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1. Introduction
[

Introduction A ARRADLUSTA was a project idea
cycling in Germany
A Itincluded an Exhibition and a publication of 100 pages
A It was supported by Federal Ministry of Environment (BMU)
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1. Introduction

Introduction

A Key question: ﬁH 1

n
peopl e on he Dbi

A We need new approaches to
promote the bike

A Main focus on urban everyday
cycling

A As any other product, cycling
needs professional advertisement
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2. Objective and Motivation
.

A Main objective: increase bicycle

share
abjﬁrcti\_/e& A The bicycle is the most common
O technical mode of transport
worldwide

A In Germany more than 80 % of
all households own at least one
bicycle

A This potential must be activated
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2. Objective and Motivation
.

A Inspiration by the professional
advertisement of car manufacturers

A Investing in cycling infrastructure is

Objectives & not enough and often overestimated
Motivation

A Only talking about cycling lanes,
accident-statistics and general
constraints bores and demotivates
people to bike

A We have to reach their emotions

A RADLUST appeals to the passion for
cycling
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3. Strateqgy
e

A Positive feedback from visitors of our
exhibitions in Cologne and Munich

A But too often constraints dominate
peopl eds mind
A Need to change the image of the bike ,.Z’

Strategy
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3. Strateqgy

A A role model for our campaign
IS car advertisement

A There is no other product in
the world on which industry
spends more money for
advertisement

Strategy

A The bike has no chance to
compete with the car only by
arguing with facts and figures

A Therefore we need
professional communication
for cycling
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3. Strateqgy
e

A Creation of a new image for the bike

A Emotional advertisement vs.
rational arguments S ST e

» Advertisement can do it «

advertisments made for
automobiles from the television,

A Demonstrate the fun of cyclin —— ) UL SOSSR oi ol megerines o poster
y g [ Thats how the autmobile comes

= : into the focus of consumers-

wishes and transport-politics.
Advertisers of bicycles will have

to invest, so that politics and

| bicycle-industries will get the

Strategy | A New approach for politics: .
A Talk less about infrastructure E ' -

A Start a broad communication 4
I ; ¢ ; ¢ Troisdorfertun es 45.917 mal taglich
campaigne to motivate people reafeldtor ot R T

A many million people could — when
they want to- climb on their bicycles.
But they have to desire it first.
Wishes and desires of people are
offered through advertisements.

A Creation of a new cycling cult

RADLUST — Informations on cycling communication

University of Trier



v~ www.radlust.info




4. Qur Products

»Auftankep,

In dep Nature

»’b 9 bringe

"//f 1f dem O

2Nn.«

Products T et L ien)



b o

Boarding and take-off — Feel the exitement of natural movement.
Accelerate = Surrender to the fresh head wind, enjoy the view, look
back and move forward, change directions, free your mind and soul.
Sense the vibrance of the city — with passion.

City-Cycling - a Feast for Your Senses

& Radlust
www.radlust.info




4.1 City Cycling

spontaneous

flexible

Products stress-free




... IL IONGS for being

SXPErIenNced:«
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»Proof of City Mobility«

Shopping, promenading, strolling around,
chatting, experiencing, marvelling or simply
drifting through the day - the bike,
unlimited focus of prestige!

=\
7] Wi\ nanl“st
\

www.radlust.info




fitting into regional
context

Products
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4.2 Nature & Environment

Introduction

Objectives & romantic

: 8 It.cannot stbp g obaf 2 ?
Motivation warming, but it'slows it} .
down, \ ———

good for environment \ I

ons

Strategy andia climate of Comforta ™

not moralizing

Politics

Vision







4.3 Generation

cts«

yActive Together — g

Radlust Conne
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action - =

Independence

Products

brings generations
together




»Active Together — Radlust Connects«
> I R

Cycling means a lingering desire for adventure and
mobility. Shared cycle-trip experience, a sense of
community and a good chat stand for a good

quality of life.
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4.4 Technology

»Show Profile«

»Clever. Geniu_s.
Proofed a Million Times. «

fascinating
technology

Individualistic

Products

fresh slogans







»Clever. Genius.
Proofed a Million Times.«

» It's simply not enough for technology to
function. It has to fit its [time and] environment.«

Gero von Randow,
Scientific Journalist

A 74 &X
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4.5 System

}
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»Think Business«
»| Have a bream ... — A
cle path.

‘ ! '/

wutobah, 3
S 350 km
tructyre,

Modern city planning
starts with
peopl eds
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.. of a Sharper Political Profile!«

To make it easier for decision makers in politics and planning to setup
cycle friendly regulation frameworks.

To enable a cycle friendly atmosphere in a modern mobility-management.
Not just for the traffic's economical and effectiveness sake.

So that intelligent interfaces between public transport and cycling can
develop. e.g. easy bike entrainment.

Radlust Makes Sense.

-*f\x

2 www.radlust.info

For Everyone.




5. Politics

A Campaign: pilot scheme
for bicycle advertisement

A Political support to realise
a nationwide campaign

I broschures and posters in
public space

I television and radio spots
I advertisement on a national
level
A Convincing decision-
makers, media and
cycling industry Is
fundamental

Politics
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5. Politics

A We can | ook at every [ ac
and the sky, while car drivers only get to see

the section through the windshield.

Furthermore we smell more, from the scent

of coffee to the smoked mackerel in a nearby

beer garden. o

A Passion and joy of cycling are main topics

Politics

A Tocreateafibi cycl e cul tur eo
those best practice cases are needed
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Introduction

Objectives &

Motivation

Strategy

Products

Politics

6. Vision T We have a Dream

Outlook campaign:

A High amounts of funding will be invested in communication
A Our exhibition will circulate all over Europe

A The media will focus on RADLUST

Z“y Germany in 2015:
; A Germany beats Holland
35:30 (bicycle share)
(& A Movement and flexibility
Instead of hectic and stress

A increase quality of life
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Results

A The Exhibition A FRG Government

was showed in reacted with an own
about 120 cities campaign for ZEM
iIn Europe (Zero Emission
A About 600.000 Mobility)
Visitors saw it A Now RADLUST.2 is
R Several TV avalilable as a new

shows exhibition
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