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Summary
The travel behaviour of young adults is changing. They use the car less often. This trend is clearly 
visible in Western countries like Germany, England, France, the United States, Australia and Japan. 
Young people in the Netherlands also travel less by car and are more inclined to travel by bicycle and 
public transport. As they get older, however, they travel more frequently by car. Explanations for this 
change in travel behaviour may be found in altered social-economic circumstances and changes in the 
residential environment, but there is no indication of a fundamentally different attitude to the car. 
 
Young adults are travelling less frequently by car. This is often put down to the advent of ‘Generation Y’, 
the cohort of young adults born between 1980 and 2000. According to some researchers, this group 
appear to take a different view of mobility and car ownership than previous generations. According to 
these researchers Generation Y have a different attitude to life. They are more interested in buying a 
smartphone than a car, for example, and think that occasionally renting or borrowing a car is a perfectly 
good alternative to owning their own car.

If this explanation is correct, it could have far-reaching consequences for mobility in the longer term, 
because it is assumed that as Generation Y grow older they will remain sceptical about mobility and car 
ownership, with previously unrecognised consequences for the trends in car use. But exactly how 
significant is this trend in the Netherlands? After all, the declining mobility of young adults may also be 
explained by other, situational, factors. 

Little empirical evidence has been put forward to support this picture of Generation Y. Rather, it is based 
on a limited number of studies and publications in which hypotheses are presented and then invoked as 
factual explanations for the changing travel behaviour of young adults. In this report, quantitative data 
are used to test the explanatory power of these hypotheses for the situation in the Netherlands.

Declining car use among young adults
Between 1995 and 2009 Dutch young adults from 18 to 30 years old became less mobile (by car). This can 
be concluded from analyses of data obtained in the Dutch National Travel Survey (1995–2009). This 
decline in car use was expressed in both the number of trips and the number of kilometres travelled. 
Compared with their behaviour in 1995, young adults travel less by car, but more frequently by train. They 
travel greater distances for mainly educational purposes, but travel shorter distances for social contacts 
and shopping. Much of the reduction in the mobility of young adults is among those living in urban areas. 
This group travels less by car and more by train and bicycle, particularly for educational activities.

More car use after settling down
The travel behaviour of young adults changes when they enter a new life stage. By following the 
generation of young people that were 18–24 and 25–29 in 1995 through time, we found that they 
displayed a tendency to travel more frequently by car as they got older. After their 24th year their car use 
increased considerably and thereafter remained constant. Although car use by young adults is declining, 
this shows that when they are older they again travel more frequently by car.

Explanations: situational factors do matter
The changing social-economic position of young adults has had an effect on car use. The number of 
working young adults has decreased while the number of students – who drive less than working young 
people – has increased. Besides, young adults may well find it difficult to own a car during an economic 
downturn. A third obvious explanation for the decline in mobility is that labour participation among 
women has reached a ceiling, at least for the time being.
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The residential environment also has an influence on car use. An increase in the number of young adults 
living in urban areas combined with the growth in the number of students has led to a shift in transport 
mode among young adults from the car to the bicycle and public transport. Furthermore, during the last 
fifteen years there has been little change in the proportions of young adults in possession of a driving 
licence and owning a car. This is therefore not a sufficient explanation for the decline in car use among 
young adults in the Netherlands. 

Finally, it is questionable whether the intensive use of social media by young people has been a factor in 
the decline in car use. A considerable proportion of young adults say that social media make it easier for 
them to make dates and appointments, that they have got to know new people through social media and 
that they see their friends and acquaintances more often. At least for the time being, therefore, there is 
little reason to suppose that social media have significantly reduced the desire for physical contact.

Explanations: no fundamental difference in attitude
While various situational factors provide explanations for the declining car use among young adults in 
the Netherlands, there is no indication of a fundamental difference in attitude. The car enjoys a high 
status among Dutch young adults, and for many young people status is important: they want a car to 
show off who they are. A clear majority of young adults say that in the future they want to own a car. 
When they are older, settled down and enter the next phase of their lives, they will be more inclined to 
buy and use a car.

For most young adults, taxes and the environment are not decisive arguments against owning or using a 
car. Although young people tend to be slightly more amenable to sharing a car than older people, the car 
share concept has not yet really caught on. 

Permanent or temporary?
There are therefore several possible explanations for the declining car use among young adults in the 
Netherlands. The question is how permanent this trend is, or whether it is only temporary. Where an 
explanation has a situational background, the trend may be temporary in nature. For example, it is likely 
that many young people are consciously travelling less (by car or other forms of transport) because of the 
economic recession, and that when the economy picks up again they will become more mobile and may 
want to own their own car. Moreover, it is highly likely that young people are delaying buying a car 
because car ownership does not fit in with their current lifestyle.

If there is a real and widespread change in attitude, the level of car ownership among the members of 
Generation Y will remain low: as young people become older, they will remain focused on other things 
than cars. However, the research results do not provide any solid evidence that this will in fact be the 
case. It is therefore too early to conclude that young adults are turning their backs on the car. Generation 
Y does not want to be car-less, but car-later.
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1  
Introduction
The headlines in American papers and magazines are unequivocal: ‘Young lose interest in cars’, ‘Young 
Americans turn away from driving’, ‘Why don’t young Americans buy cars?‘, ’Why are US teenagers 
driving less?‘, ’Generation Y: why are you not on the road?‘ and ’The End of Car culture‘. The tenor of 
these headlines is clear: American youth is turning its back on the car. And that in a country everyone 
knows to be one of the world’s prime car cultures (Rosenthal, 2013). This trend is also said to be occurring 
in countries like Japan, Germany, England, France and the Netherlands. Take, for example, two headlines 
in the Dutch newspaper De Volkskrant: ‘Car losing popularity among the young’ and ‘Driving is for the over 
forties’ (Heijne, 2012). A journalist at Trouw, another Dutch newspaper, drew the same conclusion: 
‘Owning a car is not so necessary’ (De Vré, 2013). In short: the travel behaviour of young adults appears to 
be changing. They travel less by car and are more inclined to use a bicycle and public transport. 

Importance of the study
Are the above mentioned conclusions correct and, if so, what could be the cause of this trend? Trend 
watchers, interest groups and companies in the car industry point to the advent of ‘Generation Y’, the 
generation born between 1980 and 2000. In many ways this generation of young adults is said to take a 
different view of mobility and car ownership. According to these trend watchers, Generation Y have a 
different attitude to life. They are more interested in buying a smartphone than a car, for example, and 
think that occasionally renting or borrowing a car is a perfectly good alternative to owning their own car. 
This makes their attitude to the car very different from that of previous generations.

If this explanation is correct, it could have far-reaching consequences. The trend of declining mobility 
(especially by car) would then not be a temporary phenomenon, because it is assumed in this scenario that 
as Generation Y grow older they will remain sceptical about mobility and car ownership. It could even be 
the beginning of a cultural transformation (Rosenthal, 2013).

Some organisations in the United States argue that this trend demands a change in priorities. Some 
interest groups, lobbyists and researchers make the case for different sorts of measures. In the first place, 
they think that Generation Y’s desire to drive less should be supported with more investment in public 
transport and infrastructure for cyclists and pedestrians. Second, planned investments in road 
infrastructure should be reconsidered; new roads are often planned on the basis of outdated prognoses 
made decades ago. Third, this trend may lead to other priorities, such as the management and 
maintenance of existing infrastructure (Davis, Dutzik & Baxandall, 2012; Dutzik & Baxandall, 2013). 

These are provocative conclusions, which raise the question of whether and to what extent this trend is 
also found in the Netherlands, and how it can be explained. There are more than enough questions that 
remain to be answered. For example, young adults may indeed take a different attitude to the car than 
previous generations, but it is also perfectly possible that this is just a temporary phenomenon and that as 
these young people enter a different phase in their lives (living together, marrying and having children) 
they will abandon it. Compared with the 18–24 age group, young adults of 25–29 years old may well revert 
to a more car-based lifestyle.
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Research questions and study methodology
In this report, ‘Generation Y’ refers to the current cohort of young adults in the 18–29 age group, born 
between 1984 and 1995. Given the context described above, the study set out to answer four main 
 questions:
1. How can we characterise Generation Y, the cohort of young adults born between 1984 and 1995?
2. How has car use and other transport modes of young adults in the Netherlands changed over time 

(broken down into the age groups 17/18–24 and 25–29) and does their travel behaviour change after 
they settle down?

3. Which factors have had an influence on the changes in the mobility of young adults?
4. Are there any indications that certain factors have a structural impact on the future car use of young 

adults?

Study methodology

There are several factors that could explain the travel behaviour of young adults. First, there are situational 
factors, such as economic conditions, possessing a driving licence and owning a car, changes in the built 
environment and the growing use of social media. Second, the attitude of young adults to the car may be 
changing. Owning a car could be losing its appeal to young adults, the status of the car may be changing, 
or young adults may put a lot of importance on sustainability and the environment. Because there is no 
model available to look at all these factors together, we take a critical look at each one of them in turn.

For this study we made use of several research techniques and data sources. To obtain a picture of the 
change in mobility of young adults in the Netherlands, a trend analysis was carried out on trip data from 
the years 1995–2009 (Dutch National Travel Survey)1. We provide insight into their travel behaviour by 
comparing the current group of young adults (Generation Y) with their age-group peers in 1995, 2000 and 
2005. We also follow this group of young adults from 1995 to 2009 to show how much their travel 
behaviour changes as they become older (cohort analysis). In addition, an extensive literature study was 
carried out, several experts were interviewed (see Appendix 1) and discussions were held with young 
adults in focus groups (Veldkamp, 2012).

To establish the underlying background to the possible explanations, in October 2013 KiM surveyed a 
representative group of Dutch residents of 17 years and older (2000 respondents). This broad sample 
made it possible to compare various age groups (generations). The questions in the survey were based on 
the outcomes of the literature review, the interviews with experts and information from the focus group 
sessions with young adults. The survey included questions about the ownership and use of different 
transport modes, propositions about attitudes to the car, car sharing and the environment, and questions 
and propositions about the use of social media and the internet. Other questions were about the 
economic situation of the respondent and related propositions about car use and ownership. 

