
HOW TO GAIN INTEREST IN POLITICIANS AND POLICY MAKER AND BEHAVIOUR CHANGE IN MEN. 

Introduction 
As described in the booklet, transportation noise is omnipresent in our cities and is the most dominant noise 
source. A huge amount of citizens is annoyed and sleep disturbed by this kind of noise. This will lead to 
serious, irreversible health effects as reported in chapter 4.  Due to the magnitude and effects of especially 
long-term exposure to noise, it should be inevitable that interventions have to be made. Most of the 
interventions employed, conventional and innovative (smart), vigorous and soft, are listed in Annex A of this 
booklet. However, it is unthinkable that those vigorous, often technical or logistical, measures will solve the 
problem of urban transport noise. One cannot fully rely on technology because it will not solve this problem 
entirely. Soft measures are needed too, which means that people should be persuaded or enticed to change 
their transportation behaviour. In this annex transportation is defined as transport of goods or passengers 
and private trips made by car. Behaviour change is hard to realise because habits are often key in mobility 
patterns. Today, national governments are withdrawing from numerous policies and responsibilities leaving 
this to lower governmental levels, the market and society. People should take responsibility and shape their 
lives politicians often debit. However, when elections come closer, politicians suddenly take the lead and 
promise the people (society) ‘panem et circenses’ (bread and games). These electoral proposals are often 
environmentally unfriendly and are aimed to keep the people calm ignoring wider concerns. The Dutch 
minister for Infrastructure increased the legal speed limit from 120 km/hr to 130 km/hr thereby ignoring 
environmental effects, increase in injuries and other detrimental effects. This only was done to please the 
group of car drivers. The measure does not make any sense because in The Netherlands, the average 
mileage per day amounts 37 km, so the time saved per trip is assumedly less than 5 minutes (Dutch Bureau 
for Statistics, CBS). Increasing the legal speed limits does not cause car drivers to drive faster. Only a few hasty 
drivers will do so whiel other stick to the 120 or drive even slower for numerous reasons. By leaving 
responsibilities to the public new challenges are born. By influencing, stimulating and sometimes coercing 
people to choose for environmental friendlier mobility. Forcing by means of legislation (a non-preferred 
instrument that does not fit in this era) and interventions in the physical environment that forces citizens 
indirectly to other behaviour. Convincing and enticing people to change their mobility habits. Implementation 
of these vigorous and soft interventions depends on the policies at a local level. However, from numerous 
reports and articles, it is learnt that e.g. Noise Action Plans are poor and hardly contain these more vigorous 
and soft measures. So, reducing noise at a local level and also at EU level depends also on the political and 
societal will to move to a friendlier way of mobility. In that perspective, the next challenge is identified. 
 
 
 
 

To create awareness and behaviour change 
 



 
This challenge can be divided in sub-challenges addressed to the various stakeholders of the quadruple 
helix (government, knowledge institutes, enterprises1 and citizens). Government, politicians, civil servants 
and policy makers should be aware of the magnitude of the noise in their territory and the detrimental effects 
long-term noise exposure has.  Knowledge institutes can support this with research and publications. 
Enterprises (companies), including source owners, should also be aware of the noise impact and show their 
willingness to act. Citizens could play an important role in reducing noise by changing their consumption, 
transport and travel patterns into more sustainable patterns. In this annex the emphasis is on governments 
and citizens.  

Challenges 
The challenge of this era is to realise behaviour change in mobility (including private car trips) that could be 
partially conjunct with or being a prerequisite for social innovation. How to make soft travel modes 
fashionable, faddish and contagious? From other societal domains, we know that some innovations can be 
implemented at a large scale in a short time (e.g. introduction of the smart phone). Other innovations took 
many years or even decades. What causes some innovations spread rapidly and others spread slowly? 
What boosted the use of smart phones for instance? Was it the marketing strategy that persuaded people 
to buy these devices or was owning these devices a sign of welfare or a sense of perceived freedom? By 
owning such device people are always and everywhere accessible. Borders between work and home 
disappeared (always connected). Other motives, forces, drivers and desires could also play a role in the 
rapid rise of these devices. Also role models such as well-dressed speedy and successful business men 
owning a smartphone could have contributed to the fast spread of these devices. Other teasers could be 
“The communicator” (movie), a good marketing strategy (I-phone), low or spread costs of purchase and use 
for consumers, included in the subscription (monthly fee) and easy and simple use of the Smart phone could 
also play a role. The ®evolaution of the smartphone gives insight into the patterns of behaviour change. 
These insights may also aplly to behaviour change in mobility patterns. Main questions for behaviour change 
in men are:  
- How to achieve that soft travel-modes become trendy and car-use and -ownership becomes old-

