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Explaining modal split by a top-down, lifestyle-based segmentation approach: Evidence from

a Swiss tracking study

Based on the tracking data from the first of the two tracking months
(observation phase) and the surveys conducted within the MOBIS
project [1] we investigate the effect of Otte’s top-down, lifestyle-based
segmentation approach [2] on the share of car, public transport, bike
and foot in the total average daily distance travelled. Results of a linear
regression analysis show that when controlled for income, education,
age and gender belonging to the group of home-centred has a positive

effect on the car share, while it has a negative effect on the share of
public transport. Other lifestyles from the Otte typology do not have a
significant effect on the share of transportation modes in the total
average daily distance travelled. For designing tailored interventions,
our results suggest that home-centred are an appropriate target group
for campaigns to reduce their car use and promote the use of other,
more sustainable means of transport.
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the share of transportation modes in the average daily
distance travelled. m Car ® Publictransport m Bike Foot
Otte’s lifestyles Preliminary findings
Modernity / biographical Car Public transport * Belonging to home-centred group has a positive
- ffect on the car share.
perspective €
B P B P * Belonging to home-centred group has a negative
traditional semi- modern Traditional workers 014 430 -.020 275 effect on the share of public transport.
modern Home_(.:entred . 037 048 -046 021 *  Models explaining the share of bike and foot are
Entertainment-oriented ~ .025 174 -.036  .060
high CONS LIB REF Conventionalists 025 154 -018 321 not associated with sufficiently high explanatory
Hedonists .004 .842 -.017 410 power in order to draw conclusions regarding the
(1.6%) (16.4%) (13.4%) Conservatives -.020 263 .027 137 determinants of those shares.
E Liberal_s -.023 238 .007 730 * Home-centred are an appropriate target group for
g middle CONV ADV HED Eig:;;ves -823 (8)8; -6()62()8 ‘1];(]) campaigns to reduce their car use and promote the
z . - . : ' use of other, more sustainable means of transport.
S (2.2%) (28.8%) (20.1%) Education -.104 .000 .103 .000
= Age .026 139 -024 174
=
Sex .016 364 -.021 252
low TRAD HOME ENT adj. R? 018 018
(1.4%) (9.5%) (6.7%) F 5.962 5.623
N 3'306 3'058

TRAD = traditional workers, CONV = conventionalists, CONS = conservatives, HOME =
h N 4, ADV = advanc
HED = hedonists, REF = reflexives
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