“A mobility mind-sets
approach towards the
future (and beyond
the dominance of the
private car).”
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approach
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mobility as a lifestyle
concept




=> travel time Is no longer

R A 105 wasted time

- physical and psycho-
social wellbeing

- soclal identity

. relations with built
environment

=> private car Is no longer
only channel to project
personality & lifestyle

=> |Individual, soclal and
contextual values/factors



objective
elements

perceptual
filter

value sets
and beliefs

personal
construct

decision
making
process




\/

- © ——————— -

| m—
—~

_ Lyft & Statbue




L]




-, ¢
& v
.~

A 4
- v ST B ¥y Sz b
0‘ ”' T e e —— .::_\" <
M - —— .\ -
- per '.
D\.‘.. !;E .'_.‘.‘ \, &.
-

» ")
« ".
<’ . cs/ﬁl B "‘"&; . .\
- . ——
- ;

== B
<« l . -

Uberpool (US)
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mobllity as an
Information concept
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PeerSpot AR app (US)



4.5. collaboration to make it work |
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mobDllity as a service
concept













5.3. mobility as a service
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Nissan LEAF (J)

5.4. electric mobllity




R 1]







5.7. the future of mobility
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new activity
spaces

mobDllity as a reality
concept




6.1. key features defining future
activity spaces

Keymoment by dr Matthias Laschke (D)
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6.1.3. new concept of accessibility
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Ll You're late!
A = Better hurry for 5
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Have you tried
M running? It’s
healthy and
N efficient!
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Innovative ‘!’ digital

products ‘.‘ footprint




Physical
Mobility

Activity
Space

Personal
Attributes

New Activity Space
— mobility as reality

Social
Networks

Virtual
Mobility

Cultural
Aspects