Research data relating to a single moment in time have their limitations, though. The survey and the focus 
group sessions all provide ‘snapshot’ information on attitudes and opinions in 2013. It is therefore not 
possible to discover how these may have changed over time. Young adults in 1995 might have thought 
very differently about the car than the young adults of today. And if older people like to use the car a lot 
and young people do not, for example, this does not necessarily mean that people only really need cars 
later in their lives (e.g. for work and children) or because previous generations grew up with the car and 
more recent generations have grown up with internet and smartphones.

1  The Dutch National Travel Survey provide a picture of the travel behaviour of the Dutch population based on a representa-
tive sample. The data contain information on the origins and destinations of trips, the transport modes used, the trip 
motives and times when they took place. Household and personal details (background characteristics) of respondents are 
also recorded. The net sample size varied from 168,000 respondents in 1995 to 30,000 respondents in 2009. As the mobility 
data are based on a sample, they are subject to a statistical uncertainty. This uncertainty factor has risen steadily over the 
years because the sample size of the survey has decreased.
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However, the data obtained from this survey can be used to make a comparison between different age 
groups, which means the research provides insights into age-related differences in opinions and attitudes 
towards car ownership, car use, social media and environmental issues relating to car use. The study does 
not set out to establish any causal relations between different variables. It is primarily descriptive, but 
does give possible explanations for the observed trend in the car use of young adults. Figure 1.1 illustrates 
the analysis model.

 Figure 1.1 The analysis model

Situational factors
possession of driving licence
car ownership
car availability
financial/economic factors
spatial conditions
e-society
life events

Travel behaviour of 
young adults
trips
kilometres
travel time

Difference between 
age groups

Attitudes regarding
status of the car
ownership and the sharing economy
the environment

Structure of the report
Chapter 2 takes a more detailed look at Generation Y, the cohort of young adults in the 18–29 age group 
born between 1984 and 1995. Who are they and how can they be characterised? We then investigate the 
travel behaviour of young adults in Chapter 3. How do they travel, what modes of transport do they use, 
what distances do they travel and for what reasons? Are there differences between men and women and 
between urbanites and non-urbanites, and do young adults who own a car behave differently from those 
who do not? We also look at how travel behaviour has changed between 1995 and 2009. The chapter 
closes with a cohort analysis: we follow the generation that in 1995 belonged to the age groups 18–24 
and 25–29 through time and see whether their travel behaviour has changed. To obtain a good picture of 
Dutch young adults we also examine the situation abroad. Then, in Chapter 4, we explore the various 
possible explanations for changes in the travel behaviour of young adults. We first look at situational 
factors and then the influence of attitudes. The final chapter, Chapter 5, contains a number of 
conclusions.
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2  
Generation Y

• ’Generation Y’ is the current cohort of young adults in the 18–29 age group, born between 1984 and 
1995, who have grown up in a period of prosperity and economic growth.

• According to some marketers, Generation Y is ‘smarter, faster and more grown-up’. Moreover, this 
new generation is said to be less footloose and more settled than other generations. According to 
these marketers young adults do not like moving house. They hate being stuck in commuter traffic 
and cannot understand that anyone would want to sit in a traffic jam every day.

• Other research focused specifically on young people shows that Generation Y (the ‘limitless’ 
generation) have little interest in inner values, delayed gratification or ethical principles. They are 
mainly interested in themselves and the short term, and have little concern about the environment.

• ‘The young’ do not exist. Generation Y is a heterogeneous group with a variety of preferences, 
backgrounds and interests.

 

Generation Y refers broadly to the generation born between 1980 and 2000. This generation has also been 
given numerous other names, such as the Millennium Generation, the Facebook Generation, the Net 
Generation and, in the Netherlands, the Einstein Generation, the Limitless Generation, the Backseat 
Generation and the Funfair Generation (Boschma & Groen, 2010; Spangenberg & Lampert, 2009; Raad voor 
Verkeer en Waterstaat, 2010; Van der Leij, 2013). This is the generation born in the two decades before 2000, 
although other categories are also used. In this report we use the neutral term ‘Generation Y’ for the group of 
young adults in the 18–29 age range, born between 1984 and 1995.

 2.1 How generations are formed

Generations are clusters of age-group peers formed during their childhood and adolescence (De Haan & 
Van ‘t Hof, 2006). A generation shares the same attitudes towards family, values, culture, risk taking and 
social engagement. Young people and young adults are brought up in a certain way by their parents and 
during their youth are exposed to specific social circumstances and historical events. These experiences 
are thought to influence the way they look at the world (Van den Broek at al., 2010). For example, people 
who lived through the Second World War, a period of fear and poverty, have been affected by that 
experience. That generation is distinguished by thrift, hard work and solidarity (Boschma & Groen, 2010). 
About 80% of the Dutch population consider themselves as belonging to a specific generation (Van den 
Broek, 2010).

The hypothesis is that although everyone is a unique personality, generations have certain values in 
common. For example, Generation Y grew up during a time of prosperity and economic growth, 
surrounded by all sorts of gadgets (and so they take it for granted that they have their own TV in their 
room). This puts them apart from previous generations, such as Generation X (who grew up in the sixties 
and seventies) and the baby boomers born in the ten years following the end of the Second World War. 
Examples of these characterisations are given in Table 2.1.
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 Table 2.1 A characterisation of three Dutch generations. Source: Generatie Einstein (Boschma & Groen, 2010).

Baby boomers Generation X Generation Einstein (Y)

1945–1955 1960–1985 1988–2010

Protest Negative Positive

Post-war reconstruction Economic depression Growth, progress and prosperity

Idealism Ideological vacuum Traditional ideals

Inspired Critical Serious

Different future No future Good future

Generation or age?

Following a generation, like Generation Y, may allow us to predict future developments (Howe & Strauss, 
2007). Individuals within a generation experience the same things (mental, emotional and physical) and 
grow up in the same way, creating predictable patterns of behaviour. If you can compile a picture of how 
a generation lives and thinks now, you will be able to predict how that generation will live and think in 
future. 

The idea that generations differ from each other in fundamental ways, and that therefore future trends 
can be predicted, is not undisputed, though. Critics point out that the norms and values held by different 
generations are sometimes very similar indeed (Van den Broek et al., 2010). Moreover, it is often not at all 
clear what is a reflection of someone’s age and what is a characteristic of a certain generation. The current 
group of young adults may be dismissive of car ownership, but this does not have to be a generational 
effect. This attitude may also be a characteristic of a certain age. In the former case, the young adults will 
retain their dismissive attitude as they get older. In the latter case, the young adults may adopt a more 
positive attitude to car ownership when they are older, for example in their thirties when they enter a 
different stage in their lives. 

Sometimes something may seem typical of a certain generation, but on further investigation it turns out 
that other factors are at play. Different generations hold, for instance, different work ethics or motivations, 
but it is the level at which a person works in an organisation that has more impact on their motivation 
(Deal et al., 2013).

 2.2 Diverse generational profiles

There is no clear-cut standard profile of Generation Y. Some researchers emphasise the positive aspects of 
this generation, as expressed by the Generation Einstein label (Boschma & Groen, 2010; Bontekoning, 2012 
a, 2012b). Others stress the less positive aspects, such as the authors of De grenzloze generation (The 
Limitless Generation) (Spangenberg & Lampert, 2009; 2011).

Generation Einstein

The marketers Boschma and Groen (2010) paint a positive picture of ‘Generation Einstein’ (born in the 
period 1988–1989). This appears to put them in agreement with the picture of young people prevalent in 
the United States. The American ‘Millenials’ are all for collaboration and teamwork. They are optimistic, 
believe in the future and want to achieve something in their life. They are intelligent, modest and (unlike 
their parents) are shining examples of good behaviour (Howe & Strauss, 2000). 

The Dutch Generation Einstein is also socially minded (placing great value on friendships) and socially 
engaged (caring and concerned about hardship in the world). Young people are also characterised as 
functional (display conscious consumer behaviour and choose products on the basis of quality and 
functionality), pragmatic, media savvy, self-assured, empathetic, creative and cooperative team players. 
Boschma and Groen (2010) sum Generation Y up as ‘smarter, faster and more grown-up’.
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In the 1990s young people grew up in a world dominated by information and commerce in which 
everything just got better. Their parents bought more and more things and they went on more and longer 
holidays. These were ‘golden years’ and it seemed they would go on for ever. Generation Y is accustomed 
to material wealth and takes a different view of products and brands. Products must be functional and 
authentic; they must create the conditions for happiness and doing things together. In the words of 
Boschma and Groen (2010), ‘Communicating with young people is not about the status a product can 
give you, but rather whether it can help you to realise your ideals.’ Whereas ‘status’ was important for 
Generation X, Generation Y values ‘personal development’.

Compared with other generations, this new generation is more settled. They want to live where their 
friends live in the place they know, and do not like moving house. It makes finding a job more difficult, 
because young people want to live no more than half an hour away from their work. They hate being 
stuck in commuter traffic and cannot understand that anyone would want to sit in a traffic queue every 
day. The home is more important as a status symbol. They place value on creating a convivial 
atmosphere among the right people (Boschma & Groen, 2010).

The limitless generation

Spangenberg and Lampert (2009, 2011) paint a less rosy picture of Generation Y. They characterise the 
young people born since 1986 as the ‘limitless’ generation. This generation has less regard for inner 
values, for delayed gratification or ethical principles; they are mainly interested in themselves and the 
short term, and have little concern about the environment. 

The young do not exist

It would be a mistake to lump all young adults together. The young people in Generation Y do not all want 
the same thing. It is a heterogeneous group with a variety of preferences, backgrounds and interests. 
Spangenberg and Lampert (2009) pick Generation Y further apart, dividing it into eight different ‘spheres’, 
such as the unambitious convenience-oriented (25%), the ambitious upwardly mobile (24%), the creative-
minded postmodern hedonists (18%) and the largely materialistic modern bourgeoisie (16%). The authors 
conclude that critical and socially engaged citizens are underrepresented in The Uninhibited Generation, 
but they do exist.

The heterogeneity of this generation is also reflected in the division of young people between the ages of 
12 and 18 into different segments. In the ‘Young Mentality and Sustainability’ study (Young Mentality en 
duurzaamheid) in the Nature & Environmental Education programme (Motivaction & YoungWorks, 2010), 
young people were divided into six groups according to their values and motivations. Some young people 
are status seeking (want to be held in high regard by their peers), while others are not interested in status; 
some young people want to explore the world (in search of excitement and variety in life), while others are 
much more settled in their ways.

