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CHAMP CYCLING COMMANDMENTS 

 

Based on the wealth experience gathered within the project, the 
CHAMP partners have compiled 12 Cycling Commandments to 

help you on the road to becoming a CHAMPion cycling city. 

 

 

BECOME A CHAMP 
 

 

 

 

 

 

 



BECOME A CHAMP 

Be analytical, know your numbers. Collect quality 

data and understand your baseline. 

 
“It is worth the effort & time to 

make a cycling account. If you 

do not know the baseline, it is a 

big risk that you prioritise the 

wrong things” 

Anna Åhlgren, Örebro 

municipality 



BECOME A CHAMP 

Engage with others. Get their help to see the problems 

in your city and learn from their experiences. 

 

 



BECOME A CHAMP 

Consider the problem before finding a solution. Don’t 

fall in love with a measure before you know it 

addresses the problem. 

 

 

Aim for “Ambitious yet realistic 

measures that you will be able 

to implement according to 

plan.” 

Mojca Balant, UIRS 



BECOME A CHAMP 

Optimise cycling’s position on the political agenda. 

 



BECOME A CHAMP 

Make someone a leader. Find a voice for cycling 

through somebody prepared to push things forward. 

 

 



BECOME A CHAMP 

Extend the scope of your cycling work. Forge links with 

other policy fields and transport modes. 

 

 

 

How do you feel your 

physical condition (cardio) 

has changed? 



BECOME A CHAMP 

Administrations should be challenged! Break down 

barriers that prevent you from progressing. 

 

 



BECOME A CHAMP 

Create an impact. Don’t be afraid to think and act 

outside the box. 

 

 



BECOME A CHAMP 

Highlight & optimise existing infrastructure. Be 

opportunistic: make the most of public spaces, events, 

people and networks. 

 

 

 



BECOME A CHAMP 

Assure you are well prepared to carry out measures. 

Plan well. Test-monitor-evaluate-improve-repeat.  

 

 

 
Be sure to repeat campaigns to 

capitalise on the cumulative 

effect whilst improving on the 

previous campaign and 

maximising its impact. 



BECOME A CHAMP 

Marketing techniques such as sampling, branding and 

segmentation should be used. Keep messages 

neutral, targeted and positive. 

 

 

 



BECOME A CHAMP 

Play the media. Sell them good stories, maintain a 

good image for cycling and celebrate your 

achievements. 
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DATA 
 Performance Analysis Tool: 

 Bicycle accounts,  BYPAD 



STRATEGY 
 Quick wins 

 Arguments to convince stakeholders 

 Exchange programs 

 How to develop & maintain an 

effective strategy over time 

 Next steps & aspirations 



Quick wins for cycling 

• Conduct a peer review 

• Appoint a cycling officer  

• Understand political priorities  

• Set up a bicycle account 

• Establish partnerships 

• Be opportunistic 

• Optimise existing facilities 

•  Increase the visibility of cycling 

•  Use role models. 

•  Write press releases 



Arguments to convince stakeholders 

• Demonstrate what can be achieved – present pictures, 

FACTS and figures about cycling in CHAMP cities.  

• Forge links with neighbouring cities and arrange 

exchange visits with cycling tours.  

•  Involve politicians, stakeholders and cyclists  - hold 

forums and make them feel part of the process. 

•  Go for quick wins  which can give you quick results at 

little cost.  

 

 



Developing & maintaining a cycling strategy over time 

Developing a strategy:  Have a clear vision 
    Prioritise measures 

    Be inspired 

 
 

Gaining support:  Understand priorities 
    Engage with politicians 

    Seek cross party support 

      Listen to stakeholders   

 

 
Maintaining a strategy: Monitor & evaluate 

    Employ a cycling officer 

    Link to relevant policies 

    Refresh regularly 

    Recognise break points 
    Keep contact with others 

    Communicate 
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Optimising the network 

Make the most of what already exists. Promote alternative routes 

on congested areas of the network, new or improved routes & 

provide integrated signage & parking 

 

 

 

• Groningen smart routes 

• New cycle junction, Kaunas 

• Cycling to the MELA festival, 

Edinburgh 

• Innovative parking solutions in 

Groningen city centre 

• Residential bike parking pilot in 

Edinburgh 

 



Cooperation & partnerships 

Maximise the impact of your cycling measures by forming 

partnerships and working in cooperation with others. They can 

provide leadership, specialised skills contacts and widen the 
scope and reach of your project. 

 

 

 

• Strategy for involving users &         

stakeholders, Bolzano 

• Cooperation with the university in 

Burgos 

• Use of NGO volunteers, Ljubljana 

• Working with festival organisers, 

Edinburgh 

 



Communication & promotion 

Choosing the right messages for the right target group, delivered 

in the most effective way will make your campaign a success 

and get more people cycling! 

 

• Identify your target group 

• Employ a marketing company 

• Test your message & material 

• Evaluate 

• Use the media 

 

 



Coexistence 

Harmonious coexistence in shared space is essential for cycling 

to be an appealing and pleasant way to travel. As the number of 

cyclists in a city increases, so does the potential for conflict with 
other modes 

 

CHAMP cities Bolzano, Burgos & 

Ljubljana ran awareness raising 

campaigns aimed at improving 

coexistence between cyclists and 

pedestrians. All campaigns were 

well supported by local politicians 

who saw the issue as being of great 

importance.  
 



Cycle promotion at events 
Following the successful promotion of cycling in conjunction with 

the Edinburgh MELA, a checklist has been compiled to help 

others get the most for cycling at existing events 

 

1. Campaign preparation 

        Plan communication, consider details 

2. Campaign design 
          Identify target & area, use different tools 

3. Check! 

        Check timings & get permission 

4. Implement information 

       Time info release, use existing publicity 

5. At the festival 

        Position & present stand well, collect data 

6. Afterwards 

        Plan for follow up activities 

 

 

 



Bicycle parking 

In order for people to consider making a journey by bike, they 

need to know that there will be adequate, secure and 

convenient bicycle parking available at their destination.  
Parking facilities should respond to increasing numbers of cyclists 

 
• Innovative parking solutions in 

Groningen city centre 

• Enforced parking at the university, 

Groningen 

• Residential bike parking pilot in 

Edinburgh 

 



Any questions? 


