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• 2 years of work
• 5 cities
•  Collaboration with more 

than 20 operators, PTEs, 
local authorities and 
other supporters

•  Over 10,000 trial bus 
journeys taken

•  1,470 evaluation 
questionnaires completed
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A practical guide to encouraging behaviour 
change, built on two years of work of the 

Greener Journeys Behaviour Change Lab
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Greener Journeys
3rd Floor
Drury House
34-43 Russell Street
London
WC2B 5HA
www.greenerjourneys.com
contact@greenerjourneys.com

Expanding our 
learning on 
modal shift
Since 2012, the Greener Journeys Behaviour Change Lab has applied behavioural insight to 
develop innovative ideas that encourage drivers to switch to the bus.

Working in collaboration with local authorities, the big 4 bus companies and supporters 
including charities and community groups, we have tested these ideas in a series of on the 
ground modal shift projects in cities across the UK.

We call these projects experiments, as they focus on unconventional approaches and are 
designed for maximum learning. We are now using that learning to create an easy to use 
set of tools, which will allow these approaches to be applied across the industry.

This toolkit means that for the first time, new, tried and tested ways of persuading car 
drivers to switch to the bus can be added to established methods.

Tackling car dependency 
will be crucial if we are to 
achieve an 80% reduction in CO2 
emissions by 2050. Cars produce 
60% of domestic transport 
emissions which as a sector is 
responsible for a quarter of 
emissions in the UK. We know 
that technology can only 
take us part of the way, and an 
important part of delivering 
the necessary reductions 
will need to come from modal 
switch. This toolkit brings 
valuable new insights to this 
area, by examining new ways to 
overcome deeply engrained and 
habitual behaviour. I hope it will 
provide a useful resource for 
local partners in helping to 
deliver some immediate and low 
cost carbon savings.

Claire Haigh, greener journeys

Our work to drive modal shift starts 
with behavioural insight. There is a 
growing body of knowledge about 
human behaviour and the ways it can 
be ‘nudged’ or influenced.

The key behavioural insights we have applied in our work are:

•  Social norms: we are strongly influenced by what other people do.  
If we see people like us using the bus, we are more likely to give it  
a try too.

•  Trusted messengers: whether we trust and believe what someone 
tells us depends on who they are.  If we think someone is 
trustworthy and knows what they are talking about, we are more 
likely to listen.

•  Moments of change: most of the time we stick with our habitual 
ways of doing things, but there can be moments where a different 
experience knocks us off course and makes us more open  
to change.

Greener Journeys’ ‘lab’, unusually and 
courageously, dared to be genuinely innovative 
and risk failure. As a result, its successes are 
deep, offering eye-opening new opportunities. 
By its nature the lab could not follow up the 
potentially large longer term opportunities 
it identified, so now it is time for other 
professionals to use this tool kit to pick up 
where the lab team has left off.

Project evaluators Lynn Sloman and Ian Taylor, 
Transport for Quality of Life
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The story so far
Year 1
By using behavioural theory and applying it in practical ways, in our first year of work we 
developed a series of programmes designed to test different aspects of our thinking:

Sheffield
•  We worked with the new Bus Partnership to encourage drivers to leave the car at home 

when travelling into the city centre. We aimed to reach drivers when they were open 
to change by targeting them at a time when the irritations of taking the car were top 
of mind, using guerrilla tactics to make direct contact with drivers around negative 
experiences such as parking, sitting in traffic or paying for petrol, offering them a 
voucher to try the bus next time they came into the city.

•  We then collected all redeemed vouchers and followed up with participants to 
understand the effect of the scheme.

•  Key learning points included: a strong voucher redemption rate at 15%, 32% said 
their trial trip was better than expected (and only 2% said it was worse), 57% of very 
infrequent bus users went on to use the bus again within a few weeks, 56% said it made 
them more likely to use the bus in future. 

Leicester
•  With the help of charity Global Action Plan, we recruited a network of community 

ambassadors to promote bus travel to their friends and neighbours. They targeted 
people living on and around five specific bus routes, via community events and at 
venues like libraries and supermarkets, handing out tailored information packs and free 
ticket vouchers to the people they spoke to.