fashioned? 
- How to beat the carbon capital (automotive and fossil fuelled power)? 
- How to make it contagious and happen? How to make this innovation spread rapidly. 
One can work with fear appeals and threats to achieve behaviour change. However, these instruments do 
not always work and are in some cases perceived as unethical. Examples in the past that have not worked 
are for instance smoking is killing you or nobody wants to kiss a smoker. An example of fear appeal that 
                                                   
1 Including source owners such as national, regional or local road authorities 



worked is the fear appeal the movie “an inconvenient truth” of Al Gore which is depicted by the visualisation 
of the final consequences of climate change. Fear appeals appear to be effective at influencing attitudes 
and behaviour, especially among women, according to a comprehensive review of over 50 years of research 
on the topic, published by the American Psychological Association [Fear-based Appeals Effective at Changing 
Attitudes, Behaviors After All, APA 2015]. 
On the other hand, one can work with positive appeals. This does not only involve framing but also 
contains credits and benefits. Research found that fear appeals and positive appeals both can succeed 
and fail. [An exploratory study on the effect of positive (warmth appeal) and negative (guilt appeal) print 
imagery on donation behaviour in animal welfare, M. Haynes, 2004]. Examples of positive appeals touching human 
emotions can be found in advertisements using sex, pets, babies or young children. 

Governments and interest for noise 
When it comes to governments, one has to realise that formally seen they have the following and 
responsibilities: 
1. To elaborate and put policies in place to avoid, prevent and reduce noise 
2. To inform and involve stakeholders in policy implementation 
3. To impose enterprises to reduce the noise 
4. To call upon citizens, institutes2 and enterprises to show environmental friendly behaviour 
5. To facilitate the road map to a less noisy society 
6. To show the ropes toward the other stakeholders (they should lead by example) 
A prerequisite to take up most of these roles and responsibilities is that civil servants, policy makers and 
politicians should have interest in noise. To gain interest in noise is rather difficult because there are many 
constraints that are counterproductive. According to [Towards sound agenda setting, Souren et al. 2009] the following 
constraints arise when trying to set noise on the political and policy agenda:  
 More “visual” issues are perceived as more urgent and are competing with noise 
 Lack of trust in the scientific evidence that relates noise to health problems 
 Noise is often labelled as subjective 
 Conflict with other (economic) interests 
 The effectiveness of measures against noise  
 Technical measures have been countered by traffic growth 
 Technical measures are not aiming at the source 
 Lack of clarity on a suitable unit for the effects of noise 
 The noise dossier has to compete with other agenda’s 

                                                   
2 Schools, universities, knowledge institutes, et cetera. 



A very detailed and comprehensive description of these constraints is given in the reference mentioned 
above and [How to gain public interest in noise, Lisbon, INTERNOISE 2010. Wolfert, et al 2010].  
Even when interest in noise is raised, it does not automatically imply that politicians and policy makers will 
act. Knowing about and being aware of the detrimental effects of noise (health, economic loss) does not 
guarantee that politicians and policy makers shall take action. This is due to the constraints mentioned afore. 
 
 

 
Figure 1: Noise is not visible 

Political and societal (electoral) pressure or legislative pressure is needed to force or persuade them to take 
action to reduce noise. Budget seems to be less important as this can be considered as fluid, budgets from 
other items can be allocated to the noise item. To realise interest and awareness, more attention has to be 
paid to connections with the media and the public. The media can reach the public through several platforms 
(social media, social networks, etc.) and can inform the public about the threats of long time exposure to 
noise. It is not done that civil servants counter policies without permission of their politicians, even when 
there is no policy set out. It is recommend to establish contacts with pressure groups such as activist NGO’s 
and knowledge institutes. These organisations could take up the role of publication and could thereby inform 
the general public. As NGO’s and knowledge institutes are less mistrusted by citizens [EUROBAROMETER, 
2014] this way of working shall be more effective. People tend to trust them more than the government. 
 
