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Abstract 
SmartTrips Ithaca is a neighborhood-based personalized educational campaign that encouraged residents 

of downtown Ithaca to try out sustainable modes of transportation such as walking, biking, transit, and 

carsharing through incentives and communication customized to each program participant as a stepping 

stone towards living a car-free or car-lite lifestyle. The report offers a case study in how the SmartTrips 

model was adjusted to the unique context of a small college town, and summarizes the positive results  

in trip reduction and mode shift that occurred in a before-and-after survey of program participants. 

Information contained in this document, such as web page addresses, are current at the time of 

publication. 

Keywords 
Ithaca, Tompkins County, New York, Community-Based Social Marketing, Transportation Demand 

Management, SmartTrips, Way2Go Transportation Education, Ithaca Carshare, Individualized Marketing   
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Executive Summary 
Ithaca Carshare, with the Downtown Ithaca Alliance (DIA) and the Way2Go transportation education 

program of Cornell Cooperative Extension of Tompkins County (CCETC), undertook an individualized 

educational campaign with the overall goal of shifting downtown Ithaca residents toward more 

economically and environmentally friendly modes of travel, ideally to reduce road and parking  

demand in the downtown area. 

The project began with an inventory of existing transportation resources, recognizing that the wealth  

and variety of transportation options in downtown Ithaca make a car-free or car-lite lifestyle possible  

and advantageous. However, navigating the shift to this lifestyle is not always simple or quick. The 

SmartTrips Ithaca project provided personal guidance through this shift, specifically helping residents  

to get acquainted with and try out new transportation options. This was done through a subcontract  

with CCETC’s Way2Go program for a highly targeted, individualized educational campaign reinforced 

by incentives and supportive activities, following the concepts of community based social marketing 

(CBSM). This campaign was modeled closely on other SmartTrips projects done previously in  

North America. 

Specific goals of the project were to: 

• Engage eight percent of target audience to participate. 
• Engage each member of the target audience three times, participants seven times. 
• Increase awareness and use of environmentally friendly modes. 
• Reduce drive-alone trips. 
• Reduce vehicle miles traveled. 
• Demonstrate a shift in primary commute and neighborhood mode choice. 

Two outreach campaigns were conducted, the first to support market segmentation and the second  

to promote the mode-shift encouragement campaign. The initial data analysis showed an eclectic mix  

of graduate students, young and middle-aged professionals, and some retirees. Very few families with 

children live in the area and most households were single person rentals with high population turnover. 

Walking and transit use were very high to start. After the data analysis, the project focused on non-

commute trips because far more households used their vehicles for trips other than driving to work. 

Outreach was done in person, by paper mail, and by electronic means, covering both habits and barriers 

for using sustainable transportation more often. Branding and messaging was designed to be clear, and 
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welcome kits included physical items as incentives (visibility & utility gear for bicycling and walking,  

as well as maps and transit schedules). Other activities were promoted later in the project period. 

Participants committed to shifting a certain number of weekly trips to bike, bus, or walking 

(“SmartTrips”), and project staff followed up with prompts and one-on-one support. Participants  

were also automatically registered into an online trip tracker so they could record their travel habits, 

compare their efforts with other participants, and virtually measure their impact. 

At the start of the program, project partners focused on bringing two new services to the area to support 

project goals: a remote parking program and an emergency ride home service. Project research supported 

the importance of the emergency ride home for the wider community, but did not suggest the remote 

parking would have as much of an impact as initially expected. Both projects were explored further  

and by the end of the project period, the emergency ride home service was very close to implementation 

by Tompkins Consolidated Area Transit. 

Overall project engagement and individual outreach methods varied in effectiveness. In fact, the first 

project goal of engaging eight percent of the target audience was not met, most likely because many  

target area residents were students who were away during the summertime project period. However,  

there was also significant participation from residents in neighborhoods next to the downtown target  

area, within “The Flats” area of Ithaca where transportation is also readily available. The second project 

goal to engage target audience members at least three times and participants at least seven times was 

successfully exceeded. 

Looking at the third goal of transportation option awareness and utility, the project most strongly 

increased awareness of options, and somewhat increased ease of use and motivation to try new modes. 

Participants noted that the physical Start-Up Kits, SmartTrips pledges, and email reminders were the  

most helpful aspects of the project. 

Perhaps the most important success of the program, actual mode shift, was reported by program 

participants in comparative before/after surveys, specifically increases in biking (22 percent more  

days using this mode) and carpooling (54 percent) and decreases in driving alone (24 percent fewer  

days). From this, we estimate that the SmartTrips Ithaca program reduced a cumulative 791 single-

occupant vehicle (SOV) trips through the 10-week public outreach period, a reduction of 3,058 vehicle 

miles traveled (VMT). Most of the mode shift occurred in participants’ grocery store trips, which was  

the neighborhood trip singled out by SmartTrips Ithaca for the most opportunity for improvement.  
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Challenges included a fixed project period, which prevented the program from being implemented when 

downtown apartments are fully occupied, and the need for more time and staffing than originally planned 

for given the demands of the initial project development phase. Additionally, the lack of a control sample 

means that not all of the reported mode shift can be attributed to SmartTrips.  

A number of other specific recommendations are outlined to support future projects. The program should 

be implemented right after the usual move-in time based on Cornell’s academic calendar to attract the 

largest number of participants with activities planned and scheduled before launch. SmartTrips teams 

starting in new regions should allocate more time and staff to plan their first or pilot program, though 

more limited outreach staffing may be able to implement pre-existing plans later on. While it may be 

helpful to redo SmartTrips Ithaca in downtown during the fall, moving the SmartTrips target area to a 

well-defined neighborhood more dependent on SOV may be more effective. Simplifying the registration 

and onboarding process is highly recommended if the program will be expanded to a wider population.  

If resources allow it, an additional survey should be sent out one year after the start of the program to 

participants to see if the impact of SmartTrips lingers on well after the program’s end. If the program 

were implemented again in downtown Ithaca, an increased focus in addressing the barriers specific to two 

segments of the population – potential bike riders and potential TCAT riders – may enable more people to 

make a shift, especially if the program was paired with improvements in the bike network or bus system. 

SmartTrips should be part of an organization with a stated focus on transportation demand management, 

so that a SmartTrips campaign can work in harmony with the aforementioned suggested changes.
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1 Background 

1.1 Project Area 

Ithaca, NY is a vibrant and growing city in Upstate New York, economically anchored to its institutions 

of higher education – Cornell University and Ithaca College – and the industries and services that support 

its students and employees. According to the U.S. Census Bureau’s American Communities Survey, 

about 30,400 people resided within the city boundaries in 2014, including over 15,000 undergraduate 

students and almost 3,400 graduate and professional students. Geographically, the City of Ithaca is  

bound by Cayuga Lake to the north and by steep hills to its west, east, and south; it is on these hills  

where the area’s biggest employers are located. However, in the center of the city and extending from  

the lake is an area of flat ground, locally known as “the Flats,” where several well-defined residential, 

commercial, and mixed-use neighborhoods house many of the city’s residents and provide a significant 

number of Tompkins County’s employment, shopping, dining, and entertainment opportunities. At the 

very center of the city is downtown Ithaca, a compact mixed-use neighborhood of about 1,500 residents 

and 5,120 jobs frequented by locals and students alike due to its wealth of employment and entertainment 

opportunities, and its central location to both colleges and other shopping destinations.  

Figure 1 – Terrain Map of Ithaca, NY with Downtown Area Outlined 

Source: U.S. Geological Service 
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Figure 2 – Ithacans enjoying a festival on The Commons in downtown Ithaca 

Source: Downtown Ithaca Alliance 

To move people throughout the county, especially in and out of downtown Ithaca, local governments  

and non-profit institutions have collaborated to create and sustain several transportation networks: 

• A substantial pedestrian network including The Commons, downtown Ithaca’s  
pedestrian-only street, all supported by newly-implemented sidewalk improvement districts. 

• A growing bike network with new bike lanes, a new bicycle boulevard system, and several 
multi-use recreational paths including a recently completed Cayuga Waterfront Trail. 

• Tompkins Consolidated Area Transit (TCAT), an extensive transit system serving Tompkins 
County with over 30 routes, most going to and from two downtown bus stations. 

• Ithaca Carshare, a growing carshare organization with 25 vehicles, 13 of which are located 
in the Flats. 

• Several highways coming into or nearby downtown Ithaca, including NY Routes  
13, 34, 79, 89, 96 & 96B, and 366. 

• A combination of parking options including metered and unmetered street parking, two 
municipal garages, a private garage, and private surface parking lots within downtown. 

These networks are further bolstered by several organizations and initiatives aimed at supporting city 

residents and commuters to reduce their dependency on single-occupant vehicles (SOVs), including 

elements within the City of Ithaca such as the Bicycle and Pedestrian Advisory Council and the 

Downtown Ithaca Alliance (DIA), as well as public sector agencies like Cornell Cooperative  

Extension of Tompkins County (CCETC) and Bike Walk Tompkins. 
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1.2 Project Rationale 

While the intent of most of the transportation networks previously mentioned is to move commuters in 

and out of downtown, the convergence of all the networks within downtown means that residents have 

easy access to the greatest number of transportation options in the city. A wealth of transportation options 

makes a car-free or car-lite lifestyle possible or even more advantageous than owning a car. This makes 

downtown Ithaca an ideal neighborhood to implement a program encouraging a mode shift from SOVs  

to more sustainable transportation options. However, navigating this lifestyle shift is not always simple  

or quick.  

The SmartTrips Ithaca project aims to make this lifestyle shift more attainable for downtown residents  

by guiding them through the initial stage of becoming acquainted with, and trying out, the transportation 

options available to them. The project is linked to Tompkins County’s goal of reducing 80 percent of 

2008-level CO2 emissions by 2050 as stated in its Energy Roadmap, partly by eliminating “48 percent  

of the projected vehicle miles traveled (VMT) in 2050” through transportation demand management 

strategies, even as the county’s population is projected to increase. Similar desires are also expressed  

in the City of Ithaca’s recently published comprehensive plan, Plan Ithaca, which encourages “providing 

safe and convenient transportation alternatives to private cars” to reduce traffic and protect the 

environment while supporting the City’s desired growth patterns. 

Figure 3 - Mode of Transportation to Work, City of Ithaca 

Source: 2014 ACS Five-Year Average 

Foot
41%

SOV
32%

Transit
11%

At Home
7%

Carpool
6%

Bike, Other
2%

http://tompkinscountyny.gov/planning/energy-climate
https://issuu.com/cityofithacaplanninganddevelopment/docs/2015_planithaca_individual_pages_is


 

4 

The issue that these long-range plans touch on – reducing SOV use while growing in population – is 

already affecting dense neighborhoods like downtown Ithaca, where more than 10 projects valued  

at approximately $140 million were in development in 2015 according to the DIA. This significant 

commercial and housing development in downtown is putting pressure on the already-limited road  

and parking capacity. Currently, 70 to 98 percent of garage space is full on a typical weekday with  

traffic jams often occurring on major downtown roads during peak hours. Even though most city  

residents commute to work on foot, many still commute by SOV with 11 percent commute by public 

transit and two percent by bicycle. Further analysis also points to increased vehicle use for non-work 

trips. It is clear that to meet growing transportation demand and head toward sustainability, existing 

transportation capacity must shift vehicle trips to walking, biking, and public transit in areas that already 

have the transportation resources to support it. Downtown Ithaca has both the development pressures and 

the existing transportation networks that make an ideal testing ground for the SmartTrips project. 
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2 Approach 
SmartTrips Ithaca sought to address people's perception that they "need" a car for transportation by 

enticing individuals to utilize the full suite of options available to them as downtown residents. To 

encourage residents to begin to shift away from SOV use, Ithaca Carshare subcontracted the Way2Go 

program of CCETC to conduct a highly targeted educational campaign that encouraged and incentivized 

the use of sustainable modes of transportation (see Appendix A). The campaign was modeled on similar 

projects conducted in larger cities across the U.S. such as Portland, OR, and Salt Lake City, UT. The  

goal of the project was to test whether the model could adapt to the transportation conditions of a small 

urban area. Knowledge of the two supporting strategies of the model, namely transportation demand 

management and community-based social marketing, is necessary to understand how SmartTrips can 

create and sustain a measurable change in the transportation attitudes and behaviors of the community. 

2.1 Transportation Demand Management 

Programs that focus on addressing the information gap and the lack of motivation to try different  

modes of transportation are part of an emerging field called transportation demand management (TDM). 

According to Mobility Lab, a TDM research group based out of Arlington, VA, TDM addresses the 

human dimension of transportation issues by informing, encouraging, and incentivizing people to make 

the most out of the existing transportation infrastructure. TDM’s focus on marketing and education makes 

them programs cost-effective ways to increase walking, biking, transit, and carpooling as sustainable 

modes of transportation. Traditionally, TDM programs primarily focused on the commute to work. 

However, the SmartTrips model brings TDM to the context of a residential neighborhood, encouraging 

households to make a change not only in their home-to-work commute, but in all other trips as well. 

2.2 Previous SmartTrips Programs 

The SmartTrips model was first pioneered in the U.S. in Portland, OR, through the Portland SmartTrips 

program. Since 2004, the City of Portland’s Bureau of Transportation has led a neighborhood-based 

personalized educational campaign to shift transportation demand on a different neighborhood in the city 

each year. To do this, they first begin by conducting a transportation survey of all households in the area 

to understand existing transportation use. Survey results serve as a baseline to measure the impact of the 

program. The program would then publicly launch in the targeted neighborhood in the spring, recruiting 

interested residents primarily through mail. When registering, residents had a choice of several resources 

and a free gift that could help and motivate them to try out their transportation options beyond single-

http://mobilitylab.org/
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occupant vehicles. Some resources were tailored to the neighborhood, such as neighborhood biking  

maps. Other resources were personalized to the individual, such as schedules for specific transit routes. 

These resources would then be delivered door-to-door on a bike, allowing residents to have one-on-one 

interaction with program staff, known as transportation ambassadors. Throughout the summer, residents 

continue to receive motivational newsletters, emails, and phone calls personalized to the transportation 

changes they wanted to make. After a year, another survey would be administered throughout the 

neighborhood to measure the impact of the program. In Portland, the impact of the program throughout 

the years has reduced neighborhood-wide use of SOV by eight to ten percent with a corresponding 

increase in non-SOV use, for both SmartTrips participants and those who had opted out of participating. 

Due to the success of their regular SmartTrips program, Portland tried variations that were found to be 

very successful. In 2010, they conducted the program to coincide with the opening of a new light rail  

line and found that the adoption of transit was higher within SmartTrips members than those that did  

not participate. Later in 2011, they created Welcome SmartTrips, which only targeted households that 

recently moved to three different neighborhoods. The hypothesis was that people who are new to an  

area are more willing to seek out information and adopt new ways of getting around. TDM agencies in 

other cities also adopted the Portland SmartTrips model for various neighborhoods in their cities. In 

preparation for Ithaca’s pilot program, SmartTrips-style programs from Kelowna, BC; Saint Paul, MN; 

Salt Lake City, UT; and Bellingham, WA, were studied in addition to Portland’s to understand how to 

adjust the model to the context of Ithaca. Of particular interest was Bellingham’s Whatcom Smart  

Trips, which offered an online trip tracking tool so participants could keep a log of their trips and be 

incentivized to keep making smart commuting choices over time. The similarities and differences  

of each, as well as a generalized model of a SmartTrips-style program, can be found in Appendix B. 