•  Key learnings from our evaluation included: extremely high voucher redemption at 52%, 
45% said their trial trip was better than expected, 53% of very infrequent bus users went 
on to use the bus again within a few weeks, 67% said it made them more likely to use 
the bus in future.  The engagement the ambassadors delivered was very high quality 
(85% agreed they were friendly and helpful) but there was a trade-off between this and 
the numbers we were able to reach so in taking the project forward we started looking 
for lower cost ways of replicating this effect.

Manchester
•  We worked with three different community groups to test how ‘trusted messengers’ 

could be used to raise the profile of the bus within their communities.  Pure Innovations 
targeted school pupils with learning difficulties to give them the confidence to travel 
independently. Gaydio worked with a consortium of community radio stations, 
producing tailored communication about the benefits of taking the bus and promoting a 
Manchester-wide ‘Get On Board Day’.  Saheli, a charity offering support to Asian women 
and children fleeing domestic abuse, ran a twelve-week project with their service users 

to introduce them to the possibilities and benefits of taking the bus rather than relying on 
lifts and taxis.

•  The scale of these projects meant that we were able to collect less quantitative evidence, 
although the Gaydio-led community radio campaign proved particularly effective. In that 
case, 65% of very infrequent bus users went on to use the bus again within a few weeks 
and 95% of those surveyed said that community radio was a good way of getting a 
positive message about bus travel across. Our broader evaluation underlined the social 
benefits of this work.

Year 2
Our aim in year 2 was to bring together our learnings so far, test some of the elements we 
did not yet fully understand in more detail and begin to build a replicable model for a city-
wide programme, using a range of behavioural tools to promote modal shift.

We therefore turned again to Manchester to create a larger scale effort, which could pull 
together the positives from all our work to date.

The key elements of this Manchester project were:

•  An overarching campaign – ‘Get On Board Manchester’ underpinned by three 
different supporting activities, each of which provided a route for distributing free 
tickets for trial journeys.

• Using street teams, in a similar way to Sheffield, to exploit ‘moments of change’.

•  Working with community radio stations to offer highly relevant messaging to their loyal 
listeners.

• Partnering with a trusted community group to engage people in their local community.

This activity delivered a deep level of insight about how best to apply this kind of approach 
in future. These detailed learnings are captured in our ‘how to’ guide, which follows.

In addition, industry organisations started to take the early learnings from the first year 
and apply them to their own campaigns, for example South Yorkshire PTE who used the 
street team approach from the Sheffield experiment to run further activity targeting car 
drivers in a number of cities across the region.
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Using this toolkit
This toolkit has been developed to help you use innovative methods to encourage modal 
shift, to gain new customers and to contribute to the development of a greener, less 
car-dependent travel system. We’ve packaged up the key learnings from delivering and 
evaluating our experiments over the last three years of the Behaviour Change Lab into a 
practical guide to allow you to take them forward into your own consumer-facing activity.

The insights particularly apply to running a contained period of activity in a city or town. 
Over the following pages we’ve highlighted some effective ways of influencing travellers 
to shift journeys from car to bus, with particular focus on: how to accurately target car 
drivers, using street teams to achieve scale at a low budget, and working effectively with 
the community.

Some headline insights

• It is possible to accurately target non-bus users and in particular car drivers

• The use of free trial tickets influences perceptions and changes behaviour

• Using a voucher to capture data is valuable and allows further engagement

• The voucher, branding and campaign design offer a ready-made resource

• Street teams are a good way of achieving scale

• ‘Cost-conscious’ shopping areas are the best places to target with street teams

•  Community groups play a useful supporting role to consumer-facing activity  
and deliver access to hard-to-reach audiences

A ready-made resource
The campaign design and materials used in Manchester and Sheffield have been 
developed collaboratively by Greener Journeys and are now available for use by 
the industry. Of particular value is the voucher, which contains a proven mechanic 
for capturing valuable data from users. If you would like access to these materials 
please contact project partners Behaviour Change at info@behaviourchange.org.uk

 FREE
 TRAVEL

free
journey
voucher
enclosed

 >

travel free for a day
n 1 5 0

+ w £i

Terms & Conditions: Voucher only valid if Step 1 and Step 2 are completed overleaf. Entitles one adult to one System One DaySaver 

Any Bus ticket to the value of £5.60. Must be exchanged on a bus on or before 10/11/13. *Allows unlimited travel on any bus in Greater 

Manchester (please double check systemonetravelcards.co.uk for details of all operators involved in the scheme) for one day only, 

any day of the week. Not for use on Night Buses after midnight. Cannot be used with any other offer. No cash equivalent. Subject to 

conditions of carriage of the individual operator accepting the voucher. Your information is collected and processed on behalf of Greener 

