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Research Summary—

Bicycles, Cultures, and Communities
Goals

The goal of this literature search is to better understand bicycle cultures and subcultures in the context of communities, as well as how transportation choices are influenced by socio-economic factors such as gender, race, ethnicity, and economic class.  By better understanding the cultural and social dynamics of bicycling and transportation we hope to create programming and outreach that is culturally and socially relevant, effective at encouraging behavior change, and sustainable over time.  

This search also includes a review of literature related to the new fields of Environmental Psychology and Community-Based Social Marketing (CBSM).  In contrast to traditional education and awareness campaigns, CBSM theory advocates for an approach that aims to induce specific behavior changes.  With the help of CBSM theory we hope to create outreach programs and marketing messages that effectively increase biking and walking trips while decreasing personal car trips.
Terms

For the purposes of clarity, the following terms are used throughout this summary to refer to types of bicyclists, bicycling cultures / sub-cultures, bicycle communities, and demographic groups:
Recreational Riders

Refers to individuals and groups who ride primarily for non-essential, recreational, or social trip purposes.  Examples:
Competitive Cyclists
Refers to individuals and groups who ride primarily for non-essential, recreational trip purposes, and who do so in the context of competition with other individuals or groups.  Examples:  

Utility Cyclists 

Utility cyclists are those who ride primarily for essential trip purposes, such as the work commute or for groceries and other errands.  Examples:  
Bicycle Advocates and Enthusiasts

Bicycle Advocates and Enthusiasts are those who ride for essential and/or non-essential trips, and who also advocate for bicycle facilities, bicyclists rights, or bicycling as a positive lifestyle choice.  Examples:
Car-Free

Environmental / Social Activists
Road Racers / Weekend Warriors

DIY Kids 

Bike Messengers

Young / Urban Bicyclists 

College Students

Recumbent Riders

9-5 Commuters (by choice)
Commuters (other times / locations)

Include Leisure Types / Networking Types?
Limitations

While there has been considerable research done on socio-economic factors as they relate to transportation access, little has been done on the specific interactions between socio-economics and the cultures and subcultures of bicycling.  There also appears to be a gap in the research related to race/ethnicity and transportation mode choice (as opposed to access).  Similarly, I was unable to find sufficient demographic data related to cycling trends and subcultures in the United States (some data was available from the UK and Denmark), though a number of news articles gave anecdotal evidence.  Much of the literature included in this search refers to informal social groupings by interest or trip type (i.e. “Environmentalists” and “Bicycle Commuters”), but does not go so far as to examine these at the level of demographics or culture.  However, these studies will still be helpful when attempting to understand the barriers and limitations different types of cyclists face, as well as the communities and networks that form around specific sub cultural groups.
Areas of Focus:

· Understanding and engaging bicycle cultures, subcultures, and communities.
· Socio-economic and cultural factors (i.e. gender, age, race, ethnicity).
· Marketing and promotion, including community-based social marketing (CBSM) programs and related research.
· Bicycle-related trends, groups, resources

· BEST PRACTICES—Programs and events (local, regional, national, international).

Understanding and Engaging Bicycle Cultures and Subcultures
· In the United States bicycles are seen primarily as a children’s toy or a recreational tool (Furness 2005, Rosen 2008).  
· For some “recreational riders” bicycles constitute a physically and socially important athletic activity that is not limited to a single type of rider or style of riding, but in fact includes a number of distinct subcultures (Furness 2005, Rosen 2008).
· For a relatively small subset of the American population bicycles are seen not as recreation, but as a utilitarian technology.  These individuals are commonly referred to as “utility cyclist” and like recreational riders, they ride bicycles for many different purposes (Furness 2005)
· For many recreational and utility cyclists, bicycling is more than an athletic pursuit or a mode of transportation, it is a lifestyle choice.  Sometimes it is also a political or social statement (Furness 2005)  
· Those individuals for whom bicycles play a socially or politically important role are often referred to as “bicycle advocates” or “bicycle enthusiasts” and they have many different underlying value systems (Furness 2005)
· A number of subcultures of utility cyclists and bicycle enthusiasts equate bicycle use and alternative transportation with a growing “green movement” toward environmental sustainability and social equality (Batterbury 2003)
· These individuals often belong to transit and environmental groups which constitute powerfully connected social networks (Batterbury 2003)
· The importance of these networks is that members tend to share values and to build trust among one another, making them different from other networks—for example, those based on workplace or neighborhood group (Batterbury 2003)
· The proliferation of these networks aided by new communications technologies coincides with a greater level of participation in planning and policy measures—for example, the sustainable cities movement, and its effort to involve citizens in planning via citizen groups (Batterbury 2003)
· Engaging these networks is one strategy that has proven effective for making changes broadly, as they tend to inform policy in a meaningful way and spread the reach of messages beyond what governments alone could do (Batterbury 2003)
· In collaborations between government and non-governmental groups it is important to maintain momentum by making sure that all groups benefit equally from partnerships (Batterbury 2003)
· Opportunities to connect official politics (those who hold power) with local residents can attract a wide range of stakeholders and can also provide significant publicity opportunities and press coverage (Batterbury 2003)
· The status of bicycles as tools for recreation rather than as a mode of transportation in the United States poses unique barriers to making bicycling a broadly appealing transit option—since it is not seen as a “social norm” as such (Daniel and Rietveld 2004) 
· This barrier is one of perception, and can be overcome with outreach and promotional efforts that help to create a social norm, both at the level of government policies and at the level of community (Batterbury 2003, Daniel and Rietveld 2004)
· It has proven effective amongst certain groups—particularly young people and those in middle income groups—to promote the logical aspects of bicycling, such as the economic savings and environmental benefits (Daniel and Rietveld 2004) 
· It has not been effective to promote the negative impacts of driving, but rather, to remain positive about the benefits of cycling (Daniel and Rietveld 2004)
· Another successful strategy put forward by bicycle enthusiasts and their organizations is to encourage a distinct “bicycle culture” which appeals to individuals on the level of emotion, rather than facts and logic  (Daniel and Rietveld 2004)
· This strategy has proven effective at building communities and social networks amongst bicycle enthusiasts, especially those who are part of a youth demographic (Daniel and Rietveld 2004)
Socio-economic and Cultural Factors