 2.3 Impressions and statistics

For many media the picture is clear: this new generation attaches less importance to travelling by car, is 
less bothered about getting a driving licence and is not so keen to buy a car. They prefer to spend their 
time and money on other things. However, little solid evidence has been put forward to support this 
picture of Generation Y. The conclusion is based mainly on a limited number of often American studies 
and publications in which hypotheses are presented (e.g. Goodwin, 2012) and then invoked as factual 
explanations for the changing travel behaviour of young adults. The question is how much of this, if 
anything, also applies to the Dutch Generation Y. Does this picture of the generation still hold water when 
we examine the quantitative data on mobility, car ownership and possession of driving licences? This is 
the subject of Chapters 3 and 4.
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3  
Trends in the mobility 
of young adults

• The young adults of today are less mobile than those of about 15 years ago: they make fewer trips, 
travel fewer kilometres in total and spend less time travelling. The decline in the number of trips 
started in 1995, but the decrease in the total number of kilometres travelled and time spent 
travelling only really became visible around 2005.

• Compared with their behaviour in 1995, young adults today travel less by car, but more frequently 
by train. Young adults between the ages of 25 and 30 now travel slightly greater distances by local 
and regional public transport (bus, tram, metro) and by bicycle. 

• They travel greater distances for education-related activities, but travel shorter distances to and 
from work, for social trips and shopping.

• The mobility of young adults living in urban areas has declined. They make less use of the car and 
travel more by train and bicycle, and especially more for educational purposes.

• Car ownership and the residential environment determine the level of mobility among young 
adults.

• Despite the fact that car use by young adults is declining, as they get older they do make more use 
of the car (cohort effect). Life stage therefore has an influence on the travel behaviour of young 
adults.

• The contribution made by young adults to the reduction in the growth of car use is substantial, at 
6% between 1995 and 2012.

The travel behaviour of German, American, Australian and British young adults has changed over recent 
decades. They travel much less by car and are more inclined to use a bicycle and public transport. 

Kuhnimhof et al. (2011, 2012) report a decline in mobility among German young adults between 18 and 35 
years old, particularly those owning a car. The distances they travelled per person per week declined from 
361 km in 1997 to 335 km in 2009 (-7%). A striking trend is the increase in the number of kilometres 
travelled for educational activities (+77%) and the decrease in distances travelled to and from work. There 
is also a large difference between men and women. Although men are more mobile than women, the total 
number of kilometres they travel is declining, whereas this is increasing among women. The decrease in 
the mobility of young Germans is associated with a modal shift: they use the car less (-8%), cycle more and 
use public transport more often. This shift from the car to slower forms of transport such as the bicycle, 
walking and public transport is particularly evident among young people living in urban areas. 

A similar trend is visible among young adults in Australia. Raimond and Milthorpe (2010) show that car use 
by young adults has changed over the past 20 years, with a visible shift from car driver to car passenger. 
The proportion of journeys made by public transport and walking has hardly changed in recent decades. 
Studies in the United States show that in 2009 young Americans travelled 23% fewer kilometres by car 
than in 2001 (Davis, Dutzik & Baxandall 2012; NHTS 2009; Blumenburg et al., 2012). In the same period, 

Not car-less, but car-later - KiM |<< Back to table of contents 13



cycling and the use of public transport increased by 24% and 40% respectively. In the United Kingdom the 
number of car kilometres travelled by young men between 20 and 30 years old declined in absolute terms 
from 1995 to 2005. However, a slight increase was observed among young women (Le Vine & Jones, 2012).

The situation in the Netherlands
The question is whether the observed trends abroad are also exhibited by Dutch young adults. To 
determine this we have investigated and described the travel behaviour of young adults in the period 
from 1995 to 2009. We analysed data from the Dutch National Travel Survey (1995–2009) pertaining to 
young people between the ages of 18 and 30. This group was divided into two age groups: 18–24 (mostly 
still going to school or in higher education, living at home) and young adults of 25–30 (graduates entering 
the labour market, building relationships, living independently). The supposition is that these two groups 
display different travel behaviour and that this can be explained by a variety of factors. The upper age 
limit of 30 years was chosen because this often marks the beginning of a new life stage, from single or 
living together to family formation. For both groups of young adults we looked at changes in the number 
of trips, the number of kilometres travelled, the use of transport modes and trip purposes. In Chapter 4 
we relate travel behaviour to various background characteristics of the young adults, such as labour 
market position, residential environment, possession of driving licence and car ownership, and life stage. 

In addition, we examine the possible influence of the e-society and social media, the advent of the 
sharing economy and what young adults think of cars. However, because these factors were measured 
using the results of a single survey held in 2013 they cannot explain the changes in the travel behaviour 
(by car or other means of transport) of young adults.

The number of kilometres travelled each year by Dutch residents has increased by 40% over the past 25 
years, but much of this growth occurred during the 1980s and 1990s. Between 2000 and 2011 the number 
of kilometres travelled increased by just 4%. Since 2005 the increase in the mobility of the Dutch 
population within the Netherlands has levelled off, especially use of the car (KiM, 2012). This trend is also 
visible in other Western countries, such as the US, Australia, France and Germany, and also in Japan (ITF, 
2012). One of the possible causes of this flattening off is the altered travel behaviour of young adults.

Declining mobility among young adults

The young adults of today are less mobile than those of about 15 years ago. The decline in the number of 
trips per person per day between 1995 and 2009 was about the same in both age groups (see Table 3.1). 
The young adults also travelled fewer kilometres in total and spent less time travelling. The decline in the 
number of trips began in 1995, but the decrease in the total number of kilometres travelled only really 
became visible around 2005. The older group of young adults is more mobile than the younger group, 
especially in terms of kilometres travelled. 

 Table 3.1 Number of trips, kilometres travelled and travel time per person per day by young adults in  

the 18–24 and 25–29 age groups. Source: Dutch National Travel Survey 1995–2009. 

trips kilometres travel time

18-24 jaar 25-29 jaar 18-24 jaar 25-29 jaar 18-24 jaar 25-29 jaar

1995 3.4 3.6 39.4 42.9 75 72

2000 3.0 3.3 39.1 44 72 72

2005 2.7 3.1 37.8 42.5 72 70

2009 2.6 3.0 36.1 41.4 68 68

1995-2009 -22% -18% -8% -4% -9% -6%
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Differences between men and women

There are differences in travel behaviour between men and women. In general, young men travel more 
kilometres than young women, although in 2009 this difference had disappeared in the 18–24 age group. 
Of particular note is the reduction in the number of kilometres travelled per person per day by young 
men in both age categories. This reduction is not visible among the women (Table 3.2). There is no 
difference in the number of trips made by young men and young women. Between 1995 and 2009 the 
decline in the number of trips made by young women was less pronounced than the decline among 
young men (Table 3.2). Interestingly, the travel behaviour of young women in the 18–24 age group was 
very similar to that of the 25–29 age group. Young men in the 25–29 age group, on the other hand, were 
more mobile than young men in the 18–24 age group, both in the number of trips made and the total 
distance travelled. 

 Table 3.2 Number of trips and kilometres travelled per day by young adults in the 18–24 and 25–29 age groups, by gender. 

Source: Dutch National Travel Survey 1955–2009.

trips kilometres

  men women men women

18-24 25-29 18-24 25-29 18-24 25-29 18-24 25-29

1995 3.3 3.6 3.4 3.7 43 52 36 34

2000 2.9 3.2 3.1 3.4 42 52 36 36

2005 2.7 3 2.8 3.2 42 49 34 36

2009 2.4 2.8 2.8 3.1 35 46 37 37

  -27% -22% -19% -15% -19% -11% 4% 8%

Altered use of transport modes

Compared with 1995, young adults in both age groups now travel more frequently by train, in terms of 
both the number of trips made and the distances travelled. This increase can be attributed in large part to 
young women. The number of kilometres travelled by car has declined since 2000. The distance travelled 
by car by young adults in the 18–24 age group has fallen from 20 to 17 kilometres per person per day. In 
the 25–30 age group the distance travelled fell from 33 to 29 kilometres per person per day (see Figure 
3.1). Young adults in the 25–29 age group travelled slightly greater distances by local and regional public 
transport (bus, tram, metro) and by bicycle. The increase in distances travelled by these transport modes 
was a result of fewer trips and longer distances per trip. 
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 Figure 3.1 Kilometres travelled per young adult per day by transport mode, 1995 and 2009.  

Source: Dutch National Travel Survey 1995-2009
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Figuur 3.1 Afgelegde kilometers per jongvolwassene per dag naar vervoerwijze, 1995 en 2009
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If we look at the modal split of trips, we see a slight decline in the share of the car in both age categories. The 
proportion of kilometres travelled by train by the 25–29 age group has increased slightly. Following an initial 
decline from 1995, the modal share of cycling has risen again since 2005 (Table 3.3).

The proportion of kilometres travelled by car has decreased more markedly in both age groups. The 
proportion of kilometres travelled by car by the 18–24 age group has declined since 2005; this decline has 
been visible since 1995 for the 25–29 age group. In contrast, the proportion of train kilometres has increased 
in both age groups: from 24% to 28% for the 18–24 age group and from 10% to 15% for the 25–29 age group. 
The shares of cycling, bus, tram and metro kilometres have not changed.

 Table 3.3 Modal split of trips by young adults, 1995–2009. Source: Dutch National Travel Survey. 

18-24 25-29

1995 2000 2005 2009 1995 2000 2005 2009

Car as driver 23% 25% 24% 22% 40% 42% 41% 39%

Car as passenger 15% 15% 16% 14% 14% 13% 13% 12%

Train 1% 1% 2% 2% 0% 0% 1% 2%

Bus, tram, metro 5% 5% 3% 4% 2% 2% 2% 1%

Bicycle/moped 35% 32% 31% 36% 23% 20% 21% 26%

Walking 20% 22% 23% 21% 19% 20% 21% 20%

Other 1% 1% 2% 1% 1% 1% 1% 1%

100% 100% 100% 100% 100% 100% 100% 100%
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More travel for education, less for work, social contacts and shopping

Young adults are travelling longer distances, particularly for education-related activities. The number of 
kilometres travelled per person per day for these purposes has increased by 44% in both age groups. In 
absolute terms the increase is greatest in the 18–24 age group: from 7.2 to 10.4 kilometres per person per 
day (Figure 3.2). Given that the number of trips has hardly changed, this increase is due to an increase in 
the distances travelled. 