2.3 Community Based Social Marketing 

Through the research of previous programs, the SmartTrips Ithaca team became familiar with the 

concepts behind community based social marketing (CBSM), which underpins all SmartTrips-like 

programs. CBSM is a strategy that seeks to induce a change in behavior in people by understanding  

the barriers that individuals face and using social processes to motivate a person to make the desired 

change. Starting from a solid foundation of research about the intended target audience, a CBSM 

framework encourages behavior change through gradual increases in personal commitment, well-timed 

prompts, effective use of incentives, and exposure to other people that have modeled the behavior shift,  
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among other tactics. Because it is not tied to a particular discipline, CBSM has been used for programs 

that have dealt with energy conservation, HIV prevention, and clean air. SmartTrips is CBSM applied  

to the transportation realm, and Portland SmartTrips is a commonly-cited “success story” of the CBSM 

strategy. Since instances of SmartTrips-like programs in other cities have been based on CBSM, the 

SmartTrips Ithaca team familiarized itself with CBSM strategies when developing their program. In the 

following section, CBSM strategies will be referenced as they appear. To learn more about CBSM and 

other projects based on it, refer to the Tools of Change website. 

http://www.toolsofchange.com/


8 

3 Project Planning and Development 

3.1 Project Timeline 

Work on the SmartTrips Ithaca project began in April 2015 and took off after the contract and subcontract 

were signed in mid-May of that year. From the start, the SmartTrips team had the challenge of working 

with a proposed timeline of 12 months based on a cursory review of previous SmartTrips programs.  

Upon more careful research, the team determined more time was needed for this pilot phase of the  

project – to properly research the target audience, develop new materials, and implementation strategies. 

The project timeline was eventually extended to 18 months, but due to the start of the project and grant 

limitations, the project would miss downtown Ithaca’s major move-in period in order to finish within the 

grant’s parameters. Future SmartTrips projects should coordinate planning and development with major 

move-in periods. In Ithaca, the educational institutions dictate that period, which usually occurs in late 

August. Other cities that do not experience seasonal fluctuations in population may still want to start 

outreach in early fall when routines begin emerging after summer vacation season. SmartTrips programs 

in new areas should also consider spending extra time to plan their first or pilot project, as a considerable 

amount of time is required to develop relationships, create new materials, and put processes in place.  

Table 1 – Simplified Timeline of Major Project Tasks 

Major Tasks 
2015 2016 

A M J J A S O N D J F M A M J J A S 
Project Management 

Campaign Development 
Service Package Dev. 

Project Staffing 
Survey Tool 

Outreach Implementation 

The project timeline shown in Table 1 demonstrates how the project components work together in line 

with the grant’s list of tasks. Of note is the two separate outreach periods, one in the fall of 2015 to survey 

downtown residents and one in the summer of 2016 to market SmartTrips Ithaca based on the survey 

results. The staggered surveying and project staffing periods that preceded both outreach periods reflect 

the different surveying needs and staffing requirements for each, which are explained in their respective 

sections of the report. The bulk of service package development and campaign development happened  
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between the start of the project up to the start of the main outreach campaign. Some of the outreach 

materials and educational activities were still being developed throughout the duration of the main 

campaign as denoted by the light green shading. This is to be expected in a pilot project as different 

aspects are developed and tested on the fly.  

3.2 Project Management and Staffing 

The SmartTrips team included a full-time Transportation Demand Manager position (Norma Gutierrez 

and Sarah Liberatore filled this role at different times), a part-time research assistant (Hector Chang),  

and part-time outreach staff (Sam Bosco and Hector Chang). The Manager was fully dedicated for  

the length of the project to implement various aspects of the project. Responsibilities included guiding  

the SmartTrips team members in promoting the project to downtown residents through various public 

outreach efforts as well as facilitating and attending meetings with project partners and stakeholders. 

One challenge of the project timeline was the duration and process it took Way2Go of CCETC to hire 

staff for the project. It was helpful to have the roles of the Manager position determined at the start of  

the project to support the hiring of research and outreach assistants. The first two months focused on 

developing the job description and assigning the research assistant role through an internal hire. Work 

then commenced to research best practices of similar programs and develop an implementation guide  

for the SmartTrips Ithaca project.  

It took an additional four months to hire an outreach assistant. Way2Go was required to develop a  

job description, send out a call for applications, and interview potential candidates. Unfortunately, the 

time committed for hiring reduced the time available for the development of the campaign, which was 

underway. It was determined that the part-time research assistant could also assist with the earlier aspects 

of outreach campaign development, thereby promoting him to full time, while the search for another 

outreach assistant continued. The new outreach assistant took the lead in outreach efforts when he was 

hired, while the research assistant continued working on  outreach tasks given the needs of the program. 

It was essential that all team members worked closely with the program development guidance team 

(members included Jennifer Dotson of Ithaca Carshare and Gary Ferguson of the Downtown Ithaca 

Alliance, in addition to Jonathan Maddison and Sharon Anderson of CCETC) to develop and coordinate 



 

10 

a direct outreach campaign. The guidance team took the lead on the creation and administration of  

the service development package, maintaining relationships with local media and transportation service 

providers, and assembling program findings into recommendations for future transportation services  

and incentive programs. For more information on project staffing and roles, refer to Appendix A. 

3.3 Outreach Campaign Development 

Two outreach campaigns were conducted with downtown residents. The first was a survey launched  

in the fall of 2015 to help with market segmentation, which would inform the second campaign that 

introduced SmartTrips Ithaca in the summer of 2016. In preparation for the second campaign, ample 

development time was necessary to become familiar with CBSM concepts, adapt the SmartTrips model  

to the local context, create a brand and apply it to new marketing materials, and develop the partnerships 

necessary to implement the program. 

3.3.1 Market Segmentation 

The first campaign in the fall of 2015 collected neighborhood-level information that would otherwise  

be unavailable for program development. A CBSM strategy builds upon a solid understanding of the 

target audience: demographics, lifestyle preferences, challenges, and motivations to make behavior 

changes. While some of these questions could be answered with publicly available data, additional 

research through surveys and focus groups are highly recommended to truly understand the intended 

audience and to keep realistic expectations. For the first phase of the project, the team collected publicly 

available information about downtown Ithaca and administered a detailed transportation survey to  

94 residents in conjunction with informal meet-and-greets to understand the residents’ barriers to  

moving sustainably. 

3.3.1.1 American Community Survey 

Publicly available data was used to understand the demographics of residents in the target area. The  

main source of information was from the U.S. Census Bureau, in particular its 2014 American 

Community Survey (ACS) five-year averages, which provided basic demographics as well as information 

on income, household living situation, and commute-to-work. Additional information was also collected 

from project and community partners, such as Ithaca-Tompkins County Transportation Council, Cornell 

University, the Downtown Ithaca Alliance, and Ithaca Carshare. While there were a few surprises in the 

data gathered, our findings from this inquiry aligned with the common knowledge of the neighborhood: 
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• Our target area has a population of about 1,120 people in 720 households. 
• People age 22-29 primarily occupy downtown Ithaca, followed by people age 30-44,  

and then those 45 and up. 
• Very few residents are age 18-21, the age range of traditional undergraduate students,  

and even fewer are children under 18. 
• Of those 18 and over, 42 percent are enrolled in college or graduate school. 
• About 70 percent of households in the downtown area are occupied by one person,  

while 18 percent are occupied by non-related 2+ persons. 
• Ninety-seven percent of all households are rentals. 
• Forty-five percent of households reported owning at least one vehicle. 
• Most people take transit for their commute to work, but significant amounts of people  

also drive alone or walk to work.  

Figure 4 – Age Distribution in Downtown Ithaca 

Source: 2014 ACS Five-Year Average 
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Figure 5 – Mode Share to Work in Downtown Ithaca  

Source: 2014 ACS Five-Year Average 

The initial data analysis confirmed the team’s observations that the target area is made up primarily  

of an eclectic mix of graduate students, young and middle-aged professionals, and some retirees. Very 

few families with children live in the area and most households are live-alone rentals. Altogether, the 

demographics paint a picture of a community that is lively but not deeply rooted or interconnected,  

with potentially high levels of turnover typical of a college-centered town. 

The relatively low adoption of vehicles and the very high transit and walking mode shares in 

commute-to-work trips was a positive finding but brought questions about the necessity of a  

SmartTrips-like project in the downtown core. Ultimately, it was decided more information was  

needed to explore if the SmartTrips model could be adapted to reduce car use even further. The 

discrepancy between the mode share of SOVs for the journey-to-work and the percentage of  

households that owned a vehicle clued the team in that SmartTrips Ithaca would have to address  

trips beyond the daily commute to have an impact in reducing SOV use. 

3.3.1.2 Downtown Ithaca Transportation Survey 

To further understand residents’ travel patterns as well as their transportation attitudes and barriers, the 

SmartTrips team partnered with the DIA to develop a downtown living and transportation survey. The 

survey was distributed both electronically through landlord-controlled email lists, as well as on paper at 

informal meet & greets at some of the larger apartment complexes in the downtown area. A copy of the 

paper version of the survey can be found in Appendix C. The surveys and meet and greets were the first 

outreach campaign of the project as a way to better understand the target area for the next campaign. 
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Approximately 560 residents were exposed in one way or another to the survey request and – by the end 

of the campaign – the survey garnered 95 valid responses, a 17 percent response rate. Compared to ACS 

data, survey respondents were demographically representative of the downtown population. Findings 

from the survey corroborated data collection findings and expanded upon them: 

• 19 percent of downtown residents are retired, while the rest are evenly split between those  
who primarily work and those who are university students.  

• 44 percent of respondents moved downtown within the last year, primarily students,  
and mostly from outside Tompkins County 

• 56 percent of car owners drove their vehicles a couple of times a week or less. 
• The most popular mode for grocery and shopping trips is single-occupant vehicles. 
• A majority of car owners parked their vehicles in private parking lots next to their apartments. 
• 13 percent of respondents indicated they had never taken TCAT buses, 72 percent indicated 

they had never biked in Ithaca, while 85 percent indicated they had never used Ithaca  
Carshare (see Figure 6). 

Figure 6 – Primary Occupation of Downtown Residents 

Source: 2015 Downtown Ithaca Transportation Survey 

The survey showed that addressing grocery and other shopping trips is an effective way to reduce  

VMT and SOV use. Other modes would have to absorb the shift, with the most promising being  

biking as residents showed significant interest. The area’s grocery stores are just over one mile away  

from downtown Ithaca on very flat ground – a very bikeable trip. 
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Figure 7 – Modes of Transportation by Frequency of Use by Downtown Ithaca Residents 

Source: 2015 Downtown Ithaca Transportation Survey 

The survey asked questions about people’s barriers to biking and transit, and illuminated the challenges 

the team would address for people to shift away from SOV use. The results were then cross-tabulated  

to understand the differing barriers people perceived depending on their usage of each mode of 

transportation. In-depth analysis of these results are in Appendix D. Two highlights are:  

• While respondents most often selected “longer service hours” as a desired TCAT improvement, 
respondents who seldom or never used TCAT most often selected “information on routes and 
schedules” as their desired TCAT improvement. 

• While respondents most often selected Ithaca’s terrain as their top barrier regarding biking, 
occasional bike riders often selected “more bike lanes” and “separated bike lanes” as their  
top barriers.  
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Figure 8 – Radar Chart of Desired TCAT Improvements by Frequency of Selection 

Source: 2015 Downtown Ithaca Transportation Survey 

Ithaca has a fairly sophisticated transit system for a community of its size, with over 30 routes and several 

different service patterns throughout the week, so information about the transit system can be confusing 

for people who have not used public transit. A project like SmartTrips Ithaca could help address this 

barrier. On the other hand, occasional bike riders’ request for more bike lanes and separated bike lanes 

were outside the scope of the project. However, the team interpreted this as a call for safer biking 

conditions, which could be addressed by the project through helpful incentives and education. Results  

of the survey were shared at various presentations with transportation partners to start conversations  

about the barriers that could not be addressed by the SmartTrips project alone.  
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Figure 9 – Radar Chart of Desired Biking Improvements by Frequency of Selection 

Source: 2015 Downtown Ithaca Transportation Survey 

3.4 Program Development 

Development of the second phase of the SmartTrips Ithaca program began by considering the barriers 

indicated in the fall survey and comparing them to the transportation infrastructure and services that 

would be available to participants during the public outreach phase in the summer. In addition to the 

efforts conducted as part of the service package development of the project, recent changes to the city’s 

transportation mix included the new bicycle boulevards, the completion of the Cayuga Waterfront Trail, 

and TCAT’s summer transit service changes. While some of the changes, such as the bicycle boulevards, 

could address the concerns of prospective SmartTrips members, others like TCAT’s summer service 

changes could create additional barriers to adoption. During program development, the team took the 

changes in the transportation landscape into consideration to develop program elements to help 

participants overcome their barriers to sustainable transportation. 

3.4.1 Branding & Messaging 

The different components of the outreach campaign followed the template set out by past SmartTrips 

projects and the overall CBSM strategy. The first development was a communications strategy with a 

clear brand and messaging. The brand was designed to be positive, personable, helpful, and simple.  

Two bright theme colors were chosen as part of the logotype, and four simple icons representing modes  

of transportation were designed. A style guide summarizing the design elements of the brand kept the 
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look of all communications cohesive (see Appendix F). Based on the style guide, a website was created 

with WordPress and promotional materials for the second phase of public outreach were also developed. 

Print and web materials were bright, clear, and concise; with a focus on people instead of “modes” being 

deliberate as it made the transportation behaviors being promoted personable and achievable.  

Figure 10 – SmartTrips Ithaca Brand: Logo and Mode Icons 
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Figure 11 – Sample of SmartTrips Ithaca Print and Web Materials 
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3.4.2 Incentives 

Incentives are a strong CBSM strategy and major development time was spent on the sign-up incentive 

“Start-Up Kit” during the course of the program. The Start-Up Kits were printed canvas bags which 

contained transportation information and an incentive of moderate value inside. All the kits were 

customized to each participant’s preferences as indicated in the registration form they completed at sign 

up (see Appendix G). The incentives in the Start-Up Kit, advertised prominently in initial promotional 

materials, were the main draw for registrants of the program. The purpose of the incentive is not only  

to draw attention, but also to serve as a kick-start to a desired behavior by lowering the barriers to entry  

or making the behavior more enticing. Four incentives in total were developed, one for each mode. 

Participants who wanted to try out TCAT or Ithaca Carshare could get a free 30-day bus pass or a free 

registration for Ithaca Carshare; both were in-kind contributions from program partners. Participants  

who wanted to walk more often were given a “Stay Active Kit” with gear that would allow them to  

walk in all types of weather common during the summer. Lastly, those who wanted to bike more often 

were given a “Starter Bike Kit” with items to help riders feel safer on the streets, partially addressing  

the concerns received through previous public feedback. By honing the incentives to the behaviors the 

program encouraged, the incentives themselves could have a lasting effect on the results. 

Figure 12 – Incentives for Start-Up Kit 

Actual incentives distributed differed in color and shape. 

3.4.3 Commitment & Modeling 

The distribution of the start-up kits was another moment where other CBSM strategies were applied. 

Depending on the choice selected by participants, the kits were either delivered to their residence by  

bike or picked up at the Ithaca Carshare office located downtown. At the point of contact, participants 

could talk to a staff member familiar with sustainable commute choices who could answer questions 

about the transportation options available downtown. Staff also developed several workshops and group 
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activities for biking, public transit, and walking to provide opportunities to try out the desired behavior 

changes in a more structured setting. This combination of expert advice and example setting is part of the 

CBSM strategy of modeling and setting social norms so the desired behavior change seems achievable 

and encouraged by other people. 