· The generalized cost of cycling and other modes of transportation include tangible costs, as well as intangible costs such as travel time, comfort, perceived safety, risk of bicycle theft, and personal safety & security.  Research indicates that individuals will not make a mode shift until the costs (both tangible and intangible) are perceived to be in balance with one another. (Daniel and Rietveld 2004)
· In addition to topography, travel time, climate, and density – socio-cultural factors appear to play a role in mode choice—for example, the desire town a car for the purposes of signifying social status and economic achievement, or conversely, the decision to ride a bike to advertise one’s membership in a group of environmentalists (Daniel and Rietveld 2004)   

· Cycling seems to be a travel alternative that has a lower (or higher) probability of being included in the choice set of immigrants with a different cultural background than the prevailing norm—for example, individuals from countries where cycling is even less common vs. those coming from cultures where cycling is a social norm (Daniel and Rietveld 2004)  
· In the United States biking and walking are used primarily for social and recreational trips (Pucher and Renne2003)
· Few travelers rely on biking and walking for shopping trips because these modes are not well suited to carrying packages (Pucher and Renne2003)

· In many cases shopping facilities are located far from residential neighborhoods  (Pucher and Renne2003)

· There is enormous variation in travel behavior from one region to the next, and most transportation studies tend to mask this (Pucher and Renne2003)

· Two variables that seems to effect the mode share of walking and cycling more than others are access to transit and access to automobiles (Pucher and Renne2003)

· An increase in income generally correlates to an increase in travel (trip frequency and mileage covered) and where there is little or no access to rail transportation, this leads to an increase in individual car trips (Pucher and Renne2003)

· Lower income tends to equate with lower mobility, be it because of barriers to car ownership, reliable public transportation, or distance between work and home (Pucher and Renne2003)

· Income is the primary determinant of automobile ownership, which is itself the primary determinant of modal choice (Pucher and Renne2003)

· According to statistics, a car is one of the first major purchases that a household makes once it has reached an income level which allows for such purchases  (Pucher and Renne2003)

· Transit systems often neglect the special travel needs of low-income residents.  Low-income neighborhoods suffer from inferior service, excessively high fares, overcrowding, and routes that do not match desired trip patterns  (Pucher and Renne2003)

· In contrast, services to higher-income areas tends to be faster, more direct, and less crowded  (Pucher and Renne2003)

· Higher-income residents tend to prefer rail transit to busses, and the refocusing of public dollars from bus service to rail has had a negative impact on service to and from lower-income areas (Pucher and Renne2003)

· Pedestrian mode share is concentrated in the lower-income groups, but bicycle use is distributed evenly across economic groups roughly in proportion to their share of the population  (Pucher and Renne2003)
· Low-income residents make significantly shorter walk and bike trips than high income residents – perhaps due to the recreational nature of cycling (Pucher and Renne 2003)
Community-Based Social Marketing and Other Promotional Programs
· Education programs and awareness campaigns are often ineffective because they do not address the motivations for behavior change; instead they focus on attitude shifts which may not be sustainable (Tabanico and Schultz 2007).
· Attitude change does not equal behavior change, and in fact, studies show that attitudes shift much more readily than behavior—proving that extra motivation via a different approach may be needed (Tabanico and Schultz 2007).
· In order to induce a change in behavior, CBSM theory states that first one must identify a specific behavior, and then must address barriers to that change using proven behavior change tools (Tabanico and Schultz 2007).
· Some of those tools include: Reciprocity (giveaways and incentives), Commitment & Consistency (making small commitments to change via verbal or written agreement), and Social Proof (normative information—what other “normal” people are doing) (Tabanico and Schultz 2007).
· The CBSM approach has been used to successfully change a variety of behaviors, from recycling habits to proper tire maintenance (Tabanico and Schultz 2007).
Bicycle-Related Trends, Groups, Resources

Local and Regional Bicycle Groups, Resources, Programs and Events

BEST PRACTICES—Programs, Events, Outreach & Marketing Efforts

General Notes

Needs for Further Research

More research needs to be done in the areas of mode choice as it relates to socio- cultural factors—for example, how (or where) does biking and walking fit within the individual and collective lives of various demographic groups?  More research could also be done to understand bicycle cultures and subcultures.


Questions Raised

The primary questions raised by this research, either individually or in aggregate, is how important IS culture?  Are we sending the wrong message when we promote biking and walking across all groups as the “right” choice—be it for economic, health, community or environmental well-being?  Are we missing opportunities when we don’t try to understand and work with various groups of people to develop materials and messages that make sense in the framework of existing cultures and communities.


Some Things to Keep in Mind