Young adults go out less to socialise and go shopping less often. An exception to this is the work-related 
trips made by young adults in the 25–29 age group. The distances they travel to work have increased. 
While the number of trips has remained about the same, the number of kilometres travelled per person 
has increased from 14.5 kilometres in 1995 to 17 kilometres in 2009. In the 18–24 age group both the 
number of trips and the average number of kilometres travelled per person for work-related activities 
has declined.

 Figure 3.2 Kilometres travelled by young adults, per person per day by purpose, 1995–2009. Source: Dutch National Travel Survey.
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Figuur 3.2 Afgelegde kilometers per persoon per dag naar motief van jongvolwassenen, 1995-2009
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Although young adults generally travel less to socialise, among women in the 25–29 age group there is 
evidence of a slight increase in the number of kilometres travelled (from 8.4 to 9.1 km: +9%), while at the 
same time the number of trips has declined (-16%). Again, this means the distances they travel have 
increased. 

Similarities and differences between working young adults and studying young adults

Between 1995 and 2009 the mobility of young adults in the 18–24 age category declined, those who were 
studying by 7% and those in work by 16%. For the working young adults this can be clearly seen in the 
number of kilometres travelled as a car passenger (decreasing from 11 to 7 km per person per day). The 
number of kilometres travelled by students as passengers actually increased (Figure 3.3).

From 1995 to 2009 the total mobility of the older, working young adults (25–29 age group) decreased 
from 48 kilometres to 44 kilometres per person per day. The mobility of the studying young adults in this 
age group increased markedly. This was caused mainly by a sharp increase in the number of kilometres 
travelled by train since 2000. The working 25–29 year olds travelled less by car, both as drivers (from 28 
to 24 km per person per day) and, to a lesser degree, as passengers.
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From 2005 the number of kilometres travelled as car passengers by the students in this age category 
increased, while the number travelled as drivers decreased. When interpreting these figures we must 
bear in mind that the students in this age group account for just 2% of all kilometres travelled, while the 
working young adults account for 46%.

 Figure 3.3 Kilometres travelled per person per day by car drivers and car passengers. Young adults in the 18–24 and 25–29 age 

groups, studying and in work, 1995–2009. Source: Dutch National Travel Survey.
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Figuur 3.3  Afgelegde kilometers per persoon per dag voor autobestuurder en autopassagier. 
Werkende en studerende jongvolwassenen 18-24 jaar en 25-29 jaar. 1995-2009. Bron: OVG/MON.
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Young adults in urban areas: less car use, more education-related travel

Over the last 15 years the number of trips and the number of kilometres travelled per person per day by 
young adults living in urban areas have decreased. This applies to both age groups. The number of trips 
made has decreased at a more rapid rate than the number of kilometres travelled (see Table 3.4).

 Table 3.4 Number of trips made and number of kilometres travelled per person per day by young adults living in urban areas. 

Source: Dutch National Travel Survey 1995-2009.

trips kilometres

18-24 25-29 18-24 25-29

1995 3.4 3.6 37.6 43.0

2000 3.0 3.3 36.5 42.7

2005 2.7 3.0 34.4 40.0

2009 2.5 2.9 30.6 37.1

-25% -20% -19% -14%

The 25–29 age group have a larger radius of action than the 18–24 age group; they travel considerably 
more kilometres per day. This pattern has hardly changed throughout the whole study period and the 
numbers of trips made by the two groups hardly differ at all. 
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There is also no significant difference between the number of trips made by young adults in urban and in 
rural areas; the number of trips made in both types of areas has decreased by about a quarter. This 
stands in contrast to the trend in trip distances, which for both age groups actually increased in rural 
areas between 1995 and 2009. This is particularly noticeable for young adults in the 25–30 age group 
(from 42 km per person per day in 1995 to 40 km per person per day in 2009). The number of kilometres 
travelled in urban areas decreased.

Between 1995 and 2009 young adults living in urban areas made less use of the car, both in terms of the 
number of trips made and the number of kilometres travelled per person per day. The changes in the 
number of kilometres travelled as car driver are very different in urban and rural areas. In the urban areas 
there was a steep decline in the use of the car by young adults, whereas in the more rural areas there was 
an increase (Figure 3.4). This is undoubtedly connected with an increase in car ownership and possession 
of a driving licence and the fact that cars were increasingly used for work-related trips (+40%). A notable 
trend is the increase in the number of kilometres travelled as passengers by the 25–29 age group in rural 
areas (+28%) and the growth in travel by train by the 18–24 age group in rural areas (+37%). 

 Figure 3.4 Changes in car kilometres travelled per person per day by young adults living in urban, moderately urban and rural 

areas, 1995–2009. Source: Dutch National Travel Survey.
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Figuur 3.4 Ontwikkeling autokilometers per persoon per dag van jongvolwassenen woonachtig in stedelijk, 
matig stedelijk en rurale gebieden, 1995-2009.
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The number of kilometres travelled by young adults for education-related activities has increased, both 
in urban and rural areas and in both age groups (Table 3.5). Young adults in urban areas travel fewer 
kilometres for shopping and recreational and social activities. The average distances travelled to and 
from work by the 25–29 age group in rural areas has increased considerably (from 15 to 22 kilometres: 
+40%). Not only do they commute longer distances than young adults in urban areas, but they also live 
further away from their place of work.

 Table 3.5 Difference in the number of kilometres travelled by young adults in urban and rural areas per trip motive, 1995–2009. 

Source: Dutch National Travel Survey.

urban rural

1995-2009 18-24 25-29 18-24 25-29

To and from work -26% 2% -10% 41%

Work/business trip -55% -55% -66% -24%

Shopping -41% -33% -24% -20%

Education 41% 94% 60% 7%

Visit/stay over -38% -27% -22% 54%

Recreational -44% -15% 12% -18%

Total -26% -14% 5% 15%

Car ownership and residential environment determine level of mobility

If we examine car ownership among young adults, we see that those who own a car are more mobile 
than those who do not. Of the car owners, the 25–29 age group are more mobile than the 18–24 age 
group. Interestingly, the 18–24 year olds without a car are generally more mobile than the 25–29 year 
olds without a car. 

Between 1995 and 2009 the number of kilometres travelled per person per day by young adults living in 
urban areas, both car owners and non-car owners, decreased. This was largely due to a reduction in the 
level of car use.

There was an interesting shift towards use of the train among the 18–24 age group living in urban areas 
who own a car, from 3.2 to 6.8 kilometres per person per day (+111%). We see the same trend among the 
25–29 year olds who do not own a car, but to a much lesser degree (from 11.9 to 13.8 km per person per 
day: +16%). They also travelled more by urban public transport (+31%) and bicycle (+13%). 

Between 1995 and 2009 there was an increase in the number of kilometres travelled per person per day 
by young adults in the 25–29 age group living in rural areas. This was mainly the result of an increase in 
the number of kilometres travelled as a car passenger (from 12 km to almost 16 km per person per day).

Increased car use after settling down

Does the travel behaviour of young adults change when they enter a new life stage? As people get older, 
relationships, family formation and work become increasingly important. This has ramifications for their 
activity patterns and associated travel behaviour. By following the generation of young adults who were 
18–24 and 25–29 in 1995 over subsequent years we can see if their travel behaviour changes. This is 
shown in Figure 3.5.
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 Figure 3.5 Kilometres travelled per person per day by transport mode by the 18–24 and 25–29 age cohorts in 1995.  

Source: Dutch National Travel Survey 1995–2009.
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As they got older, young adults who were between 18 and 24 years old in 1995 made increasing use of the 
car (as driver or passenger) and less use of public transport (less use of the student travel card). From 
their 23rd year the number of kilometres they travelled by car each year remained about the same, as did 
the distances travelled by bicycle. The group that were 25 to 29 in 1995 continued to travel more or less 
the same number of kilometres by car as they got older, about 35 km per person per day. As they got 
older they also made much less use of public transport.

Life stage therefore seems to be a factor in the travel behaviour of young adults. After their 24th year 
their car use increased considerably and remained constant thereafter. However, this does not mean that 
the current generation of young adults will necessarily go through the same life-stage trends. For 
example, between 1995 and 2009 car use by the 25–29 age group decreased by about 13% (from 33 km to 
29 km per person per day), but only time will tell whether this is a generational effect or more of a 
(delayed) life-stage effect.
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Contribution by young adults to the decline in the growth of car use2

Dutch young adults have made a substantial contribution to the decline in the growth of car use. Figure 
3.6 shows the contributions made by various age groups to the growth in car use (driver + passenger). 
The figure shows that people over 40 have made much the biggest contribution to the growth of car use, 
whereas the 18–29 age group were responsible for a steady reduction in this growth. This applies to the 
contribution to the growth in mobility resulting from the changes in sizes of the age groups as well as to 
the effect of changing travel behaviour (more or fewer car kilometres). The decrease in car use per person 
among young adults took effect from about 2004. 

 Figure 3.6 Contribution to the change in car use since 1995 (driver + passenger) by age group, broken down into the effects of 

changes in the size of the group and number of kilometres travelled per person, expressed as growth percentage 

compared with total car use in 1995. Source: Dutch National Travel Survey, adapted by KiM.
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2 Car use is here defined as the total number of car kilometres travelled by individuals in the Netherlands. This is calculating 
by multiplying the number of individuals by the number of car trips per person by the number of kilometres travelled per 
trip.
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4  
Possible explanations: 
Situation and attitude

There are several factors that could explain the travel behaviour of young adults. In this chapter we 
look at situational factors and attitudes. The situational factors are as follows:

• The economic recession. The labour market position of young adults has worsened. Fewer young adults 
are working and more are studying. This has an effect on car use. A working young person travels 
many more kilometres each year than a student. Moreover, young people generally find it difficult 
to own a car in a period of economic recession.

• Access to a car. Despite the above, a high proportion of young adults have access to a car. No less than 
75% of young adults with a driving licence but no car have access to a car owned by friends or family 
members.