At the end of the initial meeting, participants were encouraged to sign a pledge card stating their name 

and the mode of transportation they promise to take more often during the course of the program. The 

pledge card was a way to instill commitment in participants, which is another CBSM strategy to induce 

and maintain behavior. A participant commented at the end of the program that “pledging actually made 

me be much more intentional about biking rather than driving my car.” Participants were then encouraged 

to track their commitment to their pledge using an online trip tracking tool developed by RideAmigos. 

The online tool, developed for use with the SmartTrips Ithaca website, allowed the team to see the 

commitment level of participants and reward those who met their pledge. Adding an element of 

commitment to the program prompts people to consider which trips they can switch to a more  

sustainable mode. If participants continue making the switch every week, the mode shift may  

become a habit and last beyond the program’s end. 

Figure 13 – Pledge Card 

3.4.4 Prompts 

For the length of the program, additional prompts that encouraged taking sustainable transportation were 

sent to participants in the form of targeted monthly newsletters and emails via MailChimp (see Figure 

12). SmartTrips-branded templates were prepared prior to the start of the program, but the content was 

developed during the outreach period to keep the prompts topical. The newsletters targeted participants 

with the start-up kit they requested and the top stories often reflected current events or transportation 
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changes relevant to people’s lives, such as a proposed “crackdown” on jaywalking or severe public  

transit detours. The newsletters and weekly email reminders to log trips online kept the program  

relevant in participants’ minds throughout the engagement period. 

Figure 14 – Excerpt of June Newsletter to Participants with TCAT Start-Up Kit 

Because this was the first instance of the program, most of the development time was focused on  

visual and electronic aspects that are one-time only, such as the branding, website, trip tracking  

platform, marketing email platform, and initial print materials. These were made to be adaptable  

and editable so that future iterations would require less time to develop materials. Should funding  

become available to resume the project, the next iteration of the team will only have to update the  

data, text, and pictures to match transportation conditions of the place and time where the program  

is being implemented, bringing the positive and helpful aspects of the brand with them. 
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3.5 Service Package Development 

The service package development aspect of the project focused on providing new transportation services, 

and was dependent on several factors. The results of the initial market segmentation analyses were very 

important in identifying services where there was significant demand and results from the analyses were 

shared with program partners. We were also limited by the services that existing organizations introduced 

and for which funding, staffing, and similar resources were available. 

Going into the project, there was strong interest from community players and project partners in two  

new services: remote long-term parking and an emergency/guaranteed ride home service, both of  

which were expected to have a large impact on the number of vehicles parked in the downtown area.  

The DIA’s transportation demand management activities focused on this goal as housing and commercial 

development continue in the area. The availability of parking is generally static and development of new 

municipal parking supply is expensive and politically difficult. 

3.5.1 Emergency Ride Home 

An Emergency Ride Home (ERH) program has been under consideration by TCAT service development 

and marketing staff since spring 2014. Once the SmartTrips Ithaca project was underway, ERH moved 

into an implementation mode, but it spent much of the project period in legal and board review. TCAT 

approached the project with a review of similar services available across North America. As it turned  

out, many agencies offering ERH (or the similar guaranteed ride home service) had not undertaken  

the extensive liability review that TCAT undertook. The model TCAT is pursuing would use local  

taxi services to provide the rides, which would be paid for by TCAT, to anyone with a monthly or  

longer-term TCAT pass. Total annual costs for these rides are anticipated to be approximately  

$1,000 and incorporated into TCAT’s budget. However, it is not clear how participants would  

access the rides. In most programs, the ride provider confirms the participant’s eligibility and bills  

the sponsor agency directly. Another approach, which TCAT appears to be pursuing in order to  

reduce liability concerns, is for participants to pay for the ride and then submit the receipt to TCAT  

for reimbursement. This approach limits the effectiveness of the program because participants must  

front the cost of each trip at the time of service representing a barrier for those without financial 

resources. At the time of this writing, it is unclear when TCAT might launch an Emergency Ride  

Home program to the public. 
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Through the Downtown Ithaca Transportation Survey conducted during the first outreach period,  

the effectiveness of an ERH program as an incentive to take TCAT was measured. Results reported  

low interest in such a program in the downtown area, primarily because other concerns about service 

hours and information ranked higher. Downtown residents have access to some of TCAT’s most frequent 

routes with the longest service hours, reducing the need for an ERH program. On the other hand, ERH 

may be a vital service to TCAT riders residing in areas where buses are less frequent. Within downtown, 

a correlation was noticed between respondents who wanted ERH and college students who requested 

TCAT provide Sunday late-night service from campus to downtown, which is currently non-existent. 

These concerns were communicated to relevant project partners and ERH was determined to be of 

minimal concern for the program. 

3.5.2 Remote Parking 

Despite initial interest from project partners in pursuing a Remote Parking Program, the results from  

the Downtown Ithaca Transportation Survey did not indicate a high demand. There was mild interest  

from people who parked on the street overnight compared to those with access to private or public garage 

locations, possibly for cost reasons. The number of people likely interested in a Remote Parking Program 

is small – 55 percent of households in the downtown area do not own a car, and a majority of those who 

do, park in private parking lots adjoining their apartments, not in public garages or on the street.  

Early investigations of options for a Remote Parking Program focused on reaching out to Cornell 

University to explore options. Because this program would be attractive to only a small number of 

individuals, and therefore move only a few cars out of downtown garages, the urgency to implement  

a program was low. 

3.5.3 Additional Findings 

Since a primary goal of the DIA is to reduce parking demand downtown, the intersection of this goal  

with the mode shift goals of the program came up frequently in internal discussions. Some questions  

and insights relevant for future downtown transportation demand management projects include: 

• Perhaps downtown residents are not the primary drivers of downtown parking demand.  
It may be fruitful to review the addresses of monthly parking pass holders in downtown 
municipal garages to understand better who is using these facilities. 
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• Though a minority (45 percent) of downtown residents are car owners, a majority of those  
(56 percent) use their cars only occasionally, generally for trips heavily oriented towards 
grocery and other shopping trips. Not all SmartTrips travel modes are appropriate for these 
shopping trips, as walking and TCAT pose particular challenges. Two other options are Ithaca 
Carshare, which is less attractive to those who already own a car, and biking, feasible only  
with equipment that does not come standard with bikes.  

• For some downtown residents, the inconvenience of not having their own personal car 
accessible for challenging or spontaneous errands could outweigh other incentives to  
park remotely. 

The SmartTrips Ithaca project explored new services to address transportation barriers. For instance, 

following a contact made at the June Mobility Solutions Summit, a bikeshare bike from the Buffalo 

BikeShare was left in downtown and made available to a limited group for testing throughout the  

project period. 

Figure 15 – SmartTrips Ithaca Staff and Partners Testing Buffalo BikeShare 
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4 Outreach Implementation 

4.1 Outreach Campaign Timeline 

After the bulk of development for the second phase of outreach was completed, the SmartTrips Ithaca 

program was introduced to the target audience of downtown Ithaca residents and registration launched  

on May 23, 2016. Onboarding of program registrants soon followed as 79 participants completed their 

registration forms throughout the month of June and the team customized and delivered the Start-Up  

Kits to each registrant generally within one to two weeks. After onboarding and through the end of  

the outreach period, all participants were engaged several times through general activities, and some 

participated in activities that appealed to more active SmartTrips participants. 

Table 2 – Simplified Timeline of Outreach Campaign Phases & Activities 

Outreach Phases 
May June July August 

4 5 1 2 3 4 1 2 3 4 1 2 3 4 5 
Campaign Launch                

Registration                
Onboarding                

General Engagement                
Newsletters                

Personal Phone Calls                
Final Survey                

Involved Engagement                
Trip Tracking & Prizes                
Workshops & Activities                

Final Celebration                

4.2 Campaign Launch 

The formal outreach to residents within the downtown target area was on May 10, 2016, which was a 

three-part bulk mailing series to 720 addresses and consisted of: 

1. A teaser postcard introduced the branding, imaging, messaging, and contact information of 
SmartTrips Ithaca so potential participants would develop interest and familiarity with our 
branding. Our phone number, the SmartTripsIthaca.org web address, help@smarttripsithaca.org 
email, as well as social media handles (@SmartTripsIthaca on Facebook and Instagram, 
@SmartTripsIth on Twitter) were included so interested recipients could begin engaging 
immediately. The initial mailer also served as an announcement to lookout for our subsequent, 
and more important mailing.  
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2. The registration form (see Appendix G) was sent on May 24, 2016, in an eye-catching envelope 
along with a pre-paid business reply mail envelope. Recipients had the option to complete the 
paper copy of the registration form sent to them or to complete the form online for quicker access 
to the incentives being offered by the program. All contact methods were included again to build 
content continuity, trust, and interest among the recipients. 

3. A reminder postcard (see below) was sent on June 3, 2016, as a reminder to complete 
registrations either by mail or online before June 10th in order to receive incentive packages.  
The date was a soft deadline to compel registrants to submit their form quickly.  

Figure 16 – Print Material Sequence for Initial Three-Part Mailing Campaign 

Along with the outreach done via postal mail, a press release (see Appendix H) was sent to local  

media outlets, neighborhood email lists, organizational email lists, and social media pages of relevant 

neighborhood associations and organizations on May 25, 2016 to encourage downtown residents to 

register online on our website. Our organization, Way2Go, was selected for a front-page story on the 

Ithaca Journal, the local newspaper (see Appendix I), which provided additional exposure to the 

SmartTrips program. 
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Testimonials and photos of people already moving sustainably were collected prior to the program launch 

with the goal of modeling, setting neighborhood norms, and encouraging members of the target audience 

to participate. To promote the program, these were included on the SmartTrips website and on printed 

promotional materials, which were distributed to various locations frequented by locals in the downtown 

area. These materials were also distributed at several community events where SmartTrips team members 

were participants. 

Figure 17 – Testimonial from Chris Cowan About TCAT 

Figure 18 – SmartTrips Ithaca Tabling at Sustainability Center Event 

Source: Finger Lakes ReUse 
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Because of the extensive public outreach conducted for the launch of the program, people residing  

outside the target area also tried registering for SmartTrips. Most of these registrants lived in 

neighborhoods immediately adjacent to the target area and could also conceivably be referred to as 

“downtown” Ithaca even though they had a different character than the core. The team decided to  

expand the eligibility area for the program to neighborhoods adjacent to downtown while keeping  

track of the residents within the target area. Registration officially closed on July 4, 2016 with  

79 registered participants, 37 of which resided in the target area. 

Figure 19 – Photo of SmartTrips Ithaca team on the Ithaca Journal 

Source: Nick Reynolds, The Ithaca Journal 

4.3 Registration 

Registration was required for the program for three purposes: to collect contact information for  

eligibility purposes and for future engagement; to survey registrants about their current transportation 

habits and attitudes; and to customize each participants’ Start-Up Kit. Through a month-long process  

of developing and refining the questions needed for registration, the final set of questions could be 

answered by prospective registrants in less than eight minutes. The finalized registration form was a 

simple, visually attractive, double-sided, letter-size form with a matching version on the web (see 

Appendix G). 

The main draw were the incentives, but the program provided other helpful items such as printed 

resources on all transportation options as well as Optional Activities as part of the customizations 

available for program registrants. 
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Figure 20 – Registration Form Start-Up Kit Customization Section 

After the registration forms were received online or by mail, the team worked together to assemble  

the Start-Up Kits for each eligible participant, including prepared sets of printed resources for each  

mode that was selected and one incentive package of choice. Useful items were offered as incentives  

as a way to help with transportation challenges, or as a motivation and ranged from a pair of high quality 

rechargeable LED bike lights that increased bicycle riding safety, to a pedometer that may motivate a 

participant to walk more often. The free incentives given to participants were well communicated in our 

efforts to launch and build a program audience. Outreach media such as public flyers, bulk mailings, and 

social media posts all emphasized that SmartTrips Ithaca wanted to invest in their transportation, whether 

they’re walking or trying out the TCAT bus system for the first time. Interest indicated in Optional 

Activities was noted and saved for the involved engagement part of the program.  

4.4 Onboarding 

As each registrant signed up, a series of tasks were conducted to finalize registration and assemble their 

personalized Start-Up Kits. Some of the tasks happened automatically, such as emails, but most required 

manual labor. The following list was repeated 79 times, once for each registrant, throughout the 

onboarding period from June to mid-July:  

1. First SmartTrips email sent confirming registration. Registrants under 18, who indicated they will 
move away from Ithaca during the outreach period, and/or lived outside the eligibility area were 
informed they were disqualified from joining. Emails were automatically sent via MailChimp 
after an inspection of registrant information. 

2. SmartTrips staff created an account for the registrant on trip tracking platform (MySmartTrips). 
3. SmartTrips staff put together their personalized Start-Up Kit. Registrants could select as many 

resources as they wanted to receive. To make it easier to assemble the kits, the resources were 
grouped by mode and a preselected set of printed materials were included for each mode. 
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4. Second email sent with MySmartTrips login and Start-Up Kit pick-up or delivery information. 
5. Participants received their Start-Up Kit upon pick-up at Ithaca Carshare’s downtown office or it 

was hand-delivered to their home at a predetermined time. After the Start-Up Kit was given, 
Ithaca Carshare or SmartTrips staff addressed transportation questions and encouraged 
participants to sign the SmartTrips Pledge Card. 

The Start-Up Kits were either picked up at the Ithaca Carshare office, or the participants designated a  

time for staff to hand deliver the Start-Up Kit. The team used the free online service You Can Book Me 

for participants to self-select Start-Up Kit delivery dates that worked for them. Participants were given  

as much choice as possible throughout the entire on-boarding and incentive delivering process. A guiding 

principle of the approach was that each participant is unique, so the goal was for him or her to feel that 

SmartTrips offered a personalized experience. The amount of choices made the onboarding process 

convoluted at times, but it remained manageable given the small size of the pilot program. In a future 

larger iteration of the program, a more standardized onboarding process may be necessary to handle  

larger volumes of participants. 

Upon pick-up or during most deliveries, participants were greeted by an Ithaca Carshare or SmartTrips 

Ithaca staff member and received a SmartTrips Ithaca-branded canvas tote bag containing their selections. 

The bag contained a welcome note that included instructions for using MySmartTrips, the trip tracking 

tool, as well as a pledge card where they put in writing their pledge to take at least two SmartTrips a week 

through the duration of the program. Participants had the opportunity to ask any transportation questions 

or issues that could be addressed by the staff member. To close the conversation, participants were asked 

to sign their pledge cards and, optionally, take a photo with their Start-Up Kits.  

http://www.youcanbook.me/


 

31 

Figure 21 – SmartTrips Participants with their Start-Up Kits 

From left: Helen T., David H., and Myra F. 

There were varying levels of participation among SmartTrips participants, which was to be expected. 

Some participants found the individualized approach really resonated with them and stayed engaged 

throughout the program, particularly in the involved engagement activities. Others remained distant 

throughout the project; they received their Start-Up Kit but did not actively participate. The majority  

fell between those two ends of the spectrum where they engaged in some of the general engagement 

aspects of the program, but did not take full advantage of the program offerings for various reasons.  

