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Cycle 21 Campaign - Final report 
 
Campaign design 
 
The GAP Youth Panel set out to design and run a campaign in 2020. Originally starting as a large 
group in the London GAP offices, and then meeting virtually due to the COVID pandemic, we 
spent many months going back and forth between ideas. We decided to run a cycling campaign to 
get more young people on bikes. 
 

 
Background 
 
The rationale for our campaign was that cycling still only accounts for <2% of which a majority of 
them are made by car. Another important rationale for our campaign was that 67% of journeys 
made in 2018 were under 5 miles, and these were predominantly taken by car. We therefore 
wanted to focus our campaign on tackling these short commuting journeys.  
 

 
 

We know that cycling improves air quality, public health and ensures mental wellbeing, so we 
wanted to create a campaign that encouraged more people to get on bikes for those short 
journeys which really don’t need to be done in the car.  
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Originally pitched as “Cycle 20 in 2020”, we wanted to run a campaign encouraging an increase in 
<5 mile/20 minute journeys taken by bike instead of cars. Our broad aim was to get more young 
people (20-30) to take up cycling for their commute into work, to see it as a fun form of exercise 
and not just a form of transport.  
 
As we progressed through our campaign design, and deliberated a lot about what the campaign 
would look like, we were fast approaching 2021. We decided to keep our campaign’s broad aims 
but called it “Cycle 21” to match the year and also neatly based around the saying: “It takes 21 
days to build a habit”.  
 

 
Audience 
 
We decided to go with a young audience, but focussing on the age that young people start to 
develop commuting habits as they go to university or start their careers. We also wanted to focus 
on reaching these young professionals who did not identify with the riding community. 
 
We found a study that showed that people in the 20-29 year old age group did not take as many 
cycling trips as some other groups. 
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https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/
821842/walking-and-cycling-statistics-2018-accessible.pdf  
 

 

Barriers 
 
Through our campaign we wanted to address the barriers that young people have to cycling, 
which we identified as: 
 

 
 

 
 
Campaign description and aims 

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/821842/walking-and-cycling-statistics-2018-accessible.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/821842/walking-and-cycling-statistics-2018-accessible.pdf
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The Cycle 21 campaign was a 21-day challenge to get young people to develop a cycling based 
mindset.  
 
The vision for our campaign was to create a community of young beginner cyclists who value the 
connection between cycling and what’s good for you and the planet.  
 
Our mission was to provide young people with the tools and resources to adopt a cycling based 
lifestyle.  
 
Our specific campaign aims were: 
 
 

• Encourage more 18 - 35 yr olds to adopt a cycling-based lifestyle through a 21 day 
challenge. 

• Motivate young people to cycle to work or university  
• Provide tools and resources to help people to get, ride and look after a bike  
• Encourage people to raise awareness in their networks and to take action in order to 

make cycling more accessible 
• Breakdown the barriers people associate with cycling 
• Create a community of young cyclists  
• Connect cycling with what’s good for you and what’s good for the planet. 

 
Campaign delivery 
 
The Cycle21 campaign ran from the 1st to the 21st of May, although a lot of time was spent by 
the Youth Panel getting all the assets ready in advance and publicising the campaign widely. 
 

Publicity 
 
The Youth Panel publicised the Cycle 21 campaign by getting in touch with various organisations 
including youth organisations, universities and student bodies, environmental and cycling 
campaigns and sending a comms pack to help get the word out. 
 
The comms pack consisted of: 

• A press release 
• Example social media posts 
• Some social media graphics 

 
A paid targeted ad also went up on Instagram to get the word out ahead of the campaign. 
 

 
Campaign assets 
 
Our campaign consisted of a 21-day challenge calendar which young people taking part could 
download to join the campaign either on their phone or desktop. Each day had a prompt to get 
people to adopt a cycling based lifestyle through daily challenges including doing short cycle rides, 
learning about bikes, engaging with their employer/university on cycling infrastructure, finding 
local cycling schemes… 
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The calendar was accompanied by daily Instagram posts from the GAP account engaging with the 
challenges, as well as posting facts about cycling. We used the #Cycle21challenge hashtag.  
 