• Migration to the city. Young city dwellers in particular say that they regularly cycle and use public 
transport in the city. A considerable proportion of the studying young adults live in urban areas, 
where alternatives to the car are readily available, leading to greater use of public transport and 
bicycles.

• The growth of social media. Young adults make intensive use of social media. This is not thought to 
result in less mobility. Young people in particular say that they see their friends and acquaintances 
more because of social media.

• Life events. Certain life events prompt people to buy a car. A change in family composition (such as 
the birth of a child) is an important stimulus to buy a car. This is a particularly strong motive for 
people who have settled down, such as the 30–39 age group.

We can also look for explanations of the travel behaviour of young adults in their attitudes towards 
the car and car use. The international literature suggests this might be the case, but in the Netherlands 
there are not yet any clear signs of a fundamentally different attitude among young adults. We see the 
following characteristics:

• The status of the car. Although the smartphone is one of the most important technological products in 
the lives of young adults, the car is still an interesting product and a source of status.

• Sharing not owning. Young adults are more receptive to sharing cars than older people. Nevertheless, 
the vast majority ultimately want to own their own car.

• Saving the environment. For most young adults the environment is not a sufficient reason not to own 
or use a car.

In comparison with other age groups, young people in the Netherlands make fewer trips, travel fewer 
kilometres in total, spend less time travelling and use the train more often and the car less frequently. 
There are two types of explanations for this. The first type invokes situational factors to explain this 
lower mobility and car ownership. One such factor is the economic recession: young adults are finding it 
hard to get well paid jobs and therefore travel less and are less able to buy new (or second-hand) cars. 
A second situational factor is that greater numbers of young people are moving to the city, where using 
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a car is less convenient and alternatives are readily available. Third, the trend could be related to the 
explosive growth of social media. The argument is that as young people make more intensive use of 
social media, they do not feel the need to physically meet each other so often. Finally, a further 
explanation could be that young couples start living together at a later age and have children later. Until 
that time they have less need of a car.

The second type of explanation is based on the attitudes of Generation Y. It is possible that the young 
people of today think differently about mobility and cars. It is said that the car is less of a status symbol 
for this generation, that they attach less importance to possessions (and are more inclined to hire or 
share products and services) and are more concerned about and involved with environmental issues (and 
therefore prefer to use polluting cars less or not at all). 

To interpret these types of explanations, KiM surveyed a representative group of Dutch residents aged 17 
years and older (see Chapter 1). The data obtained from this survey can be used to make a comparison 
between different age groups. This chapter describes the differences between the age groups from the 
responses to various questions in the survey.

 4.1 Situational factors

The travel behaviour of young adults is changing. This trend can be explained in the first instance by 
situational factors. Because there is no model available to look at all these factors in conjunction, in this 
section we take a critical look at each of them in turn.

Economic developments 
In the Netherlands the unemployment rate has been rising since 2008. After a slight dip in 2010 and 2011, 
at the beginning of 2013 the number of unemployed rose above 600,000. Young people have been 
particularly hard hit by the recession and this does not make it any easier for them to own or use a car. 
The cost of buying a car is high and running costs are also rising (higher fuel costs and insurance 
premiums).

Labour market position of young people has worsened

The composition of the group of young adults is changing rapidly. In the period from 2001 to 2011 the 
15–27 age group increased in size by 5%, but during the same period the number of working young 
people decreased by more than 20% (CBS Jeugdmonitor StatLine, 2012). Most of this decrease occurred 
around the years 2002 and 2009, revealing the effects of different economic crises. In the same period a 
greater proportion of young people went on to higher education. Participation in higher education has 
risen sharply and the number of 18 to 25 year olds studying has risen by almost 40%. This changing social 
position of young adults has had an impact on car use, because working young people travel many more 
kilometres by car each year than students (see Table 4.1). A considerable proportion of these students live 
in urban areas, where most educational institutions are also found. If this is taken into account, it is not 
surprising that the car use of young adults living in urban areas has declined. Car ownership in urban 
areas is already lower than the national average and is also lower among young people. Alternatives to 
the car are readily available in urban areas, which leads to greater use of public transport and bicycles. 
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 Table 4.1 Number of car kilometres (drivers and passengers combined) per working and studying young adult per year  

(15–27 age group). Source: Dutch National Travel Survey 1995-2011, adapted by KiM.

Mannen Vrouwen

1995 Working 7,300 3,800

Studying 1,100  600

2011 Working 6,500 3,700

Studying 1,200  800

Labour participation among young women has risen

The increase in the number of kilometres travelled by young women in the 25–29 age group can be 
partially explained by the substantial increase in their labour force participation rate. This was 63% in 
1996, but by 2009 it had risen to 79%. This rapid increase in the labour participation rate has been a 
major factor in the growth in the number of kilometres travelled per person per day for work-related 
purposes among young women. In the same period the labour participation rate among young women in 
the 18–24 age group remained more or less the same, at around 37%. The proportion of working young 
men hardly changed at all, remaining at about 90%. The number of kilometres they travelled per person 
per day for work-related purposes actually decreased somewhat (CBS StatLine, 2012).

Worsened financial situation

A significant proportion of the survey respondents were affected by the economic crisis. The over 65 age 
group in particular (75%) said their financial situation had worsened over the past two years. This effect 
was weaker among the 17–29 age group. About 30% of the latter group said they were financially worse 
off, whereas about 30% said they were better off (Figure 4.1). 

 Figure 4.1 Changes in financial situation during the past 2 years by age category. Source: KiM survey of Dutch residents of 17 years and 

older, October 2013.
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A study by Ford motor company in six European countries (excluding the Netherlands) showed that the 
economic crisis has had a big impact on the sale and use of cars. Of those questioned, 32% said that 
because of the economic crisis they were using their cars less often and 23% said they had not bought a 
car because of the crisis. In response to the crisis, about a third of these people decided to take part in 
some form of car share scheme (Curry & Hughes, 2012).

Kuhnimhof, Wirz & Man (2012) state that social and economic developments have depressed car 
ownership among young Germans, especially in urban agglomerations. More young people are studying 
and more have a lower income.

According to Davis, Dutzik & Baxandall (2012), economic factors also play a role in the decline in car use 
among young Americans, but they do not fully account for this decline. Car use started to decline before 
the credit crisis began and the trend is also visible among working and well paid young adults. Other 
factors are therefore probably involved, such as information and communication technology and altered 
attitudes to the car. Blumenberg et al. (2012) are of the opinion that economic factors predominate (‘It’s 
the economy, stupid’). They see little evidence in the data that the travel behaviour of young Americans is 
heavily influenced by living circumstances, technological innovations or altered legislation on driving 
licences.

Growth in car ownership falling off in the Netherlands

The number of private cars in the Netherlands is still increasing, but the annual growth rate is falling off: 
from more than 2% in 2011 to less than 1% in 2013 (Ewalds & Voncken, 2013). Car ownership among 
young people is falling. The number of private cars owned by young people in the 18–25 age group has 
been falling for two years in a row. While the number of young people in this group increased by 0.4%, 
the number of private cars registered to people in this group fell by 4.5%.

Young people in the 18–20 age group have traditionally owned few cars (compared with other age 
groups), but the number of cars owned by this group fell from about 29,000 on 1 January 2010 to 28,000 
in 2011, 26,000 in 2012 and 24,000 in 2013. The turning point for the 20–25 age group was in 2011. In the 
beginning of that year this age group owned about 272,000 cars, falling to 270,000 at the beginning of 
2012 and just 259,000 on 1 January 2013. This drop in car ownership has occurred mainly among young 
men and is presumably connected to their changing position in society: less work and more and/or longer 
periods of study. In contrast, car ownership among young women has increased. The declining car 
ownership among young men explains why the mobility of young men is decreasing faster than the 
mobility of young women.

The most striking fall, however, is in the 30–40 age group (Generation X, born between 1970 and 1980). 
The number of cars owned by this group fell from about 1.3 million in January 2007 to about 1.1 million in 
January 2013. The opposite occurred in the over 65 age group: their numbers increased by 4% between 
2012 and 2013, whereas the number of private cars they owned increased by almost 7% (Figure 4.2). 
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 Figure 4.2 Changes in car ownership by age group. Source: Statistics Netherlands StatLine, 2013.
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Even though the growth in the size of the national car fleet has levelled off, total car ownership in the 
Netherlands is still rising slightly. The trend in new car sales, though, is erratic (see Figure B3.1 in Appendix 
3). After a low point in 2009, when about 387,000 new cars were sold, sales picked up to 565,000 in 2011, 
only to fall again to 502,000 in 2012. There was a sharp drop in new car purchases by all age groups 
between 2011 and 2012.
 
The effect of the economic crisis on car ownership can also be seen in the responses to a number of 
propositions (KiM survey, October 2013; see Figure 4.3). Of all the respondents, 53% agreed with the 
proposition that people are more inclined to buy a second-hand car because of the economic crisis. The 
crisis was also given as a reason for delaying buying a car (42%), and 35% of the respondents agreed with 
the proposition that they drive fewer kilometres because of the crisis. The crisis is much less of a reason 
for choosing to travel by public transport or to economise on car maintenance. 
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 Figure 4.3 Proposition: ‘In the current economic crisis ...’ Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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The current economic crisis makes it especially difficult for young people to own a car (Figure 4.4). 
Compared with other age groups, young people are more likely to agree with the proposition: 43% of the 
17–24 age group.

The answers to this proposition, unsurprisingly, are correlated with whether the financial situation of the 
respondent has improved or worsened. Those whose situation is worse than it was two years ago will be 
more likely to agree with the proposition than those whose situation has improved. There is little 
difference between age groups on this point. Nevertheless, the over 60s who are financially better off than 
two years ago are less inclined to buy a second-hand car, economise on maintenance or drive less than 
people younger than 60 (who are financially better off than two years ago).