4.5 General Engagement 

After onboarding, the SmartTrips staff’s attention shifted to keeping participants engaged through  

the program period. The efforts of the staff were guided by a contractual program goal of engaging 

participants at least seven times throughout over the course of the campaign. This number included  

the initial three times participants were contacted to sign up for the program, leaving staff to engage 

participants at least four additional times. This was primarily achieved through the following general 

engagement activities, defined as those where engagement was more one-sided and informational:  

• Monthly e-newsletters offering a range of content from TCAT service changes to opinion  
pieces on topical transportation issues, along with photos and a local events calendar. 

• Several additional email blasts to advertise optional activities and mid-program questionnaires. 
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• Individual calls to participants who indicated their interest in receiving one-on-one assistance 
with personal transportation issues. 

• Additional mailings during the program to provide the activities calendar and the final survey  
& celebration invite. 

• Text messages to encourage people to complete the final survey and attend the celebration. 
• Several social media posts highlighting different sustainable transportation stories, models, 

ideas, and questions locally and from around the world.  
• Bus advertisements that encouraged participants and the general public to move sustainably. 

While the goal was at least five additional engagements with participants, each participant was contacted 

many more times through general engagement alone. Additionally, open lines of communication meant 

that participants themselves occasionally reached out to the team to address issues regarding 

transportation options or the trip tracking tool. Due to their serendipity, these additional engagements 

were not systematically tracked, but it was a confirmation that participants saw SmartTrips Ithaca as  

their transportation resource in downtown. 

The effectiveness of the engagements was probably limited due to the passive nature of the general 

engagement activities. Email blasts and e-newsletters were opened by 39 to 65 percent of the recipients, 

and nine to 17 percent of recipients clicked on e-newsletter articles to read more. Only two participants 

unsubscribed from the bulk emails. Personal phone calls to the 10 people who requested one-on-one 

assistance sometimes went unanswered, partly due to the mid-day timing of most calls. However, when 

participants answered, they were prompted with three questions to assess and respond to their needs  

as well as check-in about their experience and perception of SmartTrips thus far. Calls lasted between 

three to seven minutes for those who answered, and voicemail messages were left for those who did  

not answer. 

Social media posts had lukewarm engagement as well. Photos posted on our Facebook page reached  

110 users on average, with an average of eight actions on each photo (likes, shares, or comments),  

while Instagram posts had similar levels of exposure and engagement. This is due to the low number  

of Facebook and Instagram users who followed the SmartTrips Ithaca accounts, which limited the 

potential number of exposures. Other social media strategies, such as a Twitter account or a private 

Facebook page for SmartTrips participants, were not effective. 
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Even though engagement levels after onboarding were mediocre, the presence itself in emails, social 

media feeds, and voicemail boxes served as prompts to participants of their pledged commitment and  

the incentives they received at the beginning of the program. Getting participants engaged was not the 

endgame, but only a method to remind and reinforce the concepts introduced earlier in the program. Most 

participants remained tuned-in to the program, even if they were not enthusiastically engaging with it, as 

the majority of participants completed and submitted our final survey at the end (see Appendix K). 

Figure 22 – Anna K., Tompkins County legislator and SmartTrips Participant 

4.6 Involved Engagement 

Whereas general engagement referred to activities more passive in nature, involved engagement covers 

activities that depended on active use of participants. These activities were not required, but were highly 

recommended and promoted. Within the program, participants could be more involved by logging their 

daily trips on the online trip tracking platform, MySmartTrips, or joining a workshop or group activity. 

4.6.1 MySmartTrips Online Trip Tracking Tool 

About 40 percent of SmartTrips participants used their accounts on MySmartTrips, which helped  

users compare the advantages of each mode of transportation and gamify their use. All participants  

were encouraged to log their activity on my.smarttripsithaca.org through weekly email reminders and 

monthly gift card drawings during the outreach period. As the project progressed, participants were 
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further motivated by features within the trip tracking platform itself, such as leaderboards, milestone 

badges, personalized statistics of calories burned and CO2 reduced, and easier-to-use trip planning tools. 

By the end of the project, active MySmartTrips users logged over 1,800 individual trips, a cumulative 

3,546 miles travelled on sustainable modes of transportation, and almost 90,000 calories burned. 

Figure 23 – Screenshot of MySmartTrips Dashboard 

Source: RideAmigos, Corp. 

MySmartTrips was developed by a company called RideAmigos in conjunction with the SmartTrips 

research assistant, who had advanced knowledge of geographic information systems (GIS) and could 

develop a General Transit Feed Specification (GTFS) feed for the local transit system, which currently 

doesn’t provide one. Additional GIS data and a GTFS feed were necessary to make elements of 

MySmartTrips work, such as the trip planning tool that compared the advantages of each mode and 

geolocation data for place names. Staff at RideAmigos were very accommodating to the needs of 

SmartTrips Ithaca and incorporated changes to their platform that were within their scope of work  

very quickly. However, other programs may want to explore the accuracy of the geographic data of  

their region on OpenStreetMap, the availability of a GTFS feed for their transit system, and time 

constraints, as developing the MySmartTrips tool with RideAmigos took more time than anticipated  

and slightly delayed the launch of the SmartTrips Ithaca project. 
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A caveat of the trip tracking tool, as with all technological solutions, is the fact that it may exclude  

people who find using computers difficult. A significant number of calls and emails to the SmartTrips 

team were prompted by challenges related to the use of MySmartTrips, particularly among elderly 

program participants. Some were able to use the online tools after a few instructions, and they found  

that its features were very helpful. Others were unable to overcome these issues and stopped engaging 

with it, although they usually remained active in other aspects of the program. 

4.6.2 Workshops & Group Activities 

Our workshops and group activities were inspired by other SmartTrips programs and relevant local 

happenings to enhance the accessibility and safety of sustainable transportation. The individual activities 

were developed after the program started and were designed to match the interests expressed during 

registration, potential needs of our participants, and resources available among our project partners and 

local community.  

The SmartTrips Ithaca team did not have the workshops and group activities already planned out at the 

time of launch, so offering a specific menu of choices or calendar of activities during the onboarding 

process was not possible. For future iterations of SmartTrips, it is recommended to have a calendar of 

activities already planned so staff can promote them as part of their onboarding conversations and 

participants can plan ahead. Initial interest in these optional activities was significant at the start of the 

program as stated on participants’ registration forms. From the initial survey, a total of 15 participants 

were interested in workshops and 20 participants were interested in group activities. However, only a  

total of five participants attended the workshops and group activities.  

4.6.2.1 Workshops 

Workshops were designed to be educational opportunities where participants would learn a new skill or 

make something that would aid in their transportation. There were two workshops, both geared towards 

people who owned a bike, DIY Bike Baskets and Bike Like a Ninja. Because the pre-program survey as 

well as the SmartTrips program registration indicated that participants had a range of bike riding skills, 

each of these were geared toward a different ability level. One of our goals for offering these workshops 

was to have attendees feel better equipped for their daily trips. The workshops were held on weekend 

afternoons and lasted between two to three hours. 
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DIY Bike Baskets was the program’s most popular workshop. The main purpose was to help transform 

participants’ bikes from simple transportation tools to machines better equipped to fulfill the rider’s 

needs. Adding cargo carrying capacity to a bicycle can help reduce the need of using a car for small to 

medium errands. This workshop was designed as an upcycling project by taking used icing buckets from 

the bakery section in local grocery stores and, with the addition of some hardware, turning them into 

useful and durable bicycle baskets. This particular design was based off a similar workshop organized by 

Liz Denham of Bike Walk Wichita. Permission to use her planning documents and design was obtained 

through email. Four participants registered for this workshop and three attended. For adequate workspace 

with access to tools we utilized Ithaca Generator, a local makerspace. Documents used for the workshop 

are located in Appendix J. 

Figure 24 – Facebook Post for DIY Bike Basket Workshop 
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Bike Like a Ninja, on the other hand, was a workshop intended for participants who felt less comfortable 

riding a bicycle and wanted a riding and traffic safety “101-level” experience. This course was developed 

collaboratively with Victoria Armstrong, director of Bike Walk Ithaca, and Susan Powell, active 

transportation program coordinator for Cornell University. Both are League of American Bicyclists 

(LAB) cycling instructors. This collaboration was beneficial because the LAB has ready-to-go courses 

with syllabi and content already available, and certified instructors are insured by the LAB to cover 

incidents while riding on city streets. One downside was that this coverage required workshop 

participants to be at least 16 years. This prevented two interested participants from enrolling with their 

children. The workshop was cancelled due to low enrollment, but the organization process and the 

unexpected interest from parents served as a learning experience and illuminated an unmet need in the 

community. 

4.6.2.2 Group Activities 

Because group activities were more sought after by participants in their registration forms, it was the  

goal to offer a large number of diverse activities. Two TCAT bus rides to local state parks, two  

walking tours of downtown public art, and one group bicycle ride comprised the selection of choices  

for group activities. The group activities were designed to be social in nature with minimal educational  

or skill-building components. The team wanted to focus on encouraging sustainable transportation 

choices through more personal aspects of health and social engagement. 

Program participants were encouraged to RSVP for the group activities, but there were very few  

replies. Only two group activities were officially cancelled, and a staff member was present for the  

three remaining activities in case any participants showed up. Only one TCAT bus ride to Taughannock 

Falls State Park was actually completed, with two participants present.  

While participation was low in both workshops and group activities, responses received in the final 

survey indicated that many participants were interested, but the times provided were not convenient or 

conflicted with other events during the event-heavy summer season. Future iterations of the program must 

have a calendar of events set before the program start so there is ample time to advertise the activities to 

anyone interested in participating. Adjusting the entire timeframe of the program to start in the fall may 

also help increase activity and workshop attendance. 
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4.6.3 Final Celebration 

Near the end of the program, participants were invited to a final celebration. This event provided staff  

the opportunity to engage both participants and general members of the community, give a summary  

of participants’ achievements, share lessons learned, and offer tips for continuing taking smart trips. 

Participants were asked to complete and submit their final surveys. More than 15 people attended,  

the majority being SmartTrips participants who were congratulated on taking smarter trips for both 

positive reinforcement and to encourage others in the audience to consider following their footsteps.  

Figure 25 – SmartTrips Participants and Friends at the Final Celebration 
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5 Outcomes 

5.1 Project Goals 

Evaluation for the SmartTrips Ithaca project consisted primarily of a before-and-after comparison of 

survey results collected from program participants. This included the required survey that was part of 

their registration and an optional survey at the end of the program. Survey questions were geared  

toward measuring goals stated in the grant proposal: 

• Engage eight percent of target audience to participate ⚠  
• Engage each member of the target audience three times, participants seven times ✔ 
• Increase awareness and use of environmentally friendly modes ✔ 
• Reduce drive-alone trips ✔ 
• Reduce vehicle miles traveled ✔ 
• Demonstrate a shift in primary commute and neighborhood mode choice ⚠ 

A total of 79 participants signed up to participate in the program, and 44 answered both the start and  

end survey questions. The profile of the smaller group (age, occupation, residence location, and car 

ownership) is reflective of the whole, with a few key differences. Results from both the before and  

after surveys in this section were computed solely from the responses of the smaller group to remain 

consistent when comparing responses. 

5.2 Engagement 

Out of 79 participants, 37 were from the target area. A total of 720 individual households were contacted 

for the project through regular mail. The overall participation rate from the target area was 5.1 percent. 

Therefore, Goal 1 was not met. However, it was expected that a significant number of households would 

be vacant during the engagement period, which was during the summer months when a majority of 

students are not residing in Ithaca. We are unable to calculate the number of households that were 

unoccupied during the summer, but if a conservative 30 percent vacancy rate were applied to the 

households contacted (our November survey found 40 percent of downtown residents are students),  

the participating rate would be projected to rise up to 7.3 percent. 

As previously stated in the Registration sub-section, all 720 households were contacted by mail three 

times with a teaser postcard, a registration form, and a reminder postcard during the period mid-May to 

early June. This was in addition to news articles, mailing lists, and posters that target area residents may  
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have seen. Program participants were contacted at least four times, but often more during the course of 

SmartTrips Ithaca, adding up to over seven engagement points throughout the campaign, completing  

the second goal related to engagement. 

5.3 Awareness & Utility 

Perceptions of the program from participants were captured in the final survey, where respondents  

ranked from 1 to 5 (strongly disagree to strongly agree) their agreement to the following statements: 

• "SmartTrips Ithaca has increased my awareness of the transportation options available to me." 

o Score: 3.8/5 (mild agreement) 

• "SmartTrips Ithaca has made it easier for me to move in a more sustainable way." 

o Score: 3.5/5 (mild agreement) 

• "SmartTrips Ithaca has motivated me to try out a new way to move around." 

o Score: 3.6/5 (mild agreement) 

While all three statements only had mild agreement among respondents, the more positive bias for the 

first statement over the others suggests that SmartTrips did have an impact on participant’s awareness,  

but not enough to profoundly affect the way that they move around. Similar findings are also echoed by 

the results of before-and-after questions in the survey that refer to short-term objectives of the SmartTrips 

program. Score changes are stronger on prompts that are most affected by access to information (TCAT 

and Ithaca Carshare) and weaker on prompts that are affected by factors beyond what SmartTrips Ithaca 

was able to offer.  

• “I have considered using Ithaca Carshare.” 

o Final Score: 3.4/5 (.31-point increase) 

•  “I can easily access information on routes and schedules for TCAT buses.” 

o Final Score: 4.0/5 (.17-point increase)1 

• “I feel confident riding a bicycle in and around downtown streets.” 

o Final Score: 3.1/5 (.05-point increase) 

• “I need to own a personal car to take all the trips I need in Ithaca.” 
o Final Score: 2.4/5 (.05-point decrease)1 

                                                

1  Outlier responses (4-point change) were removed from these two answers to calculate this final score  
and point increase/decrease. The outlier responses can still be seen within Figure 23. 
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Figure 26 – Score Changes by Program Impact Questions 

When asked about which specific aspects did they find most helpful, SmartTrips participants chose their 

Start-Up Kit most often (87 percent, see Figure 27), followed by email reminders (45 percent) and their 

SmartTrips pledge (32 percent). These three aspects were heavily used as part of the onboarding process 

of the program, which highlights how important that first point of contact is to the overall strategy. Future 

iterations of the SmartTrips program may want to consider improving the onboarding process for a 

greater impact. 
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Figure 27 – Program Elements by Number of Participants That Found Them Helpful 

When prompted with the open-ended question “What would you tell a friend or neighbor about 

SmartTrips Ithaca?” participants often commented on the information, incentives, and encouraging 

messaging provided through the program: 

• “I’d tell them it’s a cool way to get motivated to bike/walk more.” 
• “Awesome staff, great workshops & incentives.” 
• “It’s a great way to gain knowledge and explore all the transportation options Ithaca has.” 
• “That if they’re considering using forms of transportation other than their car, SmartTrips  

can help!” 
• “I think it is a great way to get supplies I needed for my bike…” 
• “It’s great! Lots of motivating free stuff & information!” 
• “It’s a great way to find out about alternative transportation modes, especially for people  

who are new to town.” 
• “It is a great way to be introduced to living in Ithaca.” 
• “That it supports sustainability and encourages eco-friendly travel.” 

5.4 Mode Shift 

Mode shift was captured through a comparison of simplified weeklong trip diaries in the initial 

registration form and the final survey. To make the surveys simpler, participants were asked how many 

days in the previous seven days (counted from the time they filled out each survey) they used five specific 

travel modes. As compared to a standard trip diary, this method does not count individual trips made, but 

it gives enough information to understand average weekly travel patterns for the group as a whole. 
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Table 3 – Average Number of Days per Week of Use of Each Mode 

MODE BEFORE AFTER CHANGE % CHANGEa 
WALK 5.09 4.98 -0.11 -4% 
BIKE 1.39 1.73 0.34 22% 
TCAT 2.16 2.02 -0.14 -8% 

CARPOOL 1.07 1.68 0.61 54% 
SOV 1.95 1.52 -0.43 -24% 
a  Percentage changes have been adjusted to account for the increased frequency of all modes combined in the “after” 

survey. 

