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JANETTE SADIK-KHAN 49, cut through the congested knots of Manhatfé
“traffic with a novel concept: Close some roads to cars. Green Light for
Midtown, a project-launched last May, has turned lanes of Broadway.ip Tim
Square and Herald Square into pedestrian zones—and sped up traffic.

V Half amillion people go through Times Square each day. it’s 90% pedestri-
ans and 10% vehicles, yet 90% of the space has been allocated to vehicles. ’ln

of streets, in-demand public space, and another mtlhon people expected t
.come here in the next 20 years, we can’'t accommodate everyone by just
triple-decking our roads. We're changing our streetscape’s DNA with more
trees, benches, and good design, and with bus and bike lanes and pedestrian
- areas, so that it's about more than just moving cars from point A to point B.

 These changes improve the flow of the city, better people’s health, and
it’s also great for the environment. We're not going to be able to maintain
/th‘e quality of life and the economic attractiveness of world-class cities by:
continuing to jam more and more traffic and congestion through them.” .




has :

“More and more peopie are Iwmg inci es, where more than 40% of households don t have acar..That perceutage is mcreasmg, people
are giving up on ownership. We'asked, How can we provide individual transportatlon to those who cannot or do not want to own a car?.

Car2go lets people rent a Smart vehicle by the minute, hour, or day, and each one mclud_es fuel, insurance, and cleaning. Eighty
percent is spontaneous, meaning without reservations, and 90% of the time, cars are picked up in one spot and dropped off in another.

This flexibility allows us to reach the next generation of drivers. Thirty percent of our users in Ulm are between the ages of 18 and
25, and another 30% are between 25 and 35. Austin has 55,000 students downtown. They're not going to a Smart or Mercedes dealer-
ship to buy a car. We want Car2go to be profitable on its own, but if'it generates some brand loyalty that transfers to car purchases
when people s situations change, obviously we would be delighted.”
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KERSTIN HANSON, 43, developed a “CO, pedometer” |

~application for cell phones, which measures commuters’
~carbon emissions. {nspired by the data, Hanson's test group

altered its behavior and reduced its carbon footprint by 30%.
“The main reason people drive to work aloneis because”

“ - that's what they usually do. We want'to promote efficient
- transport solutions, and sometimes public transportation is
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the right option, which helps frée up the roads for drivers.

- With the pedometers, we wanted people toomake a”
‘conscious choice by visualizing the consequences of their'

drwmg habits. People suddenly start to think, Mayb f.don’t

- heed to take the car ‘today. In business, what geots measured
“ gets done, andit’s the sapie for mdmduals People feela
senseof accomphshmen! in reducing their CO ‘emiss

_and even compete with colfeagues to see ‘who can rediic
the-mbst. elets.us use‘thevcarrot mstead of the

peop!e change thei '
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>LONG BEACH, CALIFORNIA
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Create a Smooth Transition
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Take Health to the Streets

GRANT HARRISON, 45, created B-cycle—automated kiosks that let riders rent bikes at prices
akin to mass transit—at Humana, in partnership with Crispin Porter + Bogusky and Trek.
The national rollout will bring 50,000 bikes to a dozen U.S. cities in the next three years.

“Health-insurance companies have to change. We can’t focus solely on policy reform;
we're hoping to become a health-creation company. The focus for us is to make fun things
healthy. Fifty percent of people drive to work less than 5 miles in their cars. They could be
doing this on a bike. If somebody starts commuting this way, within a year, he or she will
have lost 13 pounds on average.

When we launched our companywide bike-sharing program, 2,400 of our 10,000 employ-
ees signed up to use the bikes within the first six weeks and 12% of those people hadn’t ridden
in years. When you get people on two wheels, you unlock this feeling of being a kid again.
Biking is going to be a great advocacy source for change for cities and for health as well.”
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‘ Create a Cooler
> Creative Director Alternative
METRO DES]GN STUDIO MICHAEL LEJEUNE, 45, heads

>L0S ANGELES, CALIFORNIA a 20-person in-house design
studio tasked with bringing

more riders aboard L.A.’s
public-transportation system.
He led the campaign design
for this summer’s expansion
of Metro Rail’s Gold Line, a
light-rail line that connects
Pasadena with downtown
and East L.A.

“Public transportation has
never been a cool idea in Los
Angeles. We probably have
the worst traffic in the
country, and people regu-
larly commute two hours or
more a day, yet drivers of all
stripes steadfastly cling to
their cars. Our goal is to
make Metro cool.

To compete in one of the
most media-saturated cities
in the country, we're trying to
inject a sense of fun and
personality, like the herb-
seed packets we’'ll slip under
the ticket windows to fre-
quent riders. For our weekly
passes, we designed 52 dif-
ferent colorful and typo-
graphically beautiful cards,
with a different green tip
printed on each. To get peo-
ple excited about the Gold
Line, we designed T-shirts
that show the light-rail
entwined with the colors
of the different Metro lines.
It's about getting people
to engage with the brand
more and then get out of
their cars.”
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