages that radiate 

across all sections of society. The research would suggest that this could be a problem 
for future social marketing campaigns on this topic. The more sources working at 

producing literature on this topic would normally be viewed as an advantage. However 

there is one-major factor missing from that argument that the research would like to 
identify. Too many sources producing unsatisfactory messages can only help to distort 

the significance of the narrative rather than assist in its penetration even further. The 

researcher would conclude that this was a major problem identified by the participants in 

this programme of research. And because there was so many sources, each attempting to 
be heard above the other, the message was being drowned out amongst all the 'noise'. 

Noise is a marketing term and refers to any interference or distraction that interferes with 
the preparation, transmission, or reception of a marketing message. 
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How can this be catered for? This is a difficult question to answer in the context of this 

research. Nonetheless many of the participants confirmed that they were actively seeking 

a message source that they could trust and that would give them the facts in an orderly 

and dispassionate manner. The participants were unable to identify one organisation. that 

matches this description among the many sources encountered during the course of the 

research. 

This point needs to be looked at in greater detail and would be a good topic for further 

research in this area. The researcher suggests that some kind of authority could be 

created that could help the public understand this issue more easily. This authority could 
take responsibility for nationally run social marketing campaigns associated with these 
issues. Such campaigns could be well-crafted campaigns run across radio, TV and print 
in a cohesive and strategic manner. Where appropriate these campaigns could be 

supported on a local basis by local councils or other voluntary bodies. 

9.2 Implication for Social Marketing 

In summary there are serious questions raised in the research of how beneficial social 

marketing programmes can be in the search for solutions to transport generated problems. 
While social marketing is identified as a relatively new approach to changing behaviour 

in socially desirable ways, the marketing collateral utilised in the research did not 

generate significant evidence of any behavioural change. Allied to this is the fact that the 

participants still perceive there to be little, if any, significant risk from the consequences 

of driving a motor car. 

Nonetheless it is apparent that social marketing programmes are limited in their scope 

when dealing with issues of human behaviour. It is not feasible to expect such 

programmes alone to persuade private commuters to modify their behaviour. The 

question is therefore asked: can social marketing be effective in persuading people to 

modify their travel behaviour? The research has identified that this behaviour is so 
deeply routed in the cognitive framework of the individual that the marketing collateral 

tested in the research had little, if any, positive effect. However there is evidence 
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provided by the participants that both the video, 'certainly made me think about 

opportunities to change, and some of the posters, 'does make youfeel guilty about using 

the carfor very shortjourneys' alerted them to the issues. But it is recognised that this 
behaviour is so grounded in the participants' lifestyle that a simple message aimed at 

prodding their thinking is not going to have the desired effect. 

So where does this position the message appeals? The research suggests the video and 

poster had a positive effect in helping the participants consider the issues more openly. 
Notwithstanding that little or no change in behaviour was recorded during the period of 

research, it could be surmised that the participants may require more time, i. e. they may 

gradually make changes to their behaviour based on their experiences from viewing the 

appeals. However it is not possible to track continuous behaviour as part of this research 

programme. Nonetheless the research has produced fmn evidence that message appeals 

alone will not generate changes in transport behaviour. 

The research acknowledges that having ever-increasing access to a car has resulted in a 

very high degree of personal freedom. The participants in the research readily agreed on 

this point. While social marketing programmes did help to raise awareness of the 

alternative modes of transporL the messages were not compelling enough to entice them 

over to the alternatives. The research concludes that one of the reasons for this is the 

perception held by private transport users that there is a distinct lack of alternatives, 

suitable to their individual pattern of travel, available for consumption. The research 

recommends that this observation should be challenged in future social marketing 

programmes. This is necessary if there is to be any hope of maintaining a degree of 

balance between the alternative modes of travel already on offer. 

And yet when used in an appropriate setting, such as the AIDS campaign, social 

marketing can be a very effective means of communicating With an audience. However, 

judging from the research findings, it seems the question of whether social marketing 

should be used in areas associated with transport is still open to debate. Accepting this 

nonetheless the researcher proposes that the following points could be taken into 

consideration when designing future campaigns: 
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Segment the population of interest into target audiences. 
Devise specific message appeals aimed at altering existing behaviourfor 

each ofthese audiences. 

a Utilise the most appropriate media to enable high rates ofrecall among 

the targeted audience. 
" Ensure organisations are engaged to run the campaigns professionally. 

" Ensure adequatefunding is budgetedfor with each campaign. 

" Collect primary research prior to design of message appeals. 

" Monitor results during and after the campaign. 

" Share this knowledge with other organisations working on similar 

projects. 

What else did the research identify that, if corrected, could encourage redirection of 

thought among the travelling public? The participants identified that the poor image of 

public transport also needs to be challenged. How this is achieved is open to debate. But 

if public transport is to be encouraged and given an air of respectability among the 

travelling public then there needs to be a co-ordinated attempt to raise the profile of this 

modal choice. 

The research also proposes that authorities need to be more cognisant of the needs of 

commuters and opening lines of communication with local populations could help to 

bring this about. Enabling discussion forums is one example where people can have their 

say on transport related issues, which should help improve the images of local services. 

These forums could also help experts concerned with the issues better understand the 

dynamics of the locality and how they may be affected. 

The results of this thesis could be interpreted as denying a role for social marketing based 

on the failure to observe any significant behavioural change during the research. 

However the author would argue, given the results obtained from this research, that it is 

still too early to disregard a future role for social marketing in the area of transport 

behaviour. It is essential to acknowledge that more primary data, accurately sourced and 

collected, is required from the appropriate audiences if successful campaigns are to be 

designed. These campaigns, in turn, require adequate funding to be provided enabling 
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professionally managed programmes to be created. It is only if these considerations are 
taken account can social marketing campaigns be truly tested in helping to change 

peoples' attitudes and behaviour towards transport. 

9.3 Recommendations for Future Research 

As a sequel to this thesis it is appropriate to offer some suggestions in the form of 

recommendations that could be of assistance to academics, practitioners and public 

agencies in the search for workable solutions. These recommendations are based on an 

exposure to a small but intriguing number of participants that the author had the pleasure 
to work while gathering the research material. 

It is recommended that campaigns should give more consideration to stressing the direct 

benefits of all modes of transport as appropriate to particular journeys or situations. In 

effect this embraces the concept of 'intermodality' to better package the desired 

behaviour. It is not enough to expect commuters to switch from private transport to 

public transportjust by producing negative advertising campaigns about the 

environmental damage generated by private transport. This is clearly an ineffective 

approach as the research has shown. 

How commuters respond to current campaigns should be evaluated and incorporated into 

future social marketing programmes. This is important, as social marketing programmes 

need to become more accountable in defending how well they meet their overall 

objectives. This requires social marketers to be more aware of, for example, how many 

people hold certain beliefs before they commit resources designed to rectify any 

associated behaviour. Background data needs to be compiled before designing the 

campaign. This can facilitate a more accurate measurement of the outcomes during or 

after a campaign has ended. This research uncovered no indication of formative 

evaluation processes being undertaken by any of the concerned authorities. 

The research also recommends that a dual approach be considered when communicating 

with the public on the subject of transport. A national campaign could be devised 

informing the public of the benefits to be gained by adopting any of the alternatives 
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modes on offer. At the same time a regional programme of communication could be 

designed to enhance the profile of each of the alternative modes on offer in this area. 
Presently participants are of the opinion that their transport behaviour is being targeted as 

the cause of current environmental problems. There seems to be little awareness by the 

authorities of the difficulties participants encountered when considering alternative 

modes of transport. The participants are inclined to think that the authorities should be 

more aware of such difficulties and not just lay the blame on existing behaviour. As a 

consequence the participants would like to see authorities act more responsibly in seeking 

a solution between all of those concerned rather than seeking to place the blame in any 

one area. The participants identified that the providers of alternative transport modes 

need to be at the centre of such discussions, whether this is a local bus provider or a local 

authority that has the responsibility for the upkeep of cycling lanes. 

Finally the author suggests that future research should attempt to enhance the standing of 

social marketing in the specific area of transport behaviour and decision-making. The 

research could be embarked upon in an area of transport most appropriate to a social 

marketing campaign. This research and its findings could help to enlighten policy- 

makers who need to have a better understanding of social marketing and how it can make 

a positive contribution to this area of human behaviour. The benefits of this research 

could further help to convey to local and regional authorities the role that social 

marketing programmes can play in areas of public concern. 
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Hedgerley Parish Offices 
Bucks, SC2 3YL 

25 October, 1996 

Re: Focus Group Research: Hedgerley Parish 

Hi 
Thanks for taking the time to help co-ordinate the setting up of research groups within 
Hedgcrley Parish on behalf of the collaborative approach being adopted between 
Brunel University and South Bucks District Council. 

As agreed I have scheduled the week commencing the 18th November 1996 as the 
preferred week for the research and would be happy to undertake the research at times 
suitable. The conventional thought is for an evening slot, starting at 8.00pm. 
However feedback from the Parish on any other starting times would be welcome. 
One consideration being proposed by Gerrards Cross is for Saturday mornings. It 
would be appreciated if it were possible to have use of the Youth Club hut. Would it 
be possible to serve refreshments there, which we could organise. 

On the issue of determining who is suitable for the focus group, I can only re- 
emphasise that the selection procedure be undertaken on an impartial basis allowing a 
fair representation of respondents within the Parish. This representation would 
obviously involve a reasonable cross-section of those working or not (retired, 
homemaker, unemployed or at school), a selection across the age spectrum, a number 
of female and male participants, etc. No hard rules apply as long as they have some 
interest in the topic to be discussed. As mentioned a figure of between 8 and 10 
participants would be suitable. 

I enclose an example of a wording that may help people understand better what will 
be happcning on each evening. If suitable, please feel free to make use of it. 
Otherwise I look forward to speaking to you late next week and if you have any 
queries, please don't hesitate to contact me. 

Kind regards 

Enda Me Govern 



APPENDIX-3 



Hedgerley Parish 

'Traffic Pollution and CQngestion 
What Are the Local Consequences' 

Have Your Say! 
Participants Sought For Group Discussion 

Bi-unel University is carrying out research on the above topic in 
collaboration with South Bucks District Council. A small number of 
participants are being sought within Hedgerley Parish to meet shortly and I hold an informal discussion on this topic. Local viewpoints are 
considered a critical element in the search for solutions. 

Please accept this invitation through the Parish Council and we welcorne 
your participation in the discussion. The representative of your local 
Parish Council will confirm date, time and location. 
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. rucus Group Discussions: 
Script 

'Traffic Pollution and Congestion 
WhatAre the Local Consequences'? 

The following is intended to act as the moderator guideline/script that will be 
followed during the course of the focus group discussion. 

Introduction: 
Introduce myself and give a brief description of the research, commenting that more 
time will be allocated at the end to answer any questions. 

1. ) Group Introduction 
Before asking this question, I will briefly tell them something about myself. 

a) lloui- name and couldplease tell us one thing about yoursetf 

b) I don't know this area at all and it would be helpful ifeach ofyou could tell me one 
good thing and one bad thing about living in the area 

2. ) Local Imes: 
Sonte ofyou mentionedpollution and congestion as an issue. Can we explore this 
further. 

Sonic Prompts 
a) What wouldyou identify as the major local issue regarding transport associated 
with the problem of. - 

" pollution, and 
" congestion? 

b) Is thisproblem created by the localpopulation or bypeoplepassing through the 
area. 



3. ) Transport Use: 
Regarding the use of various modes of transport, could we discuss this briefly. 

Some Prompts 
a) What. do you believe, makes a person choose a certain mode oftransport? 
b) ls there a good selection oftransport alternatives available within or near your 

parish? Ifnot, is this the realproblem? 
c) Why has the car become the most widely used transport mode in recent times? 
d) Can this growth in the car culture continue indefinitely? Ifnot, why? 

4. ) Prevention Strategies: 

Please read the handout and open discussion to follow. This handout contains three 
options that Government could incorporate into their policies on transport and could 
seek to implement to the wider public. 

5. ) Summary and Conclusions 

a) All Things Considered Question: A round robin question to get participants to state 
their final position. 

"Supposeyou had one minute to talk to the Minister of the Environment, John 
Guntiner, on the topic of traffic pollution and congestion. What wouldyou say? " 

b) Summary Question: After a brief oral synopsis of the proceedings, the participants 
wi II be asked, 

"Is this an adequate suinmaiy? " 

A critical question to be answered for the impending analysis. 

c) Final Question: Then, in line with the objective of the study, the participants will 
be asked, 

"Have we missed anything? " 

The End 



Focus Group Discussions: 
Topic Guide Format 

'Traffic Pollution and Congestion 
What Are the Local Consequences'? 

Format Overview: 
The discussion will be opened by myself giving a brief welcome and thanks to each 
participant for taking the time to attend this evening. The objective of the research 
will be explained and it will be emphasised that the proýeedings will be confidential 
and that nobody will be identified with specific comments, etc. 

Opening Questions; will be round robin questions that everyone will be asked to 
answer and these questions will be factual rather than attitude or opinion-bases. Two 
questions are proposed in this section under Introduction and expected to last approx. 
10 minutes. 

Introductory Questions; will attempt to introduce the general topic of discussion 
and/or provide participants an opportunity to reflect on their connection with the 
overall topic. These questions will attempt to foster conversation and interactions 
amongst the participants. Local Issues will be the heading used to foster this 
discussion and a number of questions are proposed in this area. 

Transition Questions; will move the conversation into the key questions that are 
driving the study. These questions help the participants evolve the topic onto a 
broader spectrum. Transport Use will be the theme that is used to allow this 
transition. 

Key Questions: These will drive the study and must be worded to allow maximum 
effect, as they will require the greatest attention in the subsequent analysis. 
Prevention Strategies is the term applied as these questions will be seeking to discover 
what strategies exist, if any, that could result in a change of behaviour on a voluntary 
basis. 

.' 
Ending Questions: These questions bring closure to the discussion enabling 
participants to reflect back on previous comments. A brief oral summary will be read 
out of the key questions and big ideas that emerged from the discussion. A small 
number of questions may then be put to clarify items and to allow an opportunity to 
identify important issues missed in the general discussion. 
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Redgerley Parish 
Household Background Questionnaire 

(All details of which are totagy confidential) 
I Where awropriate, Dlease tick the box I 

Q1. Name: 
Address. - 

Telephone 1ýo: 

Q2 Household Identification: (first line of address) 

Q3. Hmv many people are there in your household? 
One 10 Two 20 Three 30 Four 40 Five+ 50 

Q4. Hmv many car are there in your household? 
One 10 Two 20 Three + 30 

QS. Are the cars: Q6 How long haveyou been driving a car(s) 
You: Private 0 Company 0 You: Years 
Rnr: Private 0 Company 0 I'Ynr. Years 
Other: Private 0 Company 0 Other. Years 

QZ Doyou or any members ofyour household make use of any of thefollinving 
modes of travel in everyday or weekly transporijourneys? (not recreational)' 
(If so give a brief explanation of application) 

1. Public Transport( bus/train): 

2. (,,,,, -rlinglmotor cycling: 

3. Walking: 

4. Car Sharing 

Q8. Doyou believe members ofyour household contributes in any way to the 
deterioration of the environment, with specific regard topollution issues. associated 
with transport? 
Erplain: 



TEXT BOUND 

INTO 

THE SPINE 



Ise circle, as appropriate, Very Quite a good Neither a good Not a very A bad 
y one number per line goodidea goodidea nor a bad idea goodidea idea 

tlopment of public 
sport to reduce road 1 2] 3 4 5 
C: and congestion 

eased taxation on private 
Vort, e. g. road tolls 2) 3 41 5 

tlopmcnt of traffic 
agement schemes, 
car pooling or 
and ride schemes 2 31 4 5j 

t communication uith 
Quals on how to change 
sport behaviour 2 31 41 5 

Oer regulations on 
ze and commercial 
uLion from vehicles 1 2 3 4 5 

2mrit into 'clean 
Dology' to replace 
bistion engine, 
dectric vehicles 2 3 4 

, 
i 

r 

l 

I 

' 

5 
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Typical Car Travel Diary: 
One Week Period 

Date Destination Reason for 
Journey 

Return 
Mileage 
(Approx) 

Could Journey 
have been 
avoided and 
how? 
(e. g. better 
planned) 

Do you believe 
car use could 
have been 
avoided In 
making this 
Journey 

If so, briefly describe 
the alternative means of 
travel that could have 
been used for the 
Journey 

Ouestion: Was the one-week Deriod a tvDical week in the normal use ofyour inode of transport? 
YeSINO (please circle) 

If not a ty . pical week, please briefly explain why? 
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Message Appeal Diary Survey: 
Parish: July / Auqust 1997 

Household Identification(first line o( address). ' 

p , NI ssage Appeal e Date Change of Purpose of No. Time: Experience Is change of transport mode altered General F qe 

transport journev of people aill/pril transport that 

r sharing DaV: 

I Pfriitive N(I"atiN e VO Yes Could have 1)(vii used Comments 
Froin - To Wea t li e r: )lItconles (explaill) Fe 11 II)o 

d )rvAV(, ( 
btfi)rm ýq cli olý 

' t 1 Y-a- : 9'7 -V A ppeell: - Persuade ! 2! 29-o--L 
or Commen ts 

- Remind 
Tick 

Did Message - Infi)rm ot: h-Qr 
Appeal: - Persuade 

- Rentind or C =Q=g 
Tick 

-------- --- 

I)iii Alessal: (" Other 
! -r--vg 

t-I an ýr Appeal: Persuade ph s 
C) co=en tS 

- Rernind 
Tick 
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TEXT BOUND 
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J, 
woý_to schooi 

0; I2,00q. 

0, 

. ýA. 
4ý 

a, 10 

J,,,, ellv th J th 16 

7 

Going for C'j'reen 

r 

TIC, 
Lzpcal aoverj7n7entAssoclatlon Making a world of difference 

-together 100% RECYCLFU) 

EAVE YOUR CAR AT HOME 



1. Provldcd thc enginc Is warm, 9911,,;, of'car drivers will save tuel and minimise pollution if' they turn 
oil' their enginc and rcstart it, without pressing the accelerator, when they are lialted for more 
than 5 seconds. (Sourcc: RLIC(l] Schwarz, VSL, Switzerland). 

2. Cycling or walking briskly 3 to 4 times a week can IIAVC YOLII- risk ol' heart disease and help keep 
YOU fit. (SOLII-CC: III-ItiSil I le, 11-t FOLIndation). 

3.59"ý'ý, ol' carjourneys in Britain are under five miles, and 25'Y, ) arc less than two miles. These 
distances are casily walked or cycled, often morc quickly. (Source: National Travel SUrvey). 

4. We send more fi-cight by road (61'ý/,, ) and less by rall (TYO), than most European countries and tile 
I JSA. (Sourcc: Transport 2000,1994). Yet, 30'V,, of' the miles I-LIn by road hauliers are run empt". 
(Source: Dcpartment of' Transport 1997). 

5. The pro. 1cctcd cost of' the 1,500 mile London Cycle Network is E67 million, which is equivalent to 
6 miles ol'a typical new 3 lane motomily. (SOUrcc: Royal Borough of' Kingston-Upon- 
Thanies/I lighways Agency 1997). 

6. For. journeys to school by 5-15 year olds between 1975 and 1995 car travel has increased from 
12"x, ý (o 26'ý, ), cycling 1'ell from 4% to 2', '/, ) and walking fell from 61'Vo to 53'Y,,. (Source: National 
Travel SLII-Vcy). 

7.111 trallic I. jams, the III- quality is ollen poorer Inside the car than it is outside becausc the exhi ust 
emissions of' the cal. In I'l-ont are drawn into the ventilation system of' the car behind. (SOLII-Ce: 
Department of' 11callh 1997). 

8.90'/'" of' badly polluting Vehicles can be re-tuned within 15 minutes. (Source: Department of' 
FInvironinent 1995). 

9. Company cars account 1,01- 9, ýý, of' (lie total car population; make 18'Vo 01' COIIIIIILItIII9 JOLII'IIeYS. 
over 50"/, ý of* IICW CM-S Sold. (SOLIrcc: National Travel Survey). and account Im 

10. Company cal's are Inore than twice as likely to be invoved in accidents compared with privýjjelý 
owned cars. (Source: Cars, - Make and Model: Tile Risk of Driver Injury and Car Accident RatcN 

III Great Britain). 

III Birmingham In the morning peak 39 pcople travel on average in one bus or occupy 32 cars, 
()Ile bus occupics the road space of' 3 cars. (SOLII-Ce: Celltl-o 1996). 

12. Buses and coaches are 1'esPOllsi o /, of' the total vehicle milage on Britaill's roads. F ibIc I' 1'0111Y 1'1'/' 111 or 

Journeys lilto a typical City, bIlsCS kCCOLllIt I'm- 2(ý/,, of traffic and carry 10'vý, of travellers. (Source: 
National Travel SUrvey). 

13. Road traffic is 1101-ccast to increasc by 9-1 5'ýo by the year 2000, and by 55-97'Vo by 2025. (Source: 
Dcl), 11-nimit of Transport 1997). 
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