Participants who answered both the initial and final surveys reported driving less often during the week, 

and biking and carpooling more often after the program. Negligible changes were noticed in walking and 

TCAT bus use, but both remain more frequently used than all the other modes.  

Using averages from a tabulation for Tompkins County of the 2009 National Household Travel Survey, 

estimates of the reduction in SOV trips and vehicle-miles traveled can be computed from the information 

provided by participants. Because the averages are for the countywide population including rural areas, a 

more conservative estimate of vehicle trips and VMT per day was computed from disaggregated data that 

matches the demographic profile of downtown Ithaca (see Appendix E for details). Assuming that mode 

shift results are applicable to all 79 participants, it is estimated that the SmartTrips program reduced a 

cumulative 791 SOV trips through the 10-week public outreach period, a reduction of 3,058 VMT. 

Table 4 – Calculation of Estimated Program Impacts 

AVERAGE VEHICLE USE 2.33 TRIPS/DAYA 
CHANGE IN SOV USE × -0.43 days/weekb  

-1.00 trips/week 
PROGRAM LENGTH × 10 weeks  

-10.02 trips per participant 
PARTICIPANTS × 79 participants 

CHANGE IN SOV TRIPS -791.85 trips 
AVERAGE TRIP LENGTH × 3.86 VMT/tripa 

CHANGE IN VMT -3058.19 VMT  
( -38.71 VMT/participant) 

a  See Appendix E for the calculation of these averages. 
b  See Table 3 

An insight into which trips were shifted away from SOV use can be found in the comparison of primary 

and secondary modes to work or school and to the grocery store. Most of the mode shift occurred in 

participants’ grocery store trip, the neighborhood trip that was singled out by SmartTrips Ithaca for  
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most opportunity for improvement. Within the eight respondents that reported a positive primary mode 

shift to the grocery store, half switched from SOV to carpooling while the other half switched from  

SOV to biking. Both correlate to the self-reported changes in weekly mode usage. 

Table 5 – Respondents Who Indicated Shift in Commute & Neighborhood Travel Modes 
 

WORK/SCHOOL GROCERY STORE 
POSITIVE PRIMARY MODE SHIFT 0 8 

POSITIVE SECONDARY MODE SHIFT 1 5 
TOTAL POSITIVE MODE SHIFTS 1 (2%) 13 (30%) 

While the mode shifts from SOV to carpooling and biking are notable and SmartTrips may have had an 

impact on them, without a control sample for the analyses, we cannot confirm the extent of the impact. 

The shift may have also been influenced by the change in weather from May to August or new biking 

infrastructure being installed nearby. There is also evidence of selection bias among the respondents of 

the final survey. Respondents who completed the final survey were similar in age, occupation, and car 

ownership to the entire pool of participants, but final survey respondents were 33 percent more likely to 

own a bicycle. Bicycle ownership allows people to switch to a bicycle for their neighborhood trips more 

easily, and they may be more receptive to messages about sustainable transportation. Nevertheless, the 

above survey results are all computed from the same sample of respondents for both pre-program and 

post-program figures, so the changes in mode are not attributed to different compositions of people in 

each sample (i.e., the same group of people were biking less often before the program than at the end  

of the program).  
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6 Recommendations 
Future SmartTrips Ithaca teams should follow the recommendations to increase the impact of their 

program on participants and the general public, as well as to fully account for their impact. The 

recommendations are suggested in several sections of the report, but they are being repeated here  

for your convenience. 

6.1 Timeline and Staffing 

The program should be implemented right after the usual move-in time to attract the largest number of 

participants. The move-in times in Ithaca are based on the academic year, and therefore the next iteration 

of SmartTrips Ithaca should occur from late August to October. Otherwise, SmartTrips Ithaca – or similar 

programs – should be implemented upon the launch of new transportation infrastructure to increase the 

adoption of said infrastructure (see Overall Approach). 

Workshops and group rides should be planned and scheduled before program launch. By having them 

ready at launch, the activities could be proposed as solutions to transportation challenges participants 

mention during regular conversation, especially during the first meeting when the Start-Up Kits are  

being delivered. The fall season timing of a future program may also help increase participation in 

workshops and group rides as they will avoid competition from summer events. Alternatively,  

SmartTrips should promote relevant workshops and events already happening in the community  

and connect participants to them. 

SmartTrips teams starting in new regions should allocate more time and staff to plan their first or pilot 

program. Full staffing is needed from the start of the project to plan, develop, and implement the project 

together, given that the majority of the first year will be spent creating new materials and programming 

plans to use year after year in addition to implementation during the outreach period. For the second year 

and beyond, outreach staff may only be needed to implement pre-existing plans with minor modifications 

during the outreach period.  
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6.2 Location 

While it may be helpful to redo SmartTrips Ithaca in downtown during the fall, moving the target area to 

a well-defined neighborhood more dependent on SOVs may be more effective. This is because downtown 

residents already have relatively low levels of car ownership and commute sustainably for a majority of 

their trips. This new target area, however, must have access to multiple transportation options to 

accommodate the mode shift that the program is asking participants to do. 

6.3 Implementation 

Simplifying the registration and onboarding process is highly recommended if the program will be 

expanded to a wider population. While some participants may have enjoyed the amount of choice they 

had while tailoring the program, for each additional step some participants fell through the cracks and  

had to be personally contacted several times, using up significant staff time. Start-Up Kit pick-ups took 

too long because participants sometimes forgot about them. Future teams should stick to only doing 

deliveries of start-up kits and do them when people are most likely to be at home. While originally 

thought of as problematic due their restricted access, multi-unit residences were not as much of a  

concern in this case as the Start-Up Kit were solicited by residents who provided their name, apartment 

number, and phone number. Having this information on hand made it easy to contact participants through 

apartment intercoms or by phone to meet staff at the apartment entrance to receive their Start-Up Kits. 

6.4 Evaluation 

In future SmartTrips projects, it is recommended to add a control population to truly determine the  

impact of the SmartTrips program. To have a controlled population, some people within the same  

target area must be excluded from direct engagement with the program, which will reduce the number  

of potential participants. Therefore, a control should be used only when the SmartTrips program is 

expanded so that both the control and the participant pools are big enough for their survey responses  

to be statistically significant. If resources allow it, an additional survey should be sent out to  

participants one year after the start of the program to see if the impact of SmartTrips is still  

relevant after the program’s end. 
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6.5 Overall Approach 

If the program were implemented again in downtown Ithaca, an increased focus in addressing the barriers 

specific to two segments of the population – potential bike riders and potential TCAT riders – may  

enable more people to make a shift. For potential bike riders, providing safe bicycling routes to and  

from common destinations, such as the grocery stores just over one mile away from downtown Ithaca, 

and providing an easy way for people to access bicycles for the occasional errand may be more effective 

than encouragement alone. For potential TCAT riders, giving out 15-trip passes instead of monthly  

passes may be more helpful as typical downtown residents do not need to use TCAT every day. The full 

implementation of an official GTFS feed with real-time updates on buses would alleviate the lack of clear 

information that interested TCAT riders face. Major simplification of TCAT routes and more frequent 

buses to shopping destinations could make taking public transit less burdensome and more feasible for 

spontaneous trips. SmartTrips should be part of an overall transportation demand management strategy 

both implemented and monitored by local government, so that a SmartTrips campaign can work in sync 

with the aforementioned suggested changes.  

If parking pressures in the downtown area are a major motivator for TDM programming, a pivot towards 

targeting commute trips into the business district may reduce parking demand. A commuter-focused  

TDM program would work with employers to provide incentives and workplace arrangements that will 

encourage a person to take alternative forms of transportation for their home-to-work trip. There is more 

of a precedent for employer-based TDM programs – especially in larger cities – and such a program may 

be relevant in the near future given upcoming office and commercial developments in downtown Ithaca.
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Appendix A: Independent Contractor Agreement 



cINDEPENDENT CONTRACTOR AGREEMENT 

 

Ithaca Carshare (hereby referred to as Carshare) agrees to contract the Cornell Cooperative 

Extension Association of Tompkins County (hereby referred to as CCETC), to perform the 

following work or service: 

 

DESCRIPTION OF WORK OR SERVICE:  The Way2Go program of CCETC will work with 

Carshare on “Targeting Individuals to Encourage Low-Carbon Travel Choices” to perform the 

tasks described in Attachment A Scope of Work.  

 

1. CCETC agrees to provide the work or services to Carshare for the cost herein stated. 

 

2. The total fee will be 87,366 dollars to be paid no more frequently than monthly after the 

completion of deliverables and submission of required reports.  

 

3. CCETC will meet with Carshare personnel in order to obtain the information necessary 

for carrying out this contract. 

 

4. It should be understood that it is the intent of Carshare to secure CCETC’s services 

because of the organization’s ability and reputation, and CCETC shall, therefore, not assign the 

work to be performed hereunder to any other party without Carshare’s prior written consent. 

 

5. CCETC shall obtain the approval of Carshare for the general scope and nature of the 

services performed hereunder.  If the work or service is instructional in nature, CCETC shall, 

however, remain solely responsible for the establishment and development of actual project 

content, manner of delivery, and all similar elements of the services provided. 

 

6. CCETC shall comply with all laws, rules, orders, regulations, and requirements of 

federal, state, and municipal governments applicable thereto. 

 

7. The relationship of the parties arising out of this agreement shall be that of a 

contractor.  CCETC staff shall not, as the result of this agreement, be considered employees of 

Carshare, nor shall CCETC or its staff represent that such employee relationship exists, arising 

out of this contract. 

 

8. CCETC staff shall not be eligible to participate in the Carshare fringe benefit program. 

 

9. Carshare shall not be required to provide CCETC with staff, materials, supplies, office 

space, secretarial support or equipment.  

 

10. CCETC is not covered by any insurance from Carshare. 

 

11. Any claims, disputes or disagreement over the terms of this agreement shall be subject to 

binding arbitration venued in the County of Tompkins and governed by the rules of the 

American Arbitration Association or the New York Supreme Court of the same county. 



12. Carshare reserves the right at any time during the performance of this agreement to omit 

any portion of the work as may be deemed reasonably necessary without constituting grounds for 

any claim for allowance for damages. If such change or alteration results in a reduction of the 

work covered by the agreement, a proportionate deduction shall be made from the consideration 

herein. 

 

12. This contract may be modified and amended by a written, dated agreement signed by 

authorized agents of Carshare and CCETC. 

 

 

_________________________________________________  __________________ 

Executive Director, Ithaca Carshare       Date 

 

_________________________________________________  __________________ 

Executive Director, Cornell Cooperative Extension Association of Tompkins County  Date 

 

Address of CCETC: 615 Willow Avenue, Ithaca, NY 14850 

 
Federal Tax ID of CCETC 
_________________________________________________ 

 

_________________________________________________ 



Attachment A: Scope of Work  
 

In this project, Cornell Cooperative Extension of Tompkins County (CCETC) will launch a 

comprehensive strategy that includes highly targeted outreach to residents in downtown Ithaca to 

encourage and incentivize them to use sustainable transportation options, including transit, 

walking, biking, carpooling, carsharing and combining trips. This model has been used in several 

other cities across the US, including Salt Lake City (UT), Eugene (OR), Boulder (CO) and is 

recognized as a Landmark case study by Tools of Change. 

 

This project will involve individualized and personal contact with carefully selected market 

segments in the downtown area. In particular, education and incentives will target residents who 

have recently moved into the downtown Ithaca area. Research by Bamberg, Rolle and Weber 

(2003) shows that individualized marketing interventions yield greater shifts in sustainable 

transportation choices when consumers are in a “new decision context” (such as immediately 

after relocation). 

 

This scope of work is a subcontract with Ithaca Carshare for a project funded by NYSERDA 

titled “Targeting Individuals to Encourage Low-Carbon Travel Choices”. The project is a 

partnership between Ithaca Carshare, the Downtown Ithaca Alliance (the downtown business 

improvement district), and CCETC. A Program Development Guidance Team will review 

progress and provide guidance throughout the project. The Team will consist of NYSERDA 

Project Managers, Downtown Ithaca Alliance (DIA) staff, the Program Manager of the Way2Go 

Transportation Education Program of Cornell Cooperative Extension of Tompkins County, and 

Tompkins Consolidated Area Transit staff (as available). 

 

Progress and Other Reports 
CCETC will provide monthly Progress Reports electronically to Ithaca Carshare that cover the 

progress of the project during the reporting period, any identification of problems & planned 

solutions, schedule (as compared with projected schedule), costs (analysis of actual cost incurred 

in relation to budget and progress to date, and ability to complete project within contract budget), 

and other impacts of the work completed, where appropriate. CCETC will also collaborate with 

Ithaca Carshare staff to compile progress reports into formats suitable for presentation to various 

stakeholders, including NYSERDA. Much if not all of the content of the reports will be a recap 

of the ongoing collaborative work between CCETC and Ithaca Carshare. 

Project Meetings 

CCETC will support Ithaca Carshare in holding meetings with NYSERDA and other 

stakeholders at milestone times for the year-long project, with tasks allocated as agreed between 

CCETC and Ithaca Carshare staff. 

Project Staffing 

Ithaca Carshare’s Executive Director and Project Director of “Targeting Individuals to 

Encourage Low-Carbon Travel Choices” will be CCETC’s primary contact at Ithaca Carshare. 

CCETC staff (Way2Go Program Manager) is responsible for ensuring that the work of the 

Transportation Demand Manager, Research Assistant, and Direct Outreach Staff is completed in 

a manner satisfactory to Ithaca Carshare. 



CCETC shall provide staffing to fill the roles of the Transportation Demand Manager, a 

Research Assistant, and two Direct Outreach staff as detailed below.  

Transportation Demand Manager.  This individual shall work approximately 40 hours per 

week for the length of the project to implement various aspects of the project, particularly 

development, implementation and evaluation of the SmartTrips-style 

outreach.  Responsibilities shall include promoting the project to downtown residents and 

commuters, through various public outreach efforts, such as: 

 Facilitating and attending meetings with downtown residents and commuters. 

 Communicating with commuters through existing channels, including employer 

channels. 

 Creating incentives for participating in programs. 

 Working with the advisory team of local marketing professionals to develop a set of 

messages, and 

 Maintaining local media relationships. 

 Coordinating direct outreach staff during their two campaign periods. 

 Processing survey data and feedback from outreach efforts 

 Facilitating follow-up meetings with neighborhood stakeholders. 

 Assembling survey data and feedback into recommendations for future transportation 

services and incentive programs. 

 Working with local and regional transportation providers and education programs 

 Implementing behavior change incentive programs, and administering them where 

appropriate. 

Research Assistant.  This individual shall work approximately 25 hours per week for the 

length of the project to assist in developing survey instruments to be included where possible 

in outreach efforts, analyzing results for continuous improvement of the program and 

recommendations for future transportation services and incentive programs, as well as 

enumerating impacts of this program. The Research Assistant shall also assist in producing 

public reports to support replication of this approach in other New York State communities 

and for other goals, as well as supporting the work of the Transportation Demand Manager as 

appropriate and necessary. 