 Figure 4.4 Proposition: ‘The current economic crisis makes it difficult for me to own a car.’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Possession of a driving licence in the Netherlands continues to rise

In contrast to other countries, the proportion of young people with a driving licence is growing. In 2011 
the trends in the percentage of people possessing a driving licence were studied in 15 countries.3 The 
results reveal two patterns. In the first pattern, observed in eight countries (including England and 
Germany), the number of young adults in possession of a driving licence decreased and the number of 
older people with a driving licence increased. In the second pattern, observed in the seven other 
countries (including the Netherlands), the proportion of people with a driving licence increased in all age 
categories. In the Netherlands the number of 18 and 19 year olds with a driving licence doubled between 
1985 and 2008 (from about 23% to about 45%) (Sivak & Schoette, 2011).4

The number of Dutch young people in the 17–20 age group in possession of a driving licence increased by 
12% between 2011 and 2012. This would seem to indicate that owning a car is still something these young 
people aspire to (Verkeersnet, 2013). The fact that Dutch young people are still interested in getting a 
driving licence is also supported by a qualitative study. Young people in the 17–20 age group see having a 
driving licence as ‘total freedom: being able to drive where you want and whenever you want’. Or, as the 
19 year old Jesper said: ‘I thought...now life can really begin’ (Rooijmans, Zijlker & Schuurman, 2011). 

Raimond & Milthorpe (2010) are of the opinion that the decrease in the proportion of young Australians 
with a driving licence in New South Wales, due to changes in the legislation, has been a major 
contributory factor to the declining car use among young Australians. Before 2000 it was possible for 
young people to obtain a driving licence around their 17th birthday. A tightening of the legislative 
requirements since 2007 has meant that this is now only possible around their 20th birthday. Delayed 
possession of a driving licence leads to lower car use among the young. Delbosce and Currie (2012) found 
the same trend of declining rates of driving licence possession among 25 year olds in the Australian state 
of Victoria. Between 2001 and 2011 the proportion of this group of young people possessing a driving 
licence fell from 77% to 65%.

Declining car use in the Netherlands

The economic crisis is not only affecting car ownership, but also car use. No less than 35% of the 
respondents said they use the car less because of the crisis. This was confirmed by the answers to the 
question on whether over the past two years they used the car more, less or just as much (see Figure 4.5). 
Most people (51%) drive just as much as before, 29% said they drive less and 20% said they drive more. 
Similar percentages were found for the forms of transport for which tickets or travel cards have to be 
bought, such as rail, bus, tram and metro. Only the bicycle came out positive: 47% said they used the 
bicycle about the same amount, 18% said less and 35% said they used the bike more compared with two 
years ago.

3 The fifteen countries were: Canada, Finland, Germany, England, Israel, Japan, Latvia, Netherlands, Norway, Poland, South 
Korea, Spain, Sweden, Switzerland and the United States.

4 The study revealed that low rates of driving licence possession is correlated with more internet use, which supports the 
assumption that among young people virtual contacts are taking the place of physical contacts (Sivak & Schoettle, 2012). 
However, this does not reflect the Dutch situation. Internet use in the Netherlands is high, but so is the proportion of young 
people with a driving licence.
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 Figure 4.5 Proposition: ‘Have you used the car more, less or just as much over the past two years?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Figuur 4.5 Stelling: “Gebruikt u de auto de laatste twee jaar meer, minder of evenveel?” 
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Young people in the 17–24 age group are not very willing to use the car less, with 54% saying that they 
use the car more than they used to, even when their financial position had worsened. In the same 
situation, all other age groups are more likely to use the car just as much or less (see Figure 4.6).

 Figure 4.6 Use of the car in a worsened financial position. Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Access to a car is high among young adults

We have seen that possession of a driving licence among young adults is still rising and that the level of 
car ownership has decreased during the last few years. The economic crisis has made it more difficult to 
buy a car. Because more young people are studying, their finances often simply do not extend to owning 
a car, let alone maintaining it. However, that does not mean that they do not have access to a car. The 
KiM survey reveals that almost half of the young people (45%) in the 17–24 age group have the use of a 
car owned by a member of the same household or a family member. In the 25–29 age group the 
proportion is around 25%. Of the young adults with a driving licence who do not own a car, three-
quarters have access to a car (see Figure 4.7).
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 Figure 4.7 Percentages of young adult with a driving licence but no car who have access to a car.  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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The proportion of young adults with access to a car is much higher than the proportion who actually own 
a car, certainly in the 17–24 age group. This puts the relationship between car ownership and car use into 
perspective. Young adults have potentially more transport options for travelling from A to B without 
having to own their own car.

Migration to the city

In the period studied the proportion of young adults living in highly urban areas increased while the 
proportion of young adults living in moderately urban areas and rural areas decreased (see Figure 4.8). 
Between 1995 and 2009 the number of young adults living in urban areas increased from approximately 
1.2 million to 1.3 million. The numbers living in rural areas declined from 975,000 to 665,000. The 18–29 
age category represents 17% of the urban population and just 13% of the rural population (in 2010).

 Figure 4.8 Changing residential environments of young adults. Sources: OVG 1995/OviN 2010.
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There is a big difference between the mobility of young people in urban areas and the mobility of young 
people in rural areas (see Chapter 3). Whereas young people in the 18–24 age group travelled 26% fewer 
kilometres in 2009 compared with 1995, young people of the same age living in rural areas travelled 5% 
more kilometres. We see the same trend in the 25–29 age group: a decrease of 14% in urban areas, 
compared with an increase of 15% in rural areas. It makes no difference whether the young people living 
in urban areas own a car or not. In both cases the number of kilometres travelled per person per day by 
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the 18–24 year olds decreased by 19% between 1995 and 2009. Mobility therefore depends on the 
situation in which these young people live.

In urban areas the young adults have sufficient alternatives to the car, such as the bicycle and public 
transport. Also, more students live in urban areas and so their travel behaviour is geared more to 
education-related activities. Educational institutions in the city are also more easily accessible by public 
transport. Young people living in rural areas are more dependent on the car and tend to arrange to get a 
lift and travel by car as a passenger.

The survey confirms the fact that in urban areas there are sufficient alternatives to the car. The majority 
of the respondents (60%) agree with the proposition that it is not necessary to own your own car if you 
live in the city. Age makes little difference to the answers people give. Young people (17–24) tend to agree 
more (63%) and older people (over 60s) a little less (56%).

This viewpoint translates into the choice of transport mode. The survey participants were asked whether 
they used public transport and/or the bicycle in urban areas. The results show that the 17–24 year olds 
gave the most positive answers (see Figure 4.9). The vast majority (81%) use public transport and 73% 
cycle. These percentages are significantly lower for the other age groups. For example, only about 60% of 
the over 50s cycle and everyone above 25 makes significantly less use of public transport (and people 
over 65 considerably less, with only 42% often or occasionally using public transport).

 Figure 4.9 Use of public transport (PT) and bicycles in urban areas.  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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When young people are in the city they make frequent use of public transport. This depends to a certain 
extent on whether they live in a highly urban area or a non-urban area (see Figure 4.10). Almost all young 
people living in highly urban areas (such as the cities of Amsterdam and Rotterdam) make use of public 
transport (96%), while young people from non-urban areas make much less use of public transport 
(76%). The same pattern can be seen for bicycle use. Almost all young people living in urban areas use a 
bicycle (90%), while young people living outside the towns and cycle much less when they are in a city 
(35%).
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 Figure 4.10 Use of public transport and bicycles in urban and non-urban areas.  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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The advent of the e-society and the growth of social media 
Generation Y makes more use than ever of internet and various other forms of electronic 
communication. All the information technologies available to young people mean that they do not have 
to miss out on anything. They exchange information (such as tips on where to go out), while iTunes, 
Facebook and Twitter keep them up to date with what is going on. Most of their online time is spent on 
social interaction.

Because young people can keep in contact in many different ways, it is said that mobility (by car or 
otherwise) is becoming less of a necessity for them: you do not have to drive to your friends to be in 
contact with them. On the other hand, virtual contacts can also stimulate physical contact. Digital tools 
make it easier to agree on a time and place to see each other in real life.

Contradictory evidence in the United States

Young Americans appear to have exchanged physical contacts for virtual contacts to a small degree. The 
Zipcar company carried out a study which suggests that computers and mobile phones are more 
important for Generation Y than cars. Social networks reduce the need for physical contact. The 
respondents were asked whether they agreed with the following statement:

‘With access to social networking sites such as Facebook and Twitter, text messaging and online gaming, I 
sometimes choose to spend time with friends online instead of driving to see them.’ (Zipcar, 2013).

Young adults (18–34) agreed much more with this statement than the over 55s (see Figure 4.11).
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 Figure 4.11 Proposition: ‘Access to social media means more online than physical contact’. Source: Zipcar, 2013.
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However, other research puts these results into perspective, such as the GSRI study of American girls 
between the ages of 14 and 17 (GSRI, 2010). These girls are both physically and emotionally attached to 
social networks like Facebook: 91% use Facebook regularly, 84% have a Twitter account and the girls 
receive eight tweets a day on average. A majority (56%) agree that social networks bring them into closer 
contact with their friends. Nevertheless, almost all of them say they prefer face-to-face communication. 
Of all the participants in the study, 92% were prepared to give up their social network friends if this 
meant they could keep their best friend. A qualitative study of young people (17–21) in and around 
Melbourne, Australia, also shows that they still find physical contact important. The young people did not 
see electronic communication as a replacement for the car, but as an addition. It makes it easier to make 
appointments to see each other in real life (Delbosce & Currie, 2012).

Social media in the Netherlands 

Using ICT is the most normal thing in the world for Dutch young adults. Of all Dutch 9–14 years olds, 75% 
have their own mobile phone, and young adults also consider their smartphone to be an absolute 
necessity. In the words of Nelis and Van Sark (2012), ‘The mobile phone has become indispensable in the 
lives of young people.... Most of them use their phone for much of the day, or it is at least within easy 
reach.’

Many young people (almost 60%) use their smartphone almost every day to go online (Ewalds & 
Voncken, 2013). More than 42% of Dutch teenagers are on the internet for more than four hours each 
day. The main reason for going on the internet is to visit social networking sites and, to a lesser extent, 
send and receive email. Various studies indicate that young people under 17 years old find email boring 
and slow. Programs like Skype and FaceTime are much quicker and more interactive. Twitter is also 
ubiquitous. The Netherlands is the busiest Twitter country in the world, and LinkedIn also has the 
greatest uptake here (26%) (De Bruyckere & Smits, 2011).