 



Citizens and behaviour change 

The roadmap to create interest and awareness and subsequently behaviour change in public works partially 
in the same way creating interest in politicians and policymakers. To motivate citizens in to choosing more 
sustainable mobility, one bounces on similar obstacles. However, some obstacles are different. 
Governmental bodies often think that informing and educating people is a condition qua non when it comes 
to awareness and behaviour change in men.  They choose for conventional campaigns rather than using 
alternatives methods or technologies such as social marketing techniques. The role of social media is 
underestimated; however, this fast medium can also work counterproductive. The assumption that 
knowledge automatically lead to awareness, new intentions and behaviour change is a misconception that 
governments and citizens often have. Regarding the citizens’ role in noise, this should be at least  
 
- To participate in public consultations, processes, hearings, etc. 
- To change consumption and mobility patterns 
- To educate sustainable behaviour in families, and to relatives, friends and in social networks 
- To propagate sustainable behaviour to other target groups 
Actual behaviour is not that simple. This is explained in the next paragraph. 
 
How to achieve behaviour change in people? 

Numerous articles are published on awareness and behaviour change. There are many factors that play a 
role when it comes to behaviour change. In previous times, it was often thought that behaviour change 
proceeds according to the pattern depicted in figure 2. 

 
Figure 2:  Pattern of behaviour change 
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However, today it is acknowledged that the pathway to behaviour change is non-linear and rather 
complicated.  Many factors play or could play a role in shaping and re-shaping behaviour of individuals or 
groups of individuals. These factors can be distinguished in internal and external factors. Internal factors 
are values, norms, beliefs, attitudes, environmental knowledge, motivation and environmental awareness. 
The last one consist of a cognitive pillar (knowledge) and an emotional pilar. External factors are social and 
cultural factors (e.g. a dense populated country pays more attention to resources), institutional factors (e.g. 
availability of public transport) and economic factors (e.g. what travel mode is affordable). In Table 1 the 
internal factors are briefly defined. In this annex the linear chain as depicted in figure 2 will be used to explain 
most of the factors influencing behaviour. A more dedicated scheme with most of the factors influencing 
behaviour is depicted in figure 3.  
 

Factor Definition 
Values Judgements about the importance of something/someone is to someone. 
Norms Rules for acceptable behaviour, shared by people within a certain population. 
Beliefs Defines an idea or principle which we judge to be true 
Attitudes (Un-) Favourable evaluative reaction toward something or someone. It is a social 

orientation. 
Awareness Knowledge that something exists; public awareness means that politicians take 

it seriously. 
Motivation Refers to factors that activate, direct and sustain goal-directed behaviour. 

Table 1: Internal factors playing a role in behaviour change 
 
All these factors are related to the intent a person is holding the perceived likelihood or subjective probability 
that he or she will engage in a given behaviour. Intention could be seen as the penultimate step to behaviour 
change when motivated. Values and norms are often ethical, hedonistic and egoistic based [Mobility en gedrag, 
begrijpen en beïnvloeden, CROW, 2014]. In this annex attention will be paid to interest, knowledge, awareness and 
motivation factors that are relevant for changing behaviour. Society, policy makers and politicians must 
acknowledge that noise leads to discomfort, to annoyance, to sleep disturbance, to irreversible health 
problems in men and to deprivation of our habitats, our cities. Awareness is more or less a key to achieve 
a change in travel and transport behaviour. Awareness can be gained by education and information. 
Education and information could be provided in families, schools, clubs 
 
 
 



or other social networks. Instruments to be used are instruction, training, modelling, rewarding and punishing 
or discouraging (the carrot and stick approach), see elsewhere in this annex. A variety of additional channels 
are available such as newspapers, advertisements, television, films, internet, social media, et cetera. Other 
instruments to be used are meetings, lateral talks and coaching. Learning by doing could also be an option 
(informal learning). It is known that formal education has a limited impact on traffic behaviour. Informal 
education provokes autonomous behaviour when it is repetitive (e.g. car-license lessons). 
 



 
Figure 3: Scheme of behaviour change 



Most Europeans have learnt and acknowledge that climate change is a threat to mankind and that actions 
to limit emissions of greenhouse gases are needed. They also know that transport by car or by aeroplane 
has a negative impact on the environment, e.g. it is causing higher CO2 emission per kilometre than 
travelling by train or bus. This means their attitude to this global problem is positive. They might even have 
good intentions. However, the majority of people do not change their behaviour into more environmentally 
friendly behaviour when it comes to travel patterns. This is mainly due to our habits which are strongly 
embedded in our daily lives. Another explanation is the rational mind of men (homo economicus) which 
makes us to pursue maximised utility. Our habits are, in psychology, defined as automatic behaviour, which 
is mainly acquired by repetition. Most of our behaviour is automatic behaviour (more than 95%) and the rest 
is planned behaviour. Our behaviour consists thus of a dual system. The unconscious part which was 
developed early in evolution, dealing with basic necessities of function and survival, sensing and safely 
responding to the external world (How your unconscious mind rules your behaviour, L.Mlodinow2013). An example of 
automatic behaviour is car driving [A critical review of driving behaviour models: what do we know, what should we do? Michon 
et al. 1985] or walking. During walking, we do not think every time that a step has to be made. One can walk 
and at the same time make a phone call and watch traffic when crossing a busy road. The other, smaller 
part of our behaviour is planned behaviour. Planned or behaviour can be defined as behaviour that is 
thoughtful, reasoned and conscious [Theory of Planned behavior, Ajzen, 1991]. Daily trips from home to work or to 
the super market are often based on automatic behaviour. Most travellers are used to do travelling by car, 
by bike, by public transport et cetera, without consciously making a choice every day. An example of planned 
behaviour is when changing job and planning the route to the new place of employment. 
The advantage of automatic or autonomous behaviour is that is does not take a lot of time, effort or attention 
it is saving brain capacity. The disadvantage of autonomous behaviour is that people do not (re-) consider 
their patterns and habits. Planned behaviour on the contrary takes a lot of time, effort and brain capacity. 
Reasoning is the basis for planned behaviour forming conclusions, judgements and/or inferences bases on 

multiple sources (facts, knowledge, experiences). However, research 
shows that one can never take into account all sources [Thinking, Fast 
and Slow. Kahneman, 2011]/[/Habits as knowledge structures: Automaticity in goal-
directed behaviour. Aarts et al, 2000]. By the way: planned behaviour can turn 
into autonomous behaviour after repetition.  
 
Obstacles in groups and individuals 
However, firstly people should know something about noise and given 

information. Education on noise could be done by the government but also by Non-Governmental 
Organisations (NGO’s) like the national noise societies. Information and education provided by governments 
is often not fully accepted. There are many reasons why people do not embrace the information given by 
the government. The most important constraints to be mentioned here are: 

Figure 4 Maslow 



- Governments tend to inform their citizens rather than consulting and/or involving them or see them as 
“co-decisioners”.  

- Information published by the government is often interspersed with official terms and woolly 
- Among citizens a lot of distrust in government is found. The EUROBAROMETER 2014 was that only 

27% of the citizens trust their National Government.  About 31% of the people trust the European 
Union. Regarding the trust in local government, the EUROBAROMETER 2014 reports that only 43% 
of the European citizens tend to trust the local and regional governments. Denmark, Sweden, 
Luxemburg, Germany and Finland are front runners. More than 60% of their population tend to trust 
these governments.  In Spain, Hungary, Italy and Serbia the lowest trust is found, around 20% of the 
population to trust these governments. 

- Obstacles in citizens like low education, language fluency, living circumstances and other (major) 
concerns according to Maslow, see figure 4. 

- Self-efficacy self-assessment regarding the ability to change behaviour; some people do not believe in 
their strength to complete their tasks or reach their goals 

- Influence of the social environment (etiquette or unwritten rules of behaviour/descriptive or current 
norms or follow the herd). 

- Lack of time, lack of money, lack of interest and/or lack of information 
- Influence of the physical infrastructure (e.g. no public transport available) 

 
Regarding the group of citizens with a low economic social status DeLeon (1991) wrote: Those who are 
most often affected by policies regarding new or revised programmes are the least often consulted’. So this 
should be considered as a target group that needs special attention.  
The communication tools to inform citizens can be divers. Leaflets, brochures, advertorials in newspapers, 
regional broadcasting, internet and social media, all of them are being used by  governments. More and 
more governments have e-desks that can be consulted offering services for citizens and enterprises. 
However, minutes, announcements and summaries are often published in newspapers and for more and 
detailed information one is directed to the websites of the governments.  
 
In most EU Member States, a high percentage of internet users is found. Averaged over EU28 about 72% 
of the people are connected with internet these days. This means that 28% cannot obtain information 
available on internet. In Romania, Bulgaria and Greece about 50% is not able to obtain internet information 
[EUROSTAT 2014]. 
 
Possible approaches  

Changing transportation and travel patterns needs a tailor made approach. Often a combination of soft 
measures and vigorous interventions is needed (carrot and the stick).  Governments should be active and 



set policies in place to force, invite and to entice the public and enterprises to other travel/transportation 
habits.  
The suggestions to amplify interest in noise among policy makers and politicians in the papers referred to 
[Souren et al, 2009] are: 
 To realise connections between noise annoyance and health 
 To realise connections between noise and other environmental issues 
 To realise connections with the media (family and health magazines) 
 To realise connections between the public and policy 
 To realise connections between the different levels of policy 
 T make use of policy windows (incidents, political earthquakes, etc.) 
However, that is just the beginning. Having generated interest in policy makers and politicians does not 
mean that actions will be taken. More is needed, new policies that are enforced by incidents or societal, 
electoral or political pressure. One the one hand this can be achieved by mobilising the general public 
(during elections) and pressure groups that have noise high on the agenda. It can also be achieved by 
persuading the policy makers and politicians. Mobilising the general public can be done using the media 
and social media, informing them about the irreversible health effects of long lasting noise and the economic 
losses at individual and societal level. Citizens can be persuaded to vote for Green parties. Also coalition 
building after election could help to prioritise noise at a higher level. 
When it comes to citizens, it is important to realise that governments are not the ideal marketers because 
of the reasons mentioned before. Even when governments want to initiate behaviour change in mobility 
patterns they could consider to splits the approach into soft interventions and more vigorous interventions. 
The soft interventions could be commissioned to an external party (a NGO or a scientific institute), the more 
vigorous interventions should be implemented by the government. Both partners (government and the 
external party) should make efforts to motivate (groups of) citizens and to reduce or take away resistances 
and obstacles. They must realise that there are different target groups which have different motives, needs, 
behaviour, etc. Ergo, a one size fits all approach is doomed to fail. Designing and employing behavioural 
interventions should be, as mentioned before, tailor made. One should determine the current behaviour of 
the target group(s) by researching their planned behaviour, habits, attitudes, norms, values and self-efficacy.  
Knowing these factors, one can work on solutions and come up with an approach. Important elements in 
this approach are: 

 
Table 2: vigorous and soft interventions 

Government External parties: 
Physical infrastructure  Research in target groups 
Additional legislation Education 
Enforcement and inspection Informing 
Pricing and taxation (Stockholm, London, etc.) Campaigning 
Fiscal and financial incentives (avoiding rush hours) Working with social networks 



Lead by example Persuasion  
 

Costs, political support and practicability, are constraints that could limit these interventions. There are 
numerous methods to develop these interventions and approaches such as Intervention Mapping (IM), the 
PATH and BIT methodology. A description of these methodologies is not included in this Annex.  
Once having developed the approach it is recommend testing it before implementing it in a broader context. 
 
 
Persuasion and enticement 
The story of “The Tipping Point” by Malcolm Gladwell is a story of success of what is called a “social 
epidemic”. It is heavily dependent on the involvement of people with a particular and rare set of social ideas 
and skills. According to Gladwell, in any situation roughly 80 % of the 'work' will be done by 20 % of the 
participants. When it comes to create a social epidemic, Gladwell distinguishes three archetypes needed 
for a social epidemic, the law of few, the stickiness factor and the power of context. Regarding the law of 
few Gladwell distinguishes that play an important role in causing a social epidemic.  
The first archetype distinguished is the Connector, which is a person that has a very large network (more 
than 100 people) and has the habit of making introductions. A connector is like a hub in a computer network. 
He or she knows a lot of people in all kind of domains such as the social, cultural, professional and economic 
domain. A connector is a kind of enabler, linking people from different domains. To illustrate, Gladwell cites 
the following example:  Milgram's experiments in the small world problem 
[https://www.youtube.com/watch?v=mKCDNVNGMqU]. Gladwell states that successes of connectors are due to the 
characteristics of the connector; he or she has inherited the combination of curiosity, self-confidence, 
sociability, and energy [The Tipping Point by Malcolm Gladwell, 2000]. 
The second archetype Gladwell distinguishes is the Maven, which is an expert or specialist in information, 
someone we rely upon to connect us with new information. Gladwell states, “Mavens are really information 
brokers, sharing and trading what they know". According to Gladwell, a maven starts "word-of-mouth 
epidemics" due to their knowledge, social skills, and ability to communicate”.  
The third archetype is the Salesman someone who is persuasive, charismatic and has powerful negotiation 
skills. He or she tends to have an indefinable trait that goes beyond what they say, which makes that others 
to agree with him/her.  
The second crucial element of a social epidemic is the stickiness factor. Messages must have a specific 
character that makes them unforgettable. This is contradictory to the information published by the 
government which is often interspersed with official terms and woolly. The third element is the power of 
context. Human behaviour is sensitive to its environment and strongly influenced. Depending on the place 
and time epidemics can arise. This can be related to the strength of social networks that can play an 
important role when it comes to behaviour change.   

Figure 5: Cialdini's principles 



When it comes to persuasion (a skill that is inherit to the salesman), one should realise that even when 
awareness is enhanced in politicians and policymakers and subsequently attitudes of them are changed, 
the next step can be made by starting influencing the (future) policies. The best way is to be involved in 
those policies as an expert. However, often experts lose out from interest groups that are heading to different 
directions. Therefore, it is crucial to know how influencing and especially persuasion works. This will be 
briefly explained by the next picture which is based on the theory of influencing developed by psychologist 
Cialdini [Influence, The Psychology of persuasion. Robert B. Cialdini, 1993Influence, 1993].  
Influencing could be effective when six principles are used (depicted in figure 5). When negotiating with 
aldermen and policy makers one has to realise that reciprocity is an important element. The politician, policy 
maker or the citizen thinks “what is in it for me”, what do I get? Thus, one has to think and re-think about the 
gift you can offer to them. This could be a newsletter, information or something intellectual. Many options 
are available to fulfil this. The second principle is the principle of commitment and consistency. If people 
commit to a certain goal or idea, they will be likely to honour this commitment due to this desire of 

consistency. From a psychological perspective, it is known that 
people have a deep desire to be consistent.  This could be used 
when influencing (agenda setting) policy makers, politicians and 
citizens.  The third principle is the principle of social proof. This 
principle relies on people's sense of "safety in numbers." For 
example, we are more likely to work late if others in our team are 
doing the same (context) or to put a tip in a jar if it already 
contains money, or to eat in a restaurant if it's busy. Here, it is 
assumed that if lots of other politicians or policy makers are doing 
something, it must be okay. This also applies to citizens. Thus, 
when trying to persuade politicians or policymakers it is important 
to know which authorities have already done what is wanted from 

their own territory. Not only which city but also the number of cities that have already in place what is desired 
to realise.  The fourth principle is “liking”. One seems to be influenced more by people we like. Likability 
arises due to multiple reasons, for instance similarity or familiarity. Companies employ the principle of liking 
a lot as people are more likely to buy from people that are similar to them. For instance, by using sales 
agents from within the community. So, it could be advised to seek for people in the inner circle of the 
politicians or policy makers that are in close connection with those politicians and policy makers that have 
the same conviction which can be involved in the actions to persuade the politicians and policymakers. The 
fifth principle is the principle of authority. This authority can be based on a position as acknowledged expert 
on the domain (maven), job titles, uniforms, and even accessories like cars or gadgets can lend an air of 
authority. People also politicians and policy makers feel a sense of duty or obligation towards people in 
positions of authority. Therefore, things said and done by authoritative persons will be more likely to be 
accepted by people. The last principle is the principle of scarcity. This principle states that things are more 
attractive when their availability is limited, or when one stands to lose the opportunity to acquire them on 



favourable terms. E.g. one might decide immediately if he or she is told that it is the last one, or that a special 
offer will soon expire. 
Conclusions 
 