Direct Outreach Staff.  These two individuals shall each work approximately 20 hrs per week 

for six months and be responsible for much of the direct outreach delivery. Activities shall 

include making contact with community members via methods such as door-to-door, in-

person, event presences, telephone, online, etc., as well as supporting direct mail campaigns. 

The Transportation Demand Manager shall supervise and guide their work on a day-to-day 

basis, as well as performing some of these tasks during non-campaign periods when these 

staff members are not available. 

Project Implementation 

CCETC shall oversee the following project tasks: 

Outreach Campaign Development 



 The Transportation Demand Manager will select start dates for two rounds of outreach 

campaigns that coordinate with seasonal population fluctuations in Ithaca. 

 The Transportation Demand Manager will develop two campaigns that utilize market 

segmentation and use an individualized, multiple contacts, opt-in approach that is 

modeled after Portland (OR) SmartTrips incorporating the input of the Downtown Ithaca 

Alliance’s Marketing Advisory Team.  

 The Transportation Demand Manager will identify specific market segments. Market 

segments shall be chosen to represent individuals with characteristics that indicate that 

travel behavior change is most likely. 

 The Transportation Demand Manager will develop a package of web and print marketing 

materials that package existing transportation services for the previously identified 

market segments of the downtown community incorporating the input of the Marketing 

Advisory Team. 

 The Transportation Demand Manager will provide evaluation data from the outreach 

campaigns to guide the Program Development Guidance Team in the establishment of 

new services, incentive packages or modifications to existing services to maximize 

behavior change in the target markets and other segments of the downtown community. 

The Research Assistant will assist the Transportation Demand Manager for these tasks as 

appropriate. 

Deliverables in this area include: Target market identified (attributes and estimated size), 

outreach campaign plans and materials in place, written interim report outlining the creation of 

needed new incentives and service modifications or additions.  

 

Outreach Implementation 

 The Transportation Demand Manager and Direct Outreach Staff will launch the 

campaigns publically with a concentrated press and social media launch to inform the 

general public of the campaign.  

 The Direct Outreach Staff, supported by the Transportation Demand Manager, will 

contact market segments multiple times with information about green and active 

transportation modes using multiple methods (direct mail, flyers in the area, telephone 

call, direct in-person contact, web and social media presence, etc.). 

 The Direct Outreach Staff will make follow-up contacts with residents/commuters who 

express interest in further support for behavior shifts. 

 The Transportation Demand Manager will sustain a community presence through online, 

in-person, and phone correspondence with community members, an office presence, and 

by participating in outreach opportunities as time allows. 

Deliverables in this area include: Number of target market contacts made, and records of three 

contacts made with each member of the target audience, active engagement of eight percent of 

target audience as participants (could include website traffic, participation in project-related 

events, or audience members contacting project staff) and contact with each participant at least 

seven times. 

 

Analysis of Results and Development of Recommendations  



 The Transportation Demand Manager and Research Assistant, supported as needed by the 

Program Development Guidance Team, will develop survey instruments that will 

measure progress towards six stated project objectives:  

1. Reduce vehicle miles traveled (VMT), 

2. Reduce drive-alone trips, 

3. Increase awareness and use of environmentally friendly modes, 

4. Engage eight percent of the target audience to actively participate in the campaigns 

through visiting the website, attending project-related events, or contacting project 

staff, 

5. Demonstrate a shift in primary commute and neighborhood mode choice, and 

6. Contact each member of the target audience three times and participants seven times. 

 

 The Research Assistant will implement the survey tool to measure changes in behavior 

and progress towards project objectives (as listed above). 

 The Research Assistant and the Transportation Demand Manager shall compile, analyze 

and synthesize survey results for each campaign and make recommendations for future 

targeted marketing, service modifications, and new services that will support future 

behavior change impacts. 

 The Transportation Demand Manager will share the results of the analysis and evaluation 

with local providers, planners and decision makers. This subtask also includes sharing 

results, best practices and lessons learned with other communities in Upstate New York 

via at least one webinar. 

Deliverables in this area include: Outreach/survey results included in progress reports including 

number of individuals reached, nature, type and duration of contacts, and new/modified service 

recommendations, and best practices for delivering a successful outreach campaign based on the 

targeted, individualized model. 
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Appendix B: Ithaca SmartTrips Implementation Guide 



Ithaca SmartTrips Implementation Guide 

Changelog (07/07/2015) 
 Timeline > General SmartTrips Schedule: two added timelines are shorter (12 month or less), but 

come with the caveat of having to do the trip diaries right before and after the engagement 

period. 

 Identifying New Movers > New Movers Mailing List: contacted Fernando, who said the county 

does not have data; contacted several mailing list companies for price and data comparisons (list 

incomplete) 

 Trip Tracker > Options: created comparison chart of different services that provide trackers; let 

me know if/when they should be contacted 

 Additional Resources: included links to implementation guides provided by other SmartTrip 

projects 

For Your Consideration 
It is worth noting that most SmartTrip programs that were examined for this guide targeted all residents 

within specific neighborhoods, including Portland. “Welcome SmartTrips” is a subset of Portland’s 

general SmartTrips program that targets new residents, and it started in 2011. Since it seems that the 

procedures for the targeted and general SmartTrips programs are administered similarly, other than the 

targets, information from both types is included in the following guide. 

The guide is organized step-by-step from program start to finish. Participation rates for each step, a 

timeline, and funding information are included at the end. 

Pilot Phases 
Portland piloted its first CBSM TDM program in 2003 under the name TravelSmart. It was not targeted at 

new residents; instead it targeted 600 households in a neighborhood in Portland. A report could not be 

found from that year. “Pilots” conducted in Kelowna and for Welcome SmartTrips in Portland were 

much larger. 

Additional Notes 

 Portland: 2012 Welcome SmartTrips pilot targeted 5400 households 
o Three areas targeted with less than ideal transportation conditions 

 Portland: 2003 TravelSmart pilot targeted 600 households (1200 people) 
o Pilot conducted in Multnomah/Hillsdale neighborhood outside of downtown Portland 

 Dense residential neighborhood with single-family homes and commercial strip 
 Somewhat walkable urban-edge neighborhood 
 Relatively flat neighborhood with some bike lanes 
 Somewhat inadequate, bus-only transit access 

o Used individualized marketing firm Socialdata to implement 2003 pilot and 2004 full 
program 
 No more information could be found about the pilot 
 Possible contact person: Derek Hofbauer at Alta P+D (read interview, Gary Cremeens 

knows him) 

https://www.walkscore.com/OR/Portland/Multnomah
http://www.theurbanvision.com/blogs/?p=820


o Expanded and renamed SmartTrips in 2005, all in-house 
 Changes made included: 

 Reducing cost through less intensive surveying 
 Adding hands-on experiential activities such as bike rides and neighborhood 

walks 
 Extending contact period to 8 months (March to November) 

 "Welcome SmartTrips" targeting new residents implemented later 
 Kelowna: 2012 SmartTrips pilot targeted 1497 households (3554 people) 

o Pilot conducted in Pandosy neighborhood close to downtown Kelowna 
 Dense residential neighborhood with single-family homes and commercial core 
 Very walkable urban neighborhood 
 Relatively flat neighborhood with many bike lanes 
 Inadequate bus-only transit access (but relatively high for Kelowna transit) 

o Implemented in-house with assistance from outside contractors for engagement and 
sponsorships 

o Program restarted in 2013 in suburban neighborhood; no more programs since 
 Program targeted all residents, not new movers 

 St. Paul: Program went big from the start with 7100 households targeted 
 

Identifying New Movers 
Given that the focus area of the program contains mainly apartment buildings, cooperation with 

property managers is crucial for the initial contact, administration, and success of the project. There are 

other methods available that can be used. 

Property Managers 
o Train property managers to add SmartTrip to check-in/key pickup procedure 

 Probably best method in Ithaca if they agree to help 

o Target all mailboxes in specific apartment buildings right after move-in period 

 Need access to all mailboxes, or pay postage 

Other "Registration" Points 
o Make SmartTrip materials part of "orientation packages" for new residents 

 Second best method in Ithaca 

 Targets groups of people rather than locations 

 Potential locations: employers, universities, library, DMV, City Hall 

New Movers Mailing List 
o Portland bought mailing list from provider of data services targeted to munis (Infogroup.com) 

 Providers collect addresses from deed transfers, utility companies, Imagitas (USPS)… 

 Ask county/cities to see if they already purchase the service 

o Searches online from business-targeted services have priced the list from $25 to $100 

 Query: Ithaca, NY or 2 mi radius from 107 E State St, movers since 1 Jan 2015 

 Almost instantaneous response after you pay 

 There's services which will also print and mail postcards for you ($50 + 79c/card) 

o Caveats 

 Renters should, but generally don't, submit a move on USPS 

https://www.walkscore.com/score/2525-pandosy-st-kelowna-bc-canada


 Should wait a month or more after move-in peak to buy updated list 

 Fernando Dearagon says the county does not have access to such data 

Options 
Company Melissa Data Experian Infogroup Directmail 

Price (N/A) $100 min.   

Leads 200 50-70/month   

Sources Landline connections Proprietary   

Contact Allon Bieberman 
allon@melissadata.com 

small.business@ 
experian.com 

  

Rating     

 

Every Door Direct Mail 
o Generally used by businesses to target all residents on specific delivery routes 

 Very inexpensive method to distribute mass mail 
 Send SmartTrip mailing right after move-in peak 
 Commons + E State St before Stewart Ave: $117 for 639 addresses  

 $0.18/address, cheaper than stamps! 
o Caveats 

 Targets everyone in specific mailing route 
 Mailing routes don't necessarily coincide with perceived "neighborhoods" 

Data Collection 
Two types of data should be collected to measure progress: trip diaries and program feedback. 

Information below explains in detail what each type entails and the best methods to collect such data. It 

is then followed by examples of what previous SmartTrip programs did individually. 

Trip Diary Surveys 

Description 
o Asks for destinations and modes of travel for trips taken on previous day, demographic data 

 "Where did you go after you left home? What did you use to get there?" 

 "Where did you go after that? What did you use to get there?" (then repeat) 

 SmartTrips projects also add questions about primary modes and perceptions of modes 

o Most reliable method for measuring VMT and mode split 

o Time-consuming, slightly boring, depends on ability for people to recall their trips 

o Encourage survey completion with prize raffles 

 Portland: $50 supermarket gift card 

 St Paul: $50 local bike shop or shoe store gift card 

o Possible people to contact for survey design help: Fernando Dearagon 

 Previous Portland SmartTrips Welcome Survey (link) 

 Previous St. Paul Smart Trips Phone Survey (link, pg 49) 

 National Household Travel Survey User Guide (link) 

 2009 NHTS Tompkins MPO Results, includes county VMT figures (link) 

 

Methods 
o Mailed surveys with online option (preferred) 

http://www.toolsofchange.com/userfiles/Appendix%20For%20SmartTrips%20Welcome%20Evaluation%20Report%20Updated%202012.pdf
http://www.smart-trips.org/wp-content/uploads/2014/03/Highland_Final_Report.pdf
http://nhts.ornl.gov/2009/pub/UsersGuideV2.pdf
http://www.tompkinscountyny.gov/files/itctc/statistics/NHTS/2009NHTS_Ithaca.pdf


 Better targeting, least costly (especially with a high online response rate) 

 Potential online platforms: Google Forms, Qualtrics, SurveyMonkey 

 Needs survey expert to craft questions 

 Manual data entry could be a hassle 

 Needs incentive (raffle) and prepaid return postage 

o Phone surveys (not recommended) 

 Time intensive, skews towards older people as only landlines can be reached 

Program Development and Evaluation 

Description 
Information may need to be targeted to the specific use cases of the target population (ex. Seniors, 

mothers with young children, Cornell employees, etc.). Feedback specifically concerning the program 

should also be obtained from registered participants after the conclusion of the program but before the 

second trip diary survey. 

Methods 

Focus Groups 

o Useful to extract information specific to focus area or to specific population for materials 

development 

 St. Paul focus groups targeted transportation challenges of "mothers with young 

children," "senior home residents," etc. 

o Also useful for post-completion program development 

o Incentives must be high enough for regular participants to take time for focus group 

 Kelowna's focus group only attended by bike enthusiasts 

 St Paul provided $50 cash to all participants 

Surveying 

o Asks participants for opinions on program for further development 

 Add to online platform for convenience  

 St Paul online survey (link, pg 26) 

o Results could be skewed due to self-selection, but no better alternative 

 Online survey: least costly, possible selection bias 
 Phone calls: select participants to ensure variety, time consuming (but less so due to 

smaller pool) 
 Mailed along with "after" trip diary, if necessary 

Less Effective Methods 

o Screenline counts 

 Count pedestrians and bicyclists at key pathways over short periods of time 

 Great for determining current levels of bike/ped activity at fine scale 

 Could be unreliable due to small impact pilot will have 

 National Bicycle and Pedestrian Documentation Project (link) 

o Bus ridership counts 

 TCAT stop-by-stop boarding counts to see demand changes 

 Could be unreliable due to small impact pilot will have 

https://www.google.com/forms/about/
http://www.it.cornell.edu/services/surveys/
https://www.surveymonkey.com/
http://www.smart-trips.org/wp-content/uploads/2015/02/UP_Final-Report_110311.pdf
http://bikepeddocumentation.org/


Program Examples 

Portland 
o Before and after trip diary survey with target (5400 HH) and control (1352 HH) group 

 Survey asks for the destination and mode of yesterday's last four trips 

 Also asks for perceived challenges, opinions about each mode, and demographic 

data 

 GHG emissions and mode shifts extrapolated from the survey data with city-wide 

averages 

 Survey participation incentivized with raffle 

o Contact tracking done with Microsoft Access database and ArcGIS 

 Encouraged online order form to avoid manual data entry 

  

Kelowna 
o Before and after survey with general questions of mode use 

 Survey asks for mode use over the week, perceived challenges, opinions 

 Opinion: questions were not very effective 

 No control group as whole neighborhood was targeted 

 Organizers lamented in report for the need of a control group 

o Online trip tracking tool used mainly for engagement (with high satisfaction) 

 No results in terms of mode shift and GHGs presented in report 

 Possibly because there's no "before" to compare; self-selecting group 

o Tried to use municipal bike/ped counts and bus boardings, but too much noise 

  

St. Paul 
o Before and after trip diary phone surveys with target and control group 

 Survey asks for the destination and mode of all of yesterday's trips 

 Mode shift measured by comparing phone survey data 

 Phone surveys skewed heavily towards older population 

o Online survey only to participants to measure program effect and satisfaction 

o Tried to do screenline bike/ped counts but results inconclusive 

Data Management 
A Microsoft Access database should be used to track data coming from multiple sources but linked to 

each participant. Access allows easy data manipulation, quick making of graphs and query results, and 

integration with ArcGIS. 

Registration/Order Forms 
The order form is where the program is introduced in full and will “make or break” the program. 

Guaranteed gifts are a good way to incentivize participation in the program. Generally, the forms are 

sent three weeks before activities start over fair-weather months, but this may be changed given 

Ithaca’s move-in pattern. Residents can submit the form until a month or two before the program ends, 

and reminder postcards before and after the form has been sent entice residents to look for the form 

before it arrives or in their junk mail pile. 