 
 
 

We also developed some online toolkits to help people learn how to get a bike, look after a bike 
and ride a bike.  
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Campaign outcomes 
 
Before launching the campaign, we put together a monitoring and evaluation plan. In this plan, we 
identified a series of key performance targets to measure success against. These were framed 
around 4 key aims for our campaign.  
 
With the help of GAP, we were able to pull some outcome figures to measure what the campaign 
achieved. One of our methods for measuring impact was through a start and end survey that was 
automatically sent to everyone who downloaded the Cycle 21 calendar. Unfortunately, we did not 
get enough responses to these surveys to accurately measure how many people actually took part 
in the campaign or draw any meaningful conclusion about the impact of the campaign. 
 
Our campaign outcomes against each of our key campaign aims are included in the tables below: 
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Aim Encourage more 18 - 35 yr olds to adopt a cycling-based lifestyle through a 21 
day challenge. 

Outcomes Followers on GAP Instagram at beginning of Cycle21 campaign: 3,226. At the end 
of the campaign: 3,306. Therefore throughout the campaign the GAP Instagram 
gained 80 new Instagram followers 
Unique downloads of calendar: 86 
73,486 reached through Instagram targeted ads 
638 total likes and comments for the campaign Instagram posts across the 21 
days.  
 
10 – 20 likes per post 
180 – 360 reaches per post 
1737 reaches in our ‘why we ride’ wheel 

51 unique webpage views  

 
 

Aim Create a community of young cyclists 
Outcomes 16 people joined the Cycle 21 Strava community  

151 km worth of rides was logged in total on the Cycle 21 Strava community 

 

Aim Encourage people to raise awareness in their networks and to take action in 
order to make cycling more accessible 

Outcomes 78 organisations/influencers/businesses/universities were engaged with 

  
 

Learnings 
 
 
Challenges 

Engagement from organisations before our campaign launched as well as on social media prior 
and during the campaign was limited. Although the website had quite a few clicks and overall we 
had a good number of downloads, nobody engaged with the campaign on Instagram despite the 
interactivity of the calendar and social media posts. We also got very few responses to the start 
and end point survey we sent out to anyone who downloaded the calendar. This made it really 
difficult to gauge how much impact our campaign had in the end.  

We had a really fluctuating team with many of us having lots of commitments and time 
constraints. This made the planning and overall management of the campaign challenging. There 
were many times where we were not sure who was actually still in the youth panel and engaged 
in the campaign making it hard to delegate. Because of this a lot of work ended up being done by 
a small number of youth panel members.  
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What went well 

 
In a way, having a smaller team sometimes made it easier to manage the campaign activities as 
well as make decisions about the campaign. When we had a very large youth panel it was a bit 
unruly and incredibly difficult to lock down a campaign idea. As the numbers dwindled it became 
a lot easier to focus the campaign. 
 
Although it was a lot of responsibility for a small number of people to create all the assets, the 
content was of high quality.  
 
Getting all the social media posts and graphics created in advance in a shared spreadsheet worked 
really well as it was easy for whoever was in charge of social media posting on any given day to 
quickly access the content and post it. With 3 posts a day and different people posting on 
different days, it was crucial for us to be organised about this and this method ended up working 
smoothly.  
 
Although we can’t gauge how successful the campaign was, the youth panel had a great time 
putting it together, learnt a lot of new skills and knowledge, including how to effectively 
coordinate a campaign as a team. It was satisfying to see it all come together in the end! 
 
 
What would we do differently? 

 
Spend a longer time actively publicising and getting active support from organisations in advance 
of the campaign. This felt very rushed and we feel we could have had a lot more engagement if 
more time was spent on this.  
 
In future campaigns, it would be useful for the Youth Panel to utilise GAP’s business to business 
position and network, creating a campaign that plays into this, rather than one that is directly 
aimed at everyday individuals. 
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