Journeys. For full details please write to: Greener Journeys, CPT, 3rd floor Drury House, 34-42, Russell Street, London WC2B 5HA 

E&O E. All information correct at time of printing.Prize Draw Conditions: Prize draw will take place on 30 November 2013, drawing a single winning voucher for a cash prize of £150 

from all correctly completed vouchers received by the drawing authority from the participating operators before that date. Vouchers 

must show a legible email or postal contact address for entry to the draw. Winners will be notified via the email or postal address 

provided on their winning voucher within 14 days of the prize draw.

manChesTer arT galleryFound on lower Mosley Street/Princess Street 
junction, any of the 69 bus services which currently 
use the nearby Piccadilly Gardens bus terminal 
are perfect for the Art Gallery and only a 5 minute 
walk away. You could also use the free city centre 
Metroshuttle bus number 3 which runs to St. Peters 
Square, just a 2 minute walk away.briDgewaTer hallPositioned on Lower Mosley Street/Great Bridgewater 

Street and just an 8-10 minute walk from all bus services 
at Piccadilly Gardens bus terminal. The following buses 
from Piccadilly Gardens will take you right there: 
numbers 33, 84, 255 and 256.arnDale shoPPing CenTre/markeT sTreeTThe shopping centre is a 4-5 minute walk from all 

buses at Piccadilly Gardens bus terminal, Market 
Street being only a 3 minute walk away. The Arndale 
Shopping Centre is also only a 2 minute walk away 
from Shudehill Interchange, which has 34 bus services.

museum of sCienCe & inDusTryTry bus number 33 from Piccadilly Gardens bus terminal 
which stops right outside the museum on Liverpool 
Road. Alternatively try the number 3 Metroshuttle 
bus running every 10 minutes from outside the main 
entrance of Manchester Piccadilly Rail Station which 
will take you to Quay Street/Lower Byrom Street 
junction. The Museum is a 2 minute walk from here.norThern quarTerA 5 minute walk from over 80 bus services at 

Piccadilly Bus Station and over 30 services at 
Shudehill Interchange.
ChinaTownA 3-4 minute walk from all buses at Piccadilly 
Gardens bus terminal. Alternatively take the number 
1 Metroshuttle bus from the main entrance to 
Manchester Piccadilly Rail Station which will take 
you right there. 
for more information and journey planning
visit tfgm.com

t h e b u s
g i v e

a g o

Greener Journeys is a national campaign promoting bus and coach travel. It is made up of an alliance of the  

big 4 operators, local authorities and businesses. www.greenerjourneys.com

a s hc

For work, commuting or trips into town, sometimes the bus just makes more sense.

Sometimes it just makes more sense to get the bus, especially 

at busy times, when parking is limited or expensive, if there’s a 

major event taking place or you just want a carefree day to let 

others do the driving for you.

With services running from 5am until late evening there’s 

always a bus at a time and place to suit you and we’ve made 

it easy for you to try out our great services throughout Greater 

Manchester – a free day ticket for any operator* at any time of 

day or night (11.59pm to be precise) across the whole of our 

fine city region. Enjoy.

*Please see terms and conditions

greater

manchester

service

With 600 bus services, 

12,000 bus stops, 22 bus 

stations and 225 million 

miles of local bus journeys 

travelled every year the 

whole of Greater Manchester 

is easier to get around 

than you may think.

You’ll not be waiting for 

long with many buses 

arriving at least every 

10 minutes. Services are 

frequent and reliable so 

you can get where you 

want when you want.

       No parking stress          No parking tickets or meters          No expensive petrol

        Bus lanes cut through traffic          Just leave the car at home.

Leave thoughts of petrol, 

parking and traffic at home 

with lots of ticket options 

including all day tickets that 

can be used with any bus 

operator* all day long for 

carefree journeys.

for money

If you’re an early bird then 

we’ve a bus service to suit 

you. Main services run until 

late evening so night owls 

can get back to roost on 

time too.

ad y
lla
n gol

for more information and 

journey planning visit tfgm.com

*Please see terms and conditions

smarter 

travellers

know when 

to leave the

car at home.

1 0 m ni s

t h e
g i v e

n e x t t i m eb u s a g o

g er a t e r

av l u e

musT be  

useD by 10Th 

nov 2013

worth

£5.60

To obTain your TiCkeT:+ your chance to win £150 cash in our prize draw.

000000

Tickets are uniquely numbered  

for security purposes. 

sTeP 1:  Complete the following sentence: “If I hadn’t used this free ticket today I would

 
 have (Driven)  (Had a lift)  (Walked)  (Cycled)  (Taken the bus anyway)  (Gone by tram) 

 
 (Gone by train)  (Not travelled)” Mark your answer like this ( DRIVEN )

sTeP 2:  fill in your email address*

 
 *Or name and postal address if you don’t have an email address. Your contact details will not be passed to any third parties outside

 
 Greener Journeys and its partner organisations in this project. We will use them to invite you to participate in a brief travel survey 

 
 and Greater Manchester’s free personal travel planning service.

sTeP 3:   hand your completed voucher to the bus driver when you board in exchange

for your free sysTem one Day TiCkeT

 
 Damaged or photocopied vouchers not accepted. See reverse for terms and conditions and prize draw details.

To The  Please accept completed voucher in exchange for a system one any bus Daysaver

Driver:  from your machine. you must then keep this voucher safe to cash in at your depot.

f r e e

d a y t i c k e t
g e t a o n e

s y s t e m

Base activity 
around 
corridors with a 
good bus service

Target ‘moments 
of pain’ like 
paying for 
petrol/parking

Target busy 
cost-conscious 
shopping areas

Community radio 
offers scale and 

a trusted voice
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72% would not have 
travelled by bus on 
the day they used 
the voucher

Capturing data like this is very valuable and isn’t possible with conventional free ticket 
giveaways. Using the voucher mechanism allows us to learn about people’s behaviour 
by building in evaluation from the start. It also allows for follow up afterwards, either for 
further evaluation through a survey or for incentivisation of repeated bus travel. We know 
from the tests that the free trips made a positive impression, particularly for infrequent bus 
users. In addition they led to repeated bus use amongst the same group in the few weeks 
following the campaign, and an expectation that they would use buses more in the future.

55% of infrequent bus users 
made more trips within a few 
weeks of their free trip

Voucher redeemers 21% more 
likely to use the bus again in 
the next few months

Tips on targeting car drivers
•  Identify particular corridors with good bus services into the  

centre of town and base the activity around these routes

•  Target your activity to ‘moments of pain’ when car driving is at a 
disadvantage (parking, congestion, petrol purchasing etc.)

• Encourage trial with a free ticket voucher

• Identify/screen for drivers at the point where tickets are being given away

•  Use the voucher mechanic to capture data about people’s behaviour when 
they redeem the ticket so that you can evaluate the effectiveness of the 
activity

•  The validity period of the vouchers affects the proportion of car drivers 
redeeming: a longer time to redeem means an infrequent bus user will be 
more likely to find a suitable journey to try

•  Very low car parking costs will affect the attractiveness of a trial day bus 
ticket

Accurately targeting car drivers
The evidence from the tests conducted through the behaviour change lab shows that 
it is possible to effectively target people who are not already regular bus users, and to 
encourage them to sample the experience of using the bus via the offer of a free ticket. 
Nearly three quarters of those who redeemed vouchers in Manchester would not have 
travelled by bus on the day they used the voucher. Nearly half who then completed the 
survey afterwards said they were infrequent bus users (once a week or less).

72% would not have 
travelled by bus on 
the day they used 
the voucher
Moreover, a significant proportion of those redeeming vouchers would have otherwise 
taken the car and are therefore our bulls-eye target for modal shift. Whilst rates differed 
by location for structural reasons such as the nature of the transport infrastructure, price 
of car parking and recent bus marketing campaigns, we found that between a quarter 
and a half of those who redeemed vouchers would otherwise have driven for that journey. 
Additionally, in Manchester, 36% of these were regular drivers.

Voucher redeemers who would 
otherwise have driven:
Sheffield       51%
Manchester       27%
South Yorkshire (by SYPTE)   24%
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Using street teams to achieve scale
One of the most successful elements of the experiments in targeting car drivers was the use 
of street teams to distribute the trial ticket vouchers and there is now sufficient evidence to 
support the use of this tactic in other locations, and on a larger scale. Street teams allowed 
us to achieve scale quickly, but in a low-budget and extremely targeted way.

Our activity was run at the weekend and focused on leisure trips (into the centre of town 
for shopping etc.) This represents our ‘low hanging fruit’ in terms of potential behaviour 
change. Not only are people in this situation more likely to interact with street teams but 
it’s also easier to switch to the bus for a leisure journey than for a regular journey such as 
a commute.

Using street teams also allows the capture of valuable data for evaluation and follow up. 
In Manchester the teams collected email addresses on the street, which meant we could 
survey a control sample of an additional 1,765 people who took the vouchers but didn’t 
actually use them. 

After experimenting with this tactic in multiple locations we can now accurately predict 
in advance the likely rate of redemption of the vouchers and the proportion redeemed by 
existing bus users. This is vital in demonstrating the potential commercial implications. 
Generally the redemption rate gained through using street teams was high, and the 
proportion of existing users was very low, in comparison with industry norms for free ticket 
giveaways. The key factor that lowers the redemption rate is the validity period of the 
vouchers – the shorter the period, the less chance people will have to redeem. 

      Manchester  Sheffield

Vouchers distributed   22,087  22,000

Vouchers redeemed   2,422   3,328

Redemption rate    11%   15%

Proportion existing bus users 28%   30%

Max validity period   3 weeks  5 weeks

Tips on using street 
teams

1       Use the face-to-face opportunity to screen for car drivers before 
giving away vouchers: simply asking “show us your car keys” is the 
most effective way to do this

2        Distributing small gifts (timetables, pens) to existing bus users 
reduces the risk of them still asking teams for vouchers, and 
therefore increases effectiveness

3       Working with the local authority can provide extra targeting 
opportunities e.g. access to the daily routes of traffic wardens

4       Make sure the teams record which batches of vouchers they are 
giving away at which locations – this will allow you to evaluate the 
effectiveness of the locations

5       Thorough briefing of bus drivers before and throughout the activity 
is vital to reduce the chances that they don’t recognise and therefore 
deny the use of a customer’s voucher; direct contact with the depot 
managers is needed

6       Running campaigns in the summer gives more likelihood of good 
weather and therefore high footfall

Tips on using street 
teams

Where to 
target
Busy ‘cost conscious’ (rather 
than ‘high end’) shopping 
areas near to main car parks 
provide the best locations 
and the highest proportion 
of car drivers redeeming 
vouchers
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Working with the community
Working with local groups and organisations as part of wider campaign offers significant 
opportunity in accessing harder to reach communities that tend not to be targeted by 
conventional marketing. This may be because of religious or language issues, cultural 
convention, or the need for deeper support or engagement to make the switch to bus. 
Additionally developing these kinds of relationships highlights the vital social role that the 
bus can play for the more vulnerable parts of society.

Through this work we have explored relationships with a variety of community 
organisations, all of which have offered great value in different ways. What they all had in 
common was that our message was being delivered by a source that people know and 
trust, and was therefore more likely to be taken on board. 

The value in working with community 
organisations
• Access hard to reach groups and strengthen cross-community ties

•  Enhances perceptions of the activity as a ‘public interest’ campaign run 
in partnership with the community, rather than purely a commercial 
campaign (additionally there is potential for a positive effect on brand 
reputation)

•  Despite much smaller overall numbers, targeting of car drivers was in 
general significantly more effective than with street teams

•  Offers great value for money: our community partners delivered a great 
deal for a £5k donation

•  Developing a long-term relationship would yield greater scale and 
effectiveness, in particular allowing time for volunteers to be recruited and 
trained, and for community events to be identified and attended

Proportion car drivers

Community radio
•  In both years of the Lab, Gaydio coordinated activity with a group of local radio stations 

covering communities of interest and local areas

• Incredible value – combined reach of over 300,000 people

•  Highly relevant – made vox-pop ads highlighting the benefits of the bus and the drawbacks 
of the car plus ad-lib coverage by presenters

• Gave away 2,000 free travel vouchers

Ethnic/religious/vulnerable groups
•  Saheli, a Manchester based organisation supporting Asian women fleeing from domestic 

abuse, ran introductory outings on the bus to local attractions for women who relied on lifts/
taxis

•  Offers great potential – a longer-term relationship would see Saheli engage a large 
community of non bus users

• Highlights the wider social benefit of the bus

Grassroots organisations
•  In Manchester we worked with Groundwork, a nationwide network of community groups and 

volunteers, to engage car drivers

•  Trusted – local people are more a trusted source of information than commercial companies

•  Deeper engagement – face-to-face interaction allows for more of a conversation about the 
benefits

•  Highly targeted – for example only distributing vouchers to homes with big driveways

• Variety – Groundwork distributed free travel vouchers through many different channels

Proportion car drivers
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Encouraging young 
people to delay driving
In addition to our work in Manchester in 2013/14, we also set out to test a new insight, 
targeting young people. The result is useful new learning on some effective ways to reach 
and influence this audience.

.

Research evidence suggests that people who learn to drive later also drive less and use 
public transport more over the long term. Amongst people in their thirties, those who 
delayed getting a driving licence until they were 30 have been found to drive 35% less than 
those who learnt to drive at 17 1. We therefore set out to test the effect of an intervention to 
encourage young people to delay the decision to learn to drive/buy a car. The test focused on 
highlighting the barrier of cost to see if that would have an effect on attitudes to getting on 
the road. Amongst 17-29 year olds, the most-cited reasons in research for not learning to drive 
are the cost of learning, cost of insurance, and cost of buying a car 2. Additionally, there are 
signs that educating 17-18 year-olds about the costs of driving can lead to a significant change 
in attitudes to car ownership and use 3. Our test therefore focused on highlighting the barrier 
of cost to see if that would have an effect on attitudes to getting on the road. 

Working with First Bus and Bristol City Council, we commissioned digital agency e3 to 
create a new online tool ‘How Much To Drive’ and ran a small-scale marketing campaign 
to encourage young people in Bristol to use it. Effectively engaging young people is far 
from straightforward and conventional media methods often don’t work. So the tool was 
built for smart phones and was quick, fun and required little effort to reach a result; it was 
promoted via search and social media advertising, as well as through posters and flyers in 
schools. After answering a few simple questions users were given a total of what it would 
cost to get them on the road, expressed in terms of how many trips to New York/bars of 
chocolate/Glastonbury tickets etc. it could buy.

1  www.gordonstokes.co.uk/transport/peak_car_2012.pdf

2 National Travel Survey 2010

3  S Cairns and K Okamura (2003) Costs and choices: the effects of educating young adults about transport prices

Of the 1,730 unique visits to the website 37% went on to find out their cost to drive, 
considered to be a very high completion rate by the digital agency and a demonstration 
that it was engaging. It also appeared to have some instant effect on attitudes, with 21% 
declaring they could ‘do better things with that money’ after completing the tool.

Despite the short campaign period (6 weeks), tuning of channel selection between 
Facebook, AdWords and DoubleClick display advertising yielded significant learning in 
terms of which channels were most effective. Facebook provided the best value for money 
and best completion rate at 55%.

There is a trade-off between making a tool like this snappy and fun, and using it to 
capture email addresses/gather survey data. Despite that, a further 17% of those who 
completed the tool did go on to answer a brief questionnaire and declare their eligibility 
for a discounted bus pass. The tool had the most effect on those who had not yet started 
lessons in terms of making them less likely to drive/get a car.

Additional learnings include: focusing targeting on 15-18 year olds (to ideally reach people 
before they’ve started learning), experimenting with trusted/celebrity messengers, and 
building use of the tool into a more extended engagement process e.g. in schools.
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Project partners
Behaviour Change
The not-for-profit social enterprise Behaviour Change works with government, local 
authorities, businesses and charities, using behavioural insight to tackle major social and 
environmental challenges. They have developed and managed Greener Journeys consumer 
campaigns since 2009.

Transport for Quality of Life
Transport for Quality of Life specialise in work that is at the forefront of sustainable transport.  
Projects include research into sustainable transport solutions: to identify ground-breaking 
best practice; to monitor and evaluate the effects of new interventions, and to develop 
further policy options.

Greener Journeys
Greener Journeys is a campaign dedicated to encouraging people to make more 
sustainable travel choices. It aims to reduce CO

2
 emissions from transport by encouraging 

people to switch some of their car journeys to bus or coach instead. Switching from car to 
bus for just one journey a month would mean one billion fewer car journeys on our roads 
and would save 2 million tonnes of CO

2
 every year. 

It is a coalition of Britain’s leading bus companies and other supporters including Transport 
for London, Campaign for Better Transport, the RAC Foundation, Confederation for 
Passenger Transport (CPT), and the Passenger Transport Executive Group (pteg). Its primary 
funders are bus companies Arriva, FirstGroup, Go-Ahead and Stagecoach.