Order Form Contents 
 Potential information to request, separated by modes 

 Choose your own gift (map headband, fluorescent velcro strap, pedometer, umbrella) 

 Personal contact info and some demographic data 

 Pledge to change X number of trips to bike/walk/transit/etc 

Order Form Delivery Methods 
o Collaborate with property owners (experimental) 

 Make SmartTrips part of apartment check-in/key pick-up 

 Should prepare property managers to be representatives of program 

o Mailed forms with online option 

 Really encourage online option to reduce data entry, seamless registration 

 Get hold of email and cellphone number for future contact 

Package Delivery 
This will be the trickiest part given the pilot’s target area. The usual method employed by many 

SmartTrips programs, a bike-riding transportation expert, does not work as well for apartment buildings. 

Portland’s SmartTrips program has tried to address this by collaborating with property owners and 

setting up in common areas. Additional strategies are also included below. 

Collaborate with Property Owners 
o Get apartment access (common room) or individual mailbox access 

o General mailbox access will not work as the orders differ from apt to apt 

o Door-to-door delivery inside apartment will be considered odd 

Tabling 
o Set up information booth near apartments for face-to-face interaction 

 Outside on the commons or inside store/library/visitor center 

 Potentially train visitor center staff to be part of program 

o Requires time commitment, potential sponsor 

Package Mail 
o Expensive alternative, especially if incentives are not flat and must be shipped as package in a 

box or thick envelope 

o Could be used as "last resort" for uncollected packages after tabling 

Bike Courier 
o Method of all previous SmartTrip programs, but perhaps not as useful in Ithaca pilot 

o Good method because it allows face-to-face interaction with residents 

 Bike courier was usually a transportation expert working for the program that answered 

questions 

Consistent Engagement 
Various methods have been used to keep registered SmartTrip participants engaged in the program and 

in their goals. Communications should be tailored to participants’ specified needs by grouping them into 

different segments and crafting emails for each segment. More general communications, such as 

newsletters, can be tailored to each geographical area to keep them relevant. Below are all strategies 

ordered by (perceived) effectiveness in terms of user engagement. 



 

Mailed Newsletter 
• Inexpensive option if not targeted by person (direct mail) 
• Substitute for eNewsletters when email not provided or by participant's choice 

Coupon Books and Business Partnerships 
• Encourage local shopping (and therefore walking/biking) 
• Time-consuming to develop partnerships from scratch; use existing DIA 

coupons/partnerships 
• If developing partnership, make sure businesses know what the program is all about 

 Highly targeted: small # of coupon recipients and thus small usage 
 However, recipients are neighbors and we have good demographic data on them 

o Develop promotions that appeal to potential user base to maximize sales 
• "Bike/Walk/Transit" deals that will “counter” parking validation 

Trip Tracker 
• Keeps enthusiastic participants engaged 
• Can micro-target people, create friendly competitions, track VMT/GHGs, etc. 
• Must find platform provider, be trained to use analytics on it 
• Combine with emergency ride home program to encourage use? 

Options 
Company Rideamigos RideShark NuRide Zimride Modeify 

Pros ·Advertised at 
$25/month 
·Norma has 
knowledge of 
company 

 ·Combines trip 
tracker w/ 
incentives 

·Existing 
platform 
·Signs people 
up for Zimride 

·Visually 
appealing user 
interface 
·Open source, 
configurable 

Cons   ·Not that 
visually 
appealing 

·Must find way 
to separate 
SmartTrippers 

·Must set up 
yourself 
·No TCAT GTFS 
data 

Contact      
Rating      

 

Phone Calls 
• Social encouragement to shift modes and answer questions with targeted info 
• Time consuming, need to find people to call at odd hours 

Walking and Biking Tours/Workshops 
• Low participation rates but very effective for those who participate; need big registered 

base 
• Can be targeted to specific use cases ("Women on Bikes," "Senior Strolls") 
• Encourage people to register to pre-existing tours and workshops rather than start one 

specifically for the pilot program 
• Mail calendar with all tours and workshops and registration info in case they change their 

mind 



Walking and Biking Tours/Workshops 
 Low participation rates but very effective for those who participate; need big registered 

base 

 Can be targeted to specific use cases ("Women on Bikes," "Senior Strolls") 

 Encourage people to register to pre-existing tours and workshops rather than start one 

specifically for the pilot program 

 Mail calendar with all tours and workshops and registration info in case they change their 

mind 

Kiosks and Events 
 Same issues with walking/biking tours and workshops, but same solutions 

 Potential additional way to recruit more participants 

 

Participation Rates 
In general, the order form, which introduces and registers people to the program, had a response rate of 

7-11%. Further forms of engagement that require effort on the user’s part had similar response rates. 

eNewsletters seem to be the most cost-effective way to reach program participants. 

Engagement tools that required participants to take time off and go somewhere had the lowest 

engagement levels, but are effective and fun for those who do participate. Thus it is recommended that 

these “experiential activities” be done in conjunction with other programs to ensure more people come. 

Industry figures are averages for direct marketing. 

Table 

  Reported Engagement (% or #) 

Engagement Tool Portland Kelowna St Paul Industry* 

Order Form 11% 7% 11% 3% 

Phone Surveys     5% 6% 

Paper Surveys 15% 17%     

Online Surveys N/A 34% 12%   

Trip Tracker   42%     

eNewsletter N/A 44% N/A 20% 

Focus Groups   ~15 6-21   

Open House/Party   45-80 N/A   

Info Kiosks   ~25     

Bike Rides    2-20   

Guided Walks    11-15   

Workshops   3-9 6-15   

Coupon Books      

     

   
  Tool not used by ST 
project 



Timeline 
Generally, most programs had a 16-month cycle “bookended” by trip surveys and an extended ramp-up 

to a busy engagement period over the summer. Two other projects had a 12-month period or less, 

meaning their trip diary surveys were administered just before and after the engagement period. While 

this may be enticing, the shorter projects also lament not having trip diaries that were 12 months apart 

to see whether mode shift was caused either by weather or by the intervention. Regardless, a custom 

schedule should be created for Ithaca given its unique move-in season. Project period is measured in 

months. 

General SmartTrips Schedule 

 

Project Period 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16

Trip Surveys

Project Planning & Evaluation

Newsletters (every 2 mo.)

Order Form Period

Experiential Activities

Trip Surveys

Newsletters (weekly)

Information Kiosks (weekly)

Program Registration Period

Open House/Wrap-Up Party

Experiential Activities

Trip Surveys

Project Planning & Evaluation

Newsletters (monthly)

Order Form Period

Focus Group

Experiential Activities

Trip Surveys

Project Planning & Evaluation

Newsletters

Order Form Period

Experiential Activities

Trip Surveys

Project Planning & Evaluation

Order Form Period

Experiential Activities
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Welcome SmartTrips Schedule 
Portland’s Welcome SmartTrips program that targets new movers had a modified schedule in 2011. 

Funding 
Most SmartTrips programs are either run as part of a city’s or MPO’s TDM strategy, or can be 

subcontracted to a non-profit. Government-based programs are funded by an array of general 

transportation funds, federal and state clean air or energy efficiency grants, and sponsorships and 

donations from businesses. Expenditures are mostly for staff time and materials. Figures of 

$ expenditure/household are mostly used to measure the return on investment and is not actually a 

“unit price” that is billed to taxpayers or grant funders. 

Program Examples 

Portland 

 Based from City with several staff dedicated to the program 

 Funded with general transportation revenues, energy efficiency & clean air grants, and 

sponsorships from healthcare providers and insurers 

Kelowna 
 Based from City with two FTEs devoted to the project 



 Funded by various governmental agencies, business donations for prizes 

 Big chunk of expenditures used for contractors for business engagement, surveying, and 

program delivery 

St. Paul 
 Run as a separate non-profit with some staff, interns (paid and unpaid), and volunteers 

 Funded by federal clean air grant, Bike/Walk Twin Cities 

 Collaborates with other non-profits for program delivery (youth groups, etc.) 

Additional Resources 

Other implementation guides 
 St. Paul: http://www.smart-trips.org/wp-content/uploads/2014/03/LessonsLearned_110311.pdf 

 Whatcom County, WA: https://www.whatcomsmarttrips.org/news/program_implementation 

 

http://www.smart-trips.org/wp-content/uploads/2014/03/LessonsLearned_110311.pdf
https://www.whatcomsmarttrips.org/news/program_implementation
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Appendix C: Downtown Ithaca Transportation Survey 
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Appendix D: Downtown Transportation Survey Report 
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Neighborhood Demographics 

Population 

The population of downtown Ithaca, as defined by the boundaries of the Downtown Ithaca Alliance’s 

tax jurisdiction, is around 1120 people and 797 households. Not all buildings were targeted for the 

survey. The estimated population of the buildings that were surveyed is around 560, and 17% of 

those residents completed the survey in full. 

Age & Sex 

The makeup of downtown residents can be summarized in two groups: a slight majority of people 

under 30 and a complementary group of people over 30, where both groups are gender-balanced 

(see Census Tract 1 chart). Survey respondents match the expected breakdown in terms of age with 

a slight majority of people under 30. The differences, such as an overrepresentation of women over 

45 and an underrepresentation of middle-aged women, arise from the specific buildings that were 

targeted in the survey. 

Household Types 

The types of households that exist in the downtown 

reflect the stock of rental apartments available in the 

area, which are primarily studios and 1 bedroom 

apartments. The average number of people living in 

each household amongst survey respondents is 1.53. 
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Occupation 

The occupations of the survey respondents can be 

roughly defined as 40% students, 40% workers, and 

20% retirees. Within the employed population there is 

a variety of ages. It should be noted that since the 

survey has a larger proportion of respondents over 

45, the proportion of retirees in the downtown 

population is possibly lower. Nevertheless, this split 

between “life stages” could be used to segment the 

population, especially as transportation barriers and 

benefits differ between each segment. 

 

New Movers 

People who moved within the past year make up 

44% of the survey respondents, a proportion that is 

congruent with census data. Amongst the new movers 

in the survey, students are the primary group of new 

movers into the downtown core, followed by workers 

under 30.  

Within new movers who answered the survey, two-

thirds come from outside the county, providing a 

large cohort that would benefit greatly from a 

transportation program that introduces them to their 

options in Tompkins County. Using ZIP code data 

provided by the respondents, it was determined that 

nearly 60% of new movers from outside the county 

come from an urban area. 

Given this information, there are both benefits and 

challenges that come from targeting new movers: 

Benefits Challenges 

Potentially more influential population* 

Can influence decision to bring vehicle 

Primarily younger audience 

Higher turnover rate 

* Survey results did not indicate increased receptivity of a transportation program amongst those 

who have moved recently, but other TDM programs have reported that new movers may be abler to 

implement changes in their daily routines. New movers in Ithaca seem to quickly adopt the 

transportation behaviours of their peers.  

38%

16%

27%

19%

Occupation of Residents

Student Employed Under 30

Employed 30 & Over Retired

59%
20%

15%

7%

Occupation of New Movers

Student Employed Under 30

Employed 30 & Over Retired
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Car Ownership 

While there are a variety of transportation options available to downtown residents, 57% of survey 

respondents indicated that they own a car in Ithaca. Most tellingly, a majority of new movers to the 

downtown area (56%) bring their cars with them. Car ownership rates vary by “life stage.” 

Considerations for a Downtown Transportation Demand Management Program 

A TDM program in downtown Ithaca should target new movers with the intent of reducing car 

ownership so that newcomers are motivated to use the transportation options available to them. 

However, new movers did not seem to be more receptive to a TDM program compared to non-movers 

in the same situation, and the effects of targeting new movers exclusively will diminish over time due 

to turnover. Targeting all downtown residents with a general program, with additional initiatives 

tailored to new movers (a “VIP treatment”), may be a good way to overcome these two obstacles. 
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Transportation Behaviors 

Due to the demographics of downtown residents and the amenities and services that are 

concentrated in the area, the adoption rate is very high for two sustainable modes of transportation: 

walking and transit. However, a fair number of trips occur via personal vehicle, which hints at unmet 

needs in terms of transportation and downtown amenities. The low levels of biking and carshare, 

which could replace personal vehicle trips, could be pointing to barriers in their use. 

Destinations 

Work and School 

Most survey respondents indicated that they go to Cornell for work or school. Of those who worked 

outside of a college, most tended to work in or close to downtown. Additionally, a significant number 

of residents indicated that they are retired, self-employed, or stay-at-home parents so their travel 

patterns may not be as discrete as a typical commuter’s patterns. 
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13%

13%

29%

16%

28%

34%
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Groceries and Shopping (for Clothing) 

While the top grocery store in Tompkins County is not a surprise, the overwhelming preference for it 

is. Greenstar is the second-top choice; however, survey respondents did not specify to a large degree 

whether they shopped at the main Greenstar location or the smaller downtown Greenstar “Oasis” 

location in Dewitt Mall.  

 

To shop for clothing, most respondents go to chain stores outside the downtown area such as Target, 

Kohl’s, TJ Maxx, and Ithaca Mall in general. Some respondents noted the Internet as a place where 

they shop. Two stores in the downtown area that were mentioned more than once were Trader K’s 

and Benjamin Peters. 

The lack of appealing destinations for grocery and general shopping means that some 

“neighborhood” trips actually occur outside of the downtown area. While not far, these trips go to 

places where transit, biking, and walking are less accessible or less appealing modes of 

transportation. This is apparent in the mode share for each of these kinds of trips. 

 

Mode Share for Groceries Mode Share for Shopping 

1. Own Car (50%) 1. Own Car (45%) 
2. Walking (15%) 2. Walking (26%) 

3. TCAT (14%) 3. TCAT (22%) 
4. Carpool (9%) 4. Carpool (6%) 

5. Biking (5%) 5. (TIE). Biking (1%) 

6. Ithaca Carshare (4%) 6. (TIE). Taxi (1%) 

64

19

8
4 4

Wegmans Greenstar* Tops Walmart Other

Favorite Grocery Destination
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Dining, Entertainment, and Other Social Gatherings 

A variety of establishments in downtown Ithaca serve as respondents’ favorite dining establishment, 

with Viva Taqueria, Just a Taste, and Taste of Thai being mentioned several times. When prompted 

for their favorite entertainment venue, over 20 respondents wrote in Cinemapolis. Lastly, when 

asked for their favorite place to meet friends and family, respondents answered with various 

downtown establishments or simply with “The Commons” or “Downtown.” Survey responses 

underscore downtown Ithaca’s function as the city (and the county’s) civic center, especially for 

those that live within its confines. Respondents indicated that they usually walk for these types of 

trips. 

Barriers & Issues 

The barriers to taking TCAT and biking are examined in-depth due to the depth of questions in the 

survey regarding those two modes. Walking was a mode that elicited little examination with its high 

adoption rate of over 90% (weekly and daily). Parking concerns and carshare use are also examined. 

TCAT 

By comparing respondents’ frequency of taking TCAT with the improvements they would like to see in 

the system, a better picture was produced of the barriers faced by potential and current riders.  

Respondents were grouped by how often they take TCAT and the responses to a question about TCAT 

improvements were compared between groups to see how respondents in each state of change 

value those possible improvements differently.  

Most interestingly, the analysis found that about a quarter of respondents have never or seldom 

taken TCAT but would be interested in taking it more often primarily if information about it were 

improved. These interested non-riders are primarily not Cornell-affiliated frequent car users. 

Additional profiles of TCAT barriers by state of change can be found in page 12. 
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Biking 

Similarly, respondents were divided depending on their biking frequency, access to a bike, and the 

improvements they would like to see regarding the experience of biking in Ithaca. 

The segmentation revealed that over 60% 

of respondents would like to bike more 

often but half of those do not own bikes. 

Of those who do own bikes, half only bike 

occasionally, mainly for recreation rather 

than as a serious mode of transportation. 