The survey also revealed that almost everyone who uses the internet also uses email. This applies to all 
age groups (see Figure 4.12). Several other activities have also become commonplace among young 
people: forums and chat rooms, blogging and reading blogs, and online entertainment. Online chatting 
and WhatsApping are typically activities of the young (72%); older age groups use these services much 
less (for example, just 15% of the over 65s).
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Social media are used by all age groups, but the main users are teenagers and young adults (Sleijpen, 
2011), which is also confirmed by this study (see Figure 4.12). Young adults in particular (17–24) make 
heavy use of social network sites (82%). This percentage is significantly lower for the over 50s (around 
58%). 

The desire for physical contact remains

Despite all this digital contact, the question remains whether social media and other ICT applications 
reduce the need for physical contact in the Netherlands. Social network sites make it easy to make and 
maintain contact with other people, but this does not mean that young people no longer want to meet 
each other ‘in real life’. According to one of the interviewed experts, as far as this goes Generation Y has 
the same needs and desires as previous generations. Young people above 16 were unanimous in their 
preference for real life contact, saying it is more intense and because it is easier to judge how other 
people are reacting.5Nelis & Van Sark (2012) conclude: ‘It has been repeatedly shown that communication 
via other means, such as email or Facebook, only works if it based on good physical contact.’ Young 
Australians see electronic communication as a way of reinforcing face-to-face contacts, but not as a 
substitute for them (Delbosce & Currie, 2012).

 Figure 4.1 Question: ‘What activities have you done on the internet during the past 3 months?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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The questionnaire survey we conducted (October 2013) explicitly asked whether contact with friends via 
social media leads to less face-to-face contact. Only a minority of the respondents said this was the case. 
This was said by a slightly bigger proportion of young people (17–24) than the older age groups (about 
14% of the over 40s said this was true).6

5 Qualitative research provides examples of the desire for real contact: ‘Talking to your friends face to face is ten times better 
than via Facebook. Because you can see each other there’s no danger of taking things the wrong way, and you can have fun 
together.’ Lisanne, 17 (Nelis & Van Sark, 2012: 218).

6 These results are in line with an earlier exploratory study. Youngworks, a youth research and marketing agency, investigated 
the relation between social media and face-to-face contact (2013). Young adults were presented with the same proposition 
(‘Because I’m in constant contact with my friends via my smartphone or social media, I have less face-to-face contact with 
them.’). Just 21% of the young people agreed with this proposition, 60% disagreed and 19% took a neutral position. The 
survey was of young people in the 18–28 age group (177 respondents, April 2013).
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The answers to propositions about social media show that for the time being there is little reason to 
suppose that the desire for physical contact is strongly decreasing. After all, social media also generate 
new contacts, especially among the young. It appears that young people (especially the 17–24 age group) 
are much more active on social media than older age groups (over 40s) (see Figure 4.13), with indications 
of a division into three groups. The 17–39 age group are avid users of social media, the 40–65 age group 
make less use of social media, while the over 65s make a little more intensive use of social media (for 
example to get to know new people).

There are clear differences between the age groups. While 64% of young people said that internet/social 
media make it easier to agree to meet people, only around 35% of over 50s said this. A significant 
proportion of young people (38%) see their friends and acquaintances more often because of social 
media, but among older people (over 50s) the proportion lies between 15% and 20%.

 Figure 4.13 Proposition: ‘Because of the internet/social media...’ Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Young and frequent car users also make intensive use of social media

Of course, people can make little or no use of social media while driving or cycling. Not only is it not 
allowed, it is also virtually physically impossible. Rail, bus, tram and metro, on the other hand, are ideal 
places to update your Facebook page or send some messages on your smartphone.

The questionnaire did not ask where people make use of social media (for example at home, at school, at 
work or while travelling). However, it would seem obvious that people use social media while travelling 
by rail, bus, tram or metro and not while driving or cycling. The answers to the survey show that people 
who make frequent use of the car (and bicycle) make less intensive use of social media (see Figure 4.14). 
People who make frequent use of rail, bus, tram and metro make more use of social media than people 
who use public transport less (see Figures B4.1, B4.2 and B4.3 in Appendix 4). Rail, bus, tram and metro 
are forms of transport that provide ideal opportunities to use social media. 
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However, there is a difference in the relationship between car use and the use of social media between 
young adults (17–29) and the over 30s. The majority of young adults who make frequent use of the car 
also make intensive use of social media (more than an hour per day). The one does not rule out the other. 
Young people’s use of social media has no relationship with whether they drive a lot or a little. Most 
spend a lot of time on social media anyway. Older frequent drivers make significantly less use of social 
media. Most people over 30 who drive a lot (62%) spend relatively little time on social media (less than 
an hour per day).

 Figure 4.14 Intensity of social media use and car use. Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Figuur 4.14 Intensiteit gebruik sociale media en gebruik auto. 
Bron: KiM-survey onder Nederlanders van 17 jaar en ouder, oktober 2013.
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Life events
Life events can alter behaviour. Examples include living together or getting married, having children, 
finding a job and moving house. These are moments when habitual behaviour is re-examined. Research 
in the Netherlands, France, Germany and Japan shows that such life events have an influence on whether 
people buy a car (or second car) or not (Oakil et al., 2011; Prillwitz, Harms & Lanzendorf, 2006; Yamamoto, 
2008). The French study, for example, shows that an increase in the number of adults in a household 
(getting married or living together) makes it more likely that a car will be bought. The same goes for 
having one or more children. 

This study also shows that certain ‘major’ events in a person’s life can precipitate the decision to buy a 
car. The questionnaire contained the following question: ‘What prompted you to buy the last car you 
purchased?’ The respondents could choose from several categories, including five life events. For young 
adults (17–24) getting a job or a new job is an important reason (21%). For people between 25 and 39, 
having children is an important inducement to buy a car (23%). For people aged 66 and older, retirement 
was an important reason in 27% of the cases. The life events of getting married and moving house are 
less of a motive for buying a car (see Figure 4.15).
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 Figure 4.15 Question: ‘What prompted you to buy the last car you purchased?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Figuur 4.15 Vraag: “Wat hee� u er toe aangezet om de auto die u als laatste hee� gekocht, te kopen?” 
Bron: KiM-survey onder Nederlanders van 17 jaar en ouder, oktober 2013.
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Differences between age groups

In Chapter 3 we discussed various trends in the field of mobility. Young adults make a substantial 
contribution to the levelling off in the growth of car use. The results also reveal an important difference 
between age groups. The 18–24 and 25–29 age groups belong to the same generation, but in several 
respects are very different. Compared with the first group, the ‘older’ young adults travel more kilometres 
per day and some trip motives weigh more heavily than others. The 25–29 age group travel many more 
kilometres to work and back and hardly any for educational activities. We find the exact opposite for the 
18–24 age group. Many of them are still students and they use different modes of transport. The older 
young adults travel by car more often as the driver (50% in 2009) than the young people in the 19–24 age 
group (26%).

For young adults (17–24) the idea of starting a family seems a long way off. Nevertheless, they can still 
appreciate that living together and having children will lead to buying a car. The questionnaire contained 
the following question for respondents under 30 years of age: ‘Imaging you have turned thirty. You live 
with your partner, you possibly have one or more children, and you have “settled down”. Would you 
consider buying a car?’ The results show that a big majority of the young adults (74% of the 17–24 age 
group and 72% of the 25–29 age group) would probably or definitely buy a car (Figure 4.16). Just 5% would 
‘probably not’ or ‘definitely not’ buy a car.7 

7 Other sources also indicate that life events prompt young people to consider buying a car. In an ‘iD Scan’, Youngworks youth 
research and marketing agency conducted an initial survey among young people with an almost identical question. More than 
95% of the respondents in the 18–28 age group gave a positive answer. The young people can appreciate that owning a car 
after you turn 30 is convenient, easy or useful (YoungWorks, 2013).

| Ministry of Infrastructure and the Environment38



 Figure 4.16 Question: ‘Imagine you have turned thirty. You live with your partner, you possibly have one or more children,  

and you have “settled down”. Would you consider buying a car?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Figuur 4.16 Vraag: “Stel, u bent ouder dan dertig jaar. U woont samen, hebt misschien één of meerdere kinderen 
en bent ‘gese�eld’. Zou u overwegen om een auto aan te scha�en?” 
Bron: KiM-survey onder Nederlanders van 17 jaar en ouder, oktober 2013.
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This outcome was corroborated in the focus groups (Veldkamp, 2012). These young people also think 
that the car will pay a bigger role in their lives when they are older. The young adults (in the 18–30 age 
group) interviewed by Bureau Veldkamp expect that their travel behaviour will depend on the sort of 
lives they will lead in future. Work, family and income will be the key factors. The participants all think 
that eventually they will have their own car (‘I cannot image that in ten years time I will be sitting with my 
family in the train’). Car sharing (on a permanent basis) is not a popular idea; they want their own car 
parked in front of the house.

The above-mentioned results and studies provide convincing evidence that certain life events will 
eventually lead to increased car ownership even among the current group of young adults (or 
Generation Y).

 4.2 Attitudes: From car ownership to car use?

In the previous section we looked at situational explanations for changes in the travel behaviour of young 
adults. In this section we examine the second type of explanations: attitudes.

The status of the car 
People buy a car not only for instrumental reasons but also for affective reasons, such as status (Steg & 
Vlek, 1999). Given the observed trend, however, the question is whether the status afforded by a car is 
still important to young people. Various studies indicate that owning products is less important to 
Generation Y. What matters to them is access to goods and services. And that applies to cars as well. 
Vehicles are no longer a status symbol, but a useful product. Managers in the automobile industry expect 
the desire to own a car will decline sharply, especially in urban areas. Almost three-quarters of them 
expect that people will increasingly choose to hire or pay for the use of a car when they need one, or use 
a shared car (KPMG, 2013). In this scenario status is still important, but it will no longer be derived from 
owning a car. There are many new goods which can confer prestige on their owners, such as computers, 
smartphones, portable music players and video games: ‘…there are a lot more toys out there…’ (Neff, 
2010).
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A mobile telephone is more important than a car

Besides cars there are plenty of other ‘toys’ out there. To get an idea of how cars compare with 
smartphones, computers and televisions, the respondents were asked how important these four 
products are in their daily lives. The survey participants ranked the four products in order of importance 
(Figure 4.17).