Changing behaviour in individuals or groups is a complicated process, especially when it comes to changing 
mobility patterns. A tailor-made approach is needed that addresses specific target groups. This approach 
should be a mix of vigorous and soft interventions. As figure 3 shows, many factors play a role when it 
comes to behaviour change. However, regarding soft interventions, one should not only focus on removing 
or reducing obstacles by strengthening self-efficacy (e.g. by offering support, giving positive feedback, 
coaching, etc.)  One should also focus on many other factors such as breaking with old behaviour and 
creating new behaviour by inviting, eliciting or persuading in combination with incentives which can be 
material (bonus, gifts) or immaterial (status, position, award, etc.). Regarding the locus of control, it must be 
stated that this is not easy to change because, this is how an individual is wired. Genes, education, family 
life-style, cultural stability, etc. play a decisive role in this factor. However, it can be modified slowly by 
working on another mind-set [http://www.excelatlife.com/articles/intrinsic_motivation2.htm].  
Gaining interest in politicians and public can be done by practising the recommendations published in 
[Towards sound agenda setting, Souren et al. 2009] / [ How to gain public interest in noise, Lisbon, 

INTERNOISE 2010, H.Wolfert et al.]. Regarding interest and 
awareness, one should realise that use of social scientist and third 
parties such as NGO’s is expected to be more productive when it 
comes to soft interventions. Governments are the actors to 
introduce the more vigorous interventions. So, all these three 
parties should define and implement both types of interventions 
aimed to gain more interest and awareness. Education plays an 
important role in behaviour change. Learning by doing, especially 
when the stuff or exercises is repetitive, seems to be more 
effective then passive learning. Education is aimed to learn good 
behaviour and maybe also to unlearn bad habitual behaviour. 
Self-knowledge and self-persuasion are important determinants 

and important for this learning process. Informal learning and modelling or social learning, by imitating or 
copying behaviour of role models seems to be more effective than formal learning, especially in children, 
teenagers and young adults. Using games (gamification) a rather new instrument could be helpful in learning 
as well. Education should address two levels (cognitive and intuitive) and should be aimed at previous 
identified target groups.  Having interest and knowledge is one, having environmental consciousness is 
something else and does not automatically follow from the aforementioned. Affecting awareness can be 
accomplished by working in social networks (clubs, schools, unions, churches, etc.) especially when it 
comes to descriptive norms (influence of bystanders and groups). For instance, by reprogramming the 

government

NGO's

behaviuour change

social scientists

Figure 6: collaboration model 



group, introducing new and renewed norms and values and by cleaning up the mess (re: broken windows 
theory). Even injunctive norms (how to behave) can be modified by change of the (social) environment. 
Motivation (intrinsic and extrinsic) is often intertwined with a lot of other factors depicted in figure 3. When it 
comes to intrinsic motivation (personal satisfaction with results and achievements), often based on 
education, spiritual background, needs etc., it is not easy to change this.  Change of extrinsic motivation 
seems to be somewhat easier by setting goals, rules or offering incentives (compensation, bonuses and 
rebates).  All of the factors depicted in figure 3 are intertwined with each other and do influence each other 
and vice versa. As already stated, behaviour change is not a linear process but a complex process with 
many ‘switches’ that can be operated. 
The method described by Gladwell can also be used for starting an outbreak of public epidemical and 
contagious change in mobility. Therefore, one needs to identify the three types of archetypes, the stickiness 
factor and the appropriate context. The Cialdini’s principles can be employed in influencing politicians and 
policymakers but also to persuade individuals and groups of individuals, or society. The six principles must 
be transposed in principles that will work. Likeable persons (ambassadors) preferably with an authoritative 
status should be deployed for this. Also people with either one of the principles (likeable, authority) can be 
deployed for this. Sustainable mobility behaviour should be rewarded by society and authorities.  Pilots and 
experiments in sustainable mobility could make people curious, interested or even jealous. The principle of 
scarcity and that of commitment and consistency is a more challenging principle.  
The negative image of public transport should be changed by traveller organisations and providers jointly. 
Improvements should be made to make public transport more safe, secure, frequent, comfortable and on 
time. Offering all kind of facilities such as WIFI, shelter, information, sufficient seats, etc. 
Note:  Be careful how to use the six principles – it is very easy to use them to mislead or deceive people – for instance, to sell products at unfair prices, or to exert undue influence. When using approaches like this, one had to make sure that it is used honestly, by being completely truthful, and by persuading people to do things that are good for them. If persuading people to do things that are wrong for them, then this is manipulative and unethical. A good reputation takes a long time to build. But, one can lose it in a moment! 



 