The barriers that frequent, occasional, and 

interested bikers face differ between them, 

and depending on the focus of this TDM 

program one group will benefit from certain 

improvements more than others. 

Occasional bikers overwhelmingly chose 

additional bike lanes and separated bike 

lanes as an improvement that would 

encourage them to bike more, which may 

echo concerns about safety which can be 

partly addressed by education (even 

though education-focused improvements polled rather low overall). Interested but currently bikeless 

respondents indicated Ithaca’s terrains and the unavailability of a bikeshare system as barriers to 

biking. Upon further examination, most interested respondents are students at Cornell University, so 

a biking-focused program aimed at this demographic should clearly focus on people’s trips in 

Ithaca’s flatlands and not their trips up the hill. Additional profiles and a discussion on current 

bicycle parking conditions are available in page 14. 
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Parking 

With car ownership rates at 57% among survey 

respondents, parking conditions were included in 

the scope of the survey and even beyond as some 

respondents wrote about parking problems in 

optional open-ended questions. Concerns about 

parking touch upon pricing, availability, and 

inconvenience of existing options for long-term or 

overnight parking. These concerns arise from 

downtown Ithaca’s unique parking situation within 

the county, confusing and limited information, and a 

mismatch of parking expectations that is not 

addressed before residents bring their vehicles 

downtown.  

The majority of respondents indicated that they 

parked their vehicles in parking lots that are 

adjacent to their apartments, often for an extra fee 

attached to their rent. The majority may also be 

reflective of the fact that the majority of buildings 

surveyed had adjacent apartment parking. 

Residents in buildings without adjacent parking, often student-centered buildings, parked their 

vehicles in public garages or on the street. 

Given that most people park nearby their 

apartments, it was not unexpected that 

enthusiasm for remote parking was 

lukewarm at best. The idea of remote 

parking fared better with respondents who 

parked overnight on the street, followed by 

those in public garages. The cost of remote 

parking may be influential in the success of 

the project given that people who currently 

park on the street overnight do so for free. 

Ithaca Carshare 

The low adoption of Ithaca Carshare by 

respondents show potential for improvement 

in registrations and further reduction in car 

ownership within the downtown core. Ithaca 

Carshare covers the transportation needs 

that other modes are not suitable for. Due to 

the lack of questions regarding carshare in 

the survey, there are no findings from the survey. However, an analysis of membership data provided 

by Ithaca Carshare shows that the majority of members in the downtown core are Cornell students. A 

complete analysis of the results can be found in page 17. Regardless, membership in Ithaca 

Carshare may be an attractive incentive to convince people to go car-free in downtown Ithaca. A 

flowchart that explains the changes in the decision-making process that a TDM program could have 

can also be found in page 19. 
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30%
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Considerations for a Transportation Demand Management Program 

The segmentation exercise by state of change shows that survey respondents from all walks of life 

are interested in moving more sustainably. For a TDM program to be most impactful, however, 

messaging should be focused to the specific segments (life stage, movers, or affiliation) that are 

most interested in each transportation mode or initiative. This does not preclude people who may not 

fit the prescribed focus segment to participate in the program of their choice. Due to the outsized 

impact students and Cornell University has on the segmentation of downtown residents, cooperation 

with the university is essential to target Cornell-affiliated potential and current residents. 

Additionally, cooperation with property owners will be key to contact new movers prior to their 

arrival to downtown Ithaca. 

Target Segment  Target Mode Shift or Initiative 

Students or university affiliates  Biking in and around downtown 

Non-students or non-affiliated  TCAT introduction and encouragement 

Potential movers with vehicles*  Parking and Ithaca Carshare comparison 

* Potential movers with vehicles would be introduced to their corresponding initiative prior to their 

arrival to downtown Ithaca and in addition to their appropriate target segment, while potential 

movers without vehicles would be introduced to their appropriate target segment primarily. 
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TCAT Priorities by State of Change Segmentation 
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Interested Non-Rider 

Uninterested Non-Rider   New Mover (Less than 1 year ago) 
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Biking Priorities by State of Change Segmentation 

How to Interpret Radar Chart Priorities 
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Uninterested Bikeless 

New Mover (Less than 1 year ago) 

 

Bicycle Parking 

Currently, 72 percent of survey respondents who own bicycles store them overnight inside their own 

apartments, while a few lock them to outdoor bike racks and even fewer store them in bicycle 

storage rooms. While this seems to bode well for the idea of a secure bicycle parking facility in the 

downtown area, only five respondents indicated that bicycle parking would encourage them to bike 

more often, and four of the five respondents do not currently own a bike. 

Bicycle parking would be a behavior change incentive that would be attractive to a few individuals, 

and it would address a potential but minor barrier to owning and riding a bicycle in Ithaca. Planned 

investments in bicycle parking should be repurposed to address the more challenging barriers to 

biking as indicated by survey respondents.  
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Ithaca Carshare Membership Analysis 

Results from the downtown survey indicated that very few respondents used Ithaca Carshare. By 

using membership data provided by the service, we can determine the full extent of Carshare’s 

downtown members, past and present.  

At the time the Carshare data was provided 

(November 2, 2015), there were 55 active 

downtown members in the Carshare system. 

Cornell-affiliates, especially Cornell staff, are 

overrepresented within Carshare’s membership 

when compared with the occupation of residents. 

This may be a result of the membership incentives 

given by Cornell as well as members’ choice to live 

a car-free lifestyle. However, at 55 active members, 

Carshare members constitute around 5 percent of 

the downtown resident population. 

Given the high share of Cornell students within 

Ithaca Carshare’s membership, it is expected that 

turnover is high. Signups and deactivations for 

Ithaca Carshare coincide with the academic year. 

Most signups for Ithaca Carshare occur during the 

August-September move-in period, and most 

deactivations pick up starting in May. 

 

Another way of looking at Carshare membership turnover is the average length of membership of the 

accounts that have been deactivated. While the average length of a deactivated account is 20 

months, the median membership length is 13 months (i.e., half of all members in the downtown 

quit within 13 months after they sign up). Given the fact that most Cornell students in the downtown 

are graduate students, it is probable that most members sign up after spending a year in Ithaca 

without being a Carshare member, possibly after finding difficulties living without access to a car for 

a year. An alternate theory may be that members may be mostly undergraduate students who sign 
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up during their final year, when they turn 21 and when insurance requirements for Ithaca Carshare 

are less stringent. Regardless, memberships are generally deactivated by members in 12-month 

cycles. 

Potential For Improvement 

On average, Ithaca Carshare registers 23 downtown applicants every year, with about 9 registering 

during move-in season. These applicants amount to less than five percent of new movers, and about 

10 percent of new movers without vehicles. Targeted marketing to reach these individuals may 

increase the share of Carshare membership in downtown Ithaca. 

Incentives for Ithaca Carshare should bring the cost of entry down. The impact of free memberships 

can be seen within the Cornell student members, where the Just In Case plan does not charge a 

monthly fee for membership even though the cost for using the car is higher. The Just In Case plan 

also works better for infrequent drivers, which makes it more suitable for the once-a-week grocery or 

general shopping trip which is not easily accomplished via other modes. 

Affiliation Easy Access Just In Case It's My Car 

Community 4 8 6 

Ithaca College 
  

1 

Cornell Staff  4 7 

Cornell Student  20 5 

Registering members upon arrival in Ithaca or even earlier would lengthen the average 

membership time and potentially reduce car ownership. When presented with the costs of car 

ownership specific to downtown Ithaca, and the car-free and car-light lifestyle most downtown 

residents live, new residents may be convinced to leave their vehicles at home and live car-free while 

they stay in Ithaca.  Ithaca Carshare, in addition to being marketed as a supplement to other modes, 

should also be marketed as the car you have while you’re in Ithaca (your Ithacar). The next page 

shows a TDM intervention that could encourage new signups for Ithaca Carshare in the context of 

the transportation challenges a prospective downtown Ithaca resident may face. 
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Before TDM Intervention After TDM Intervention 
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Appendix E: Calculation & Discussion of Averages 
from 2009 NHTS 
The most recent National Household Travel Survey (NHTS) was released in 2009 and the Ithaca-

Tompkins County Transportation Council (ITCTC) requested a special tabulation of the NHTS with 

figures that were reflective of the population at the county level. The NHTS estimated that the typical 

Tompkins County household made 5.05 vehicle trips a day, driving a total of 37.89 VMT daily. Given 

that the county has both rural, suburban, and urban neighborhoods, and the special tabulation did not 

provide averages at the neighborhood or municipal level, the county-wide averages may not reflect the 

transportation patterns of an urban, less car-dependent area like downtown Ithaca.  

To provide a more conservative estimate of vehicle trip and mileage reduction for the downtown-focused 

SmartTrips Ithaca project, a lower average was computed for daily household vehicle trips and VMT 

based on the composition of households in the downtown area according to the American Community 

Survey and using data provided on Table 5-07 from the aforementioned special tabulation of the NHTS. 

Table E-1 – Selected Figures Used In Calculations 

Source: 2009 National Household Travel Survey, New York Add-On, Ithaca MPO, Table 5-07 

Household Composition 
[h] 

Vehicle Trips 
(All Days)b 

[A] 

VMT 
(All Days) 

[B] 

Avg. Trip Length 
(All Days) 

[C] 

Percentage of 
Downtown 

Householdsc 

[D] 

Avg Size of.  
Downtown 

Householdc [s] 

1 Adult, No Child 2.23 11.49 5.15 56.9% 
1.45 persons 1 Adult, Retired, No Child 1.26 6.09 6.68 11.2% 

2+ Adults, No Childa 6.14 40.55 4.85 31.9% 
a  2+ Adults, No Child figures were used to account for all other household compositions that do not match the first two 

types given the small percentage of households with children in the downtown area. 
b  “All Days” refers to a weighted average of weekday and weekend trips 
c The percentage of downtown households by household composition and average size of households were obtained 

from the 2014 ACS 5-Year Average 
 

Equation E-1 – Weighted Average of Daily Vehicle Trips per Household in Downtown Ithaca 

�𝑨𝑨𝒉𝒉𝑫𝑫𝒉𝒉

𝟑𝟑

𝒉𝒉=𝟏𝟏

𝒔𝒔� = (𝟐𝟐.𝟐𝟐𝟑𝟑 ∗ 𝟓𝟓𝟓𝟓.𝟗𝟗% + 𝟏𝟏.𝟐𝟐𝟓𝟓 ∗ 𝟏𝟏𝟏𝟏.𝟐𝟐% + 𝟓𝟓.𝟏𝟏𝟏𝟏 ∗ 𝟑𝟑𝟏𝟏.𝟗𝟗%) 𝟏𝟏.𝟏𝟏𝟓𝟓⁄ = 𝟐𝟐.𝟑𝟑𝟐𝟐 vehicle trips/day/person 

Equation E-2 – Weighted Average Trip Length for Households in Downtown Ithaca 

�𝑪𝑪𝒉𝒉𝑫𝑫𝒉𝒉

𝟑𝟑

𝒉𝒉=𝟏𝟏

𝒔𝒔� = (𝟓𝟓.𝟏𝟏𝟓𝟓 ∗ 𝟓𝟓𝟓𝟓.𝟗𝟗% + 𝟏𝟏.𝟖𝟖𝟓𝟓 ∗ 𝟏𝟏𝟏𝟏.𝟐𝟐% + 𝟓𝟓.𝟓𝟓𝟖𝟖 ∗ 𝟑𝟑𝟏𝟏.𝟗𝟗%) 𝟏𝟏.𝟏𝟏𝟓𝟓⁄ = 𝟑𝟑.𝟖𝟖𝟓𝟓 VMT/day/person

http://www.tompkinscountyny.gov/files/itctc/statistics/NHTS/2009NHTS_Ithaca.pdf
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Appendix F: SmartTrips Ithaca Style Guide 
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Appendix G: Registration Form 
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Appendix H: Press Release 



Contact: Norma Gutierrez, SmartTrips Project Manager    

Tel: 607-272-2292 x 162 

Email: ng32@cornell.edu      

 

FOR IMMEDIATE RELEASE 

 

SmartTrips Ithaca encourages downtown residents to improve the way they get around 

town and connects new movers to easy access to information on nearby transportation 

options. Downtowners can experience first-hand the many benefits of sharing a ride, 

going by foot, bike, bus or car-share.   

SmartTrips Ithaca is designed to help individuals overcome common barriers to going 

car-lite. This innovative pilot program will offer personalized education, activities and 

incentives to encourage residents to use healthy, green, and economical ways to get 

around town. 

Several local organizations and businesses will offer cool benefits to SmartTrips Ithaca 

participants. The first 100 downtown residents to sign-up at SmartTripsIthaca.org by 

June 10th will receive discounts, information, and free items designed to help them 

overcome specific barriers to taking SmartTrips more often. Participants who take and 

log their SmartTrip on their personal profile will automatically be entered into our 

monthly drawings of gift cards worth $50, and the final drawing of gift cards worth $100.  

Late spring and summer months are ideal for making a change. With a little planning 

between the months of May and August, SmartTrips can help you choose an option that 

makes the most sense for you. For every mile you choose to share a ride, go by foot, 

bike, or bus means more money in your pocket, a healthier more active you, not to 

mention fresher air to breathe, less cars on the road, and no more parking lots to 

build…Way2Go! 

SmartTrips Ithaca was developed by Way2Go, a program of Cornell Cooperative 

Extension of Tompkins County in partnership with Ithaca Carshare, Downtown Ithaca 

Alliance, Ithaca Tompkins County Transportation Council, City of Ithaca and Tompkins 

Consolidated Area Transit (TCAT). 

This project is made possible by pilot grant funding through the New York State Energy 

and Research Authority (NYSERDA) in coordination with New York State Department of 

Transportation.  Thank you to all who made this project possible.  

 

Sign up at SmartTripsIthaca.org 

Call us at 607-272-2292 

Help@SmartTripsIthaca.org 

 

mailto:ng32@cornell.edu
mailto:Help@SmartTripsIthaca.org
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Appendix I: Ithaca Journal Article “No Car, No 
Problem” 

http://www.ithacajournal.com/story/news/local/2016/06/09/living-ithaca-no-car-no-problem/85300674/
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Appendix J: DIY Bike Basket Workshop Guide 
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Appendix K: Final Survey Form 
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NYSERDA, a public benefit corporation, offers objective 
information and analysis, innovative programs, 
technical expertise, and support to help New Yorkers 
increase energy efficiency, save money, use renewable 
energy, and reduce reliance on fossil fuels. NYSERDA 
professionals work to protect the environment 
and create clean-energy jobs. NYSERDA has been 
developing partnerships to advance innovative energy 
solutions in New York State since 1975. 

To learn more about NYSERDA’s programs and funding opportunities, 

visit nyserda.ny.gov or follow us on Twitter, Facebook, YouTube, or 

Instagram.

New York State 
Department of Transportation  

50 Wolf Road
Albany, NY 12232

telephone: 518-457-6195

dot.ny.gov

New York State  
Energy Research and 

Development Authority

17 Columbia Circle
Albany, NY 12203-6399

toll free: 866-NYSERDA
local: 518-862-1090
fax: 518-862-1091

info@nyserda.ny.gov
nyserda.ny.gov



State of New York 

Andrew M. Cuomo, Governor

New York State Energy Research and Development Authority

Richard L. Kauffman, Chair | John B. Rhodes, President and CEO 

New York State Department of Transportation
Joan McDonald, Commissioner

NYSERDA
Department of 
Transportation
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