 Figure 4.17 Question: ‘How important are the products listed below in your daily life?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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 Figuur 4.17 Vraag: “Hoe belangrijk zijn onderstaande producten in uw dagelijks leven?” 
Bron: KiM-survey onder Nederlanders van 17 jaar en ouder, oktober 2013
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The answers to this question threw up several noteworthy differences. The smartphone is the most 
important product for young adults. This applies to both the 17–24 and the 25–29 age groups (81% and 
72%). The over 30s attach less importance to the mobile telephone. Among this age group the car is 
generally still the most important product, often along with the computer. The 40–49 age group seem 
particularly attached to the car. The 25–29 year olds are more attached to the car than the 17–24 year olds 
(31% compared with 45%).

Research in the United States also indicates that young people attach greater status to the smartphone 
and computer than the car. Respondents in that study were also asked to give their opinion on four 
products (TV, smartphone, computer and car). As in the Netherlands, American young adults are less 
worried about losing a car than their mobile phone (Zipcar, 2013). The over 55s choose the car en masse. 
Other research shows that 30% of American baby boomers consider themselves to be ‘car enthusiasts’, 
as opposed to just 15% of Generation Y (Hargreaves, 2012).

Interest in the car seems to be waning among Japanese young adults as well. University students have 
been polled at various times in the past on where their interests lie, with questions on which products or 
services they are most interested in. In the 1960s and 1970s the car scored highly among students 
(seventh in the ranking), but was less interesting to students in the 1980s and 1990s (tenth in the list) and 
has subsequently dropped further down the list to number 17 among the current crop of students. The 
students of today are more interested in computers, portable music players and communication devices, 
such as mobile phones (Roland Berger, 2011).

These types of results are often used to justify the conclusion that young adults in the Netherlands are no 
longer interested in owning a car. Many young people think the car is useful, but they do not necessarily 
have to own one. They take a pragmatic view. If they need a car, they will hire or borrow one. The car is 
said to have lost its status among young people.
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From ownership to use: opinions and visions

According to several trend watchers, such as Adjeidj Bakas and Hilde Roothart, ownership is becoming 
less important. What matters is access to goods and services. According to Bakas, ‘swapping is the 
new buying’ (Bakas, 2013) and this is reflected in the rise of car sharing. Roothart of Trendslator 
agrees: ‘What you...see is a transition from ownership to use. You can see this in many areas. More 
things are being leased or shared. You can now even lease your jeans....And if you need a car for 
something, you just hire it. Or you borrow a car, for example from someone in your own street. All via 
your smartphone.’ (De Vré, 2013). The founders of Greenwheels attribute the success of their company 
to a new generation of drivers. The users are mostly young people who live in the central areas of 
cities (Greenwheels is particularly successful in Amsterdam, Utrecht and The Hague), possess a driving 
licence and do not want all the rigmarole of owning a car. ‘This generation is not bothered about 
ownership, but availability. They do not buy CDs either, but stream their music over the internet,’ said 
one of the founders of Greenwheels in an interview (Van Heel, 2013). 

BOVAG8 has drawn up a scenario for the future in which eleven trends are identified, including the 
emergence of Generation Y (Capgemini, 2011). Generation Y wants to be able to consume products 
and services independently of opening times or location, where and when it is convenient for them. 
Multi-mobility will be an important trend and the car will be viewed in a different light. It will no 
longer be a status symbol, but a useful tool, and ‘no longer imbued with emotion’. The car will 
increasingly be part of a financial equation. Costs already have a big influence on consumer choice and 
the trend is towards smaller, fuel-efficient cars.

The RAI industry association9 points to similar trends, including ‘freedom of choice’. This trend is 
towards increasingly flexible mobility choices. Young people think differently about mobility and car 
ownership and no longer automatically make the decision to buy a car. Young people’s preferences 
are leaning more towards combinations of cycling, public transport and car sharing. People no longer 
have to own a car to be mobile, because there are many more options available to provide mobility on 
demand. Consumers will arrange their own mobility via internet and mobile services (RAI Vereniging, 
2013).

Motoring organisation ANWB also observes a number of changes and is responding accordingly. For 
one thing, it no longer focuses just on the car and devotes increasing attention to other, sustainable 
forms of transport and mobility, including cycling. The association wants to support the mobility 
needs of people as comprehensively as possible and those needs are no longer solely geared to the 
car. Someone who wants to go from A to B can do that in different ways and the ANWB wants to cater 
to personal preferences. The ANWB thinks it is not inconceivable that the status of the car is changing, 
but thinks it is still too early to draw any definite conclusions. One question is whether car sharing will 
really take off or not. Many people still see their car as an extension of their home and part of their 
private domain, and so are reluctant to let strangers use it. On the other hand, young people seem to 
be becoming less concerned about privacy. Many people depend on the car and will continue to do so 
in future. In rural areas especially, the car is the most efficient way to get to school and to work and 
using it has little to do with a desire for privacy and more about the availability of transport. Car 
sharing can provide a workable solution for some people, but certainly not for everyone.

8 BOVAG is an association of more than 11,000 businesses in the mobility retail industry.
9 RAI represents almost 700 manufacturers and importers of private and goods vehicles, motorbikes, mopeds and bicycles.

Not car-less, but car-later - KiM |<< Back to table of contents 41



The car as an enduring status symbol

Indications can be found in the literature that Dutch young people are responsive to the status afforded 
by the car. Spanenberg and Lampert (2009) argue that ‘material orientation’ is a strong distinguishing 
feature of the youngest generation, saying that status and outward appearances are in fact more 
important for Generation Y than for earlier generations. Generation Y feel happy when they can spend 
money and want to climb up the social ladder. These young adults are captivated by glamour and luxury, 
including the more expensive smartphones and cars. 

The KiM survey shows that cars have a special status for Dutch young adults (see Figure 4.18) and are more 
than just a means of transport. Half of the 17–24 years olds agree with the proposition that a car says a lot 
about someone’s status in society. The proportion of the over 50s agreeing with this proposition is about 
30%. Young people also think that your car reflects who you are; 38% think that your car is an expression 
of your personality. Other age groups agree much less (just 7% of people over 65 agree). Young adults 
(37%) also think the image of a car is important, but this is much less of an issue among people over 40 
(just 22% of people in their forties bother about the image of their car). For people over 50 the car is a 
means of getting from A to B. The vast majority agree with the proposition that a car is ‘nothing more than 
a means of transport’. Just 40% of young adults (17–24) agree with this proposition.10

 Figure 4.18 Status of the car. Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Figuur 4.18 Status van de auto
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The outcomes of the focus group sessions (Veldkamp, 2012) also indicate that Dutch young people do not 
think the car is just a means of transport, but is also a status symbol. For young people the car has a ‘high 
aspiration content’ and public transport is seen as a ‘necessary evil’. Some think that the car says 
something about a person’s status and have aspirations in this area (such as driving a ‘high-end BMW’).

10 The findings are in general agreement with the outcome of a study by Spangenberg and Lampert (2009). This Motivaction 
study did not compare age groups, but generations. Respondents in this study could also respond to the proposition ‘For 
me a car is no more than just a means of transport’. The vast majority (85%) of the generation from the 1960s and 1970s 
agreed with this proposition. The proportion of Generation Y in agreement was 64%.
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The car as a provider of convenience and independence

The focus group discussions also revealed that for these young people the car is a symbol of freedom, 
independence, availability, comfort and convenience. In this they differ little from other age groups. The 
survey contained a question on the attributes the respondents felt belonged to the car. They could choose 
out of 15 attributes, such as reliable, flexible and polluting. There were few differences between the age 
groups, which chose more or less the same attributes. They all said that cars are convenient, comfortable, 
flexible and provide independence. ‘Speed’ was the only attribute that relatively young people (17–39) 
associated more with cars than older people (60 and over). About 74% of the younger age group agreed/
strongly agreed that this attribute belonged to cars, as opposed to about 54% of the 60 and over age group.

The Netherlands, Europe and the United States

The car is not only a status symbol for Dutch young adults. Other European young adults are also keen on 
the status afforded by car ownership. This is confirmed by various comparative country studies. A study 
commissioned by AutoScout24 (conducted by market researchers GfK) shows that 35% of Europeans11 
consider the car to be a status symbol (AutoScout24, 2012). It is not known whether this percentage is 
lower than in the past, but the study does show that more young people than older people see the car as 
a status symbol (see Figure 4.19).

 Figure 4.19 The car as an expression of lifestyle/social status. Source: AutoScout24, 2012.
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Car company Ford also commissioned research in various European countries (Curry & Hughes, 2012).12 
This also revealed that young people (18–31) are more receptive to the status of the car than older people 
(32 and older). Almost a quarter of all respondents agreed with the proposition ‘Cars are still an 
important measure of success’, but the proportion was quite a bit higher among young adults (32%).
 
Moreover, a study by Redshift research (2013) for eBay and Markplaats shows that in various European 
countries13 as people become older the status of the car becomes less important to them. Finally, the 
results of a Belgian survey of lifestyle and consumer behaviour among Belgian consumers reveals many 
similarities between the various age groups. The Flemish young people (under 30) are no less 

11 In eight European countries: Austria, Belgium, France, Germany, Italy, the Netherlands and Spain (between the ages of 18 
and 65).

12 Denmark, France, Germany, Italy, Spain and England (the Netherlands was not included in the study).
13 In this study: The Netherlands, Denmark, France, Germany, Italy and England. The researchers were prepared to analyse the 

data again for KiM and break down the results by age, for which we are most grateful.
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materialistic than older age groups. They actually appear to be more rather than less receptive to product 
status and the ‘social appeal’ of a product is important. The group of young people in their twenties and 
thirties go for luxury cars to impress others (Valkeneers, 2006). 

American research shows that compared with older generations (Generation X and the baby boomers) 
the young adults of Generation Y are in fact more aware of the image they can project by owning their 
own car. More than 80% of young adults agree with the proposition that the choice of vehicle says a lot 
about someone’s taste and lifestyle. About 67% think the image projected by a make of car is a crucial 
factor in the decision to buy a vehicle. Two-thirds of young adults agree with the proposition that the 
choice of vehicle says a lot about someone’s personal status in society (such as interests or wealth) 
(Deloitte, 2009), and almost half (47%) agree that when buying a car they are influenced by consumers 
driving luxury cars. This is much less among Generation X (33%) and baby boomers (24%) (Deloitte, 2012).

American young adults would like to buy a car, but cannot afford to at the moment. More than 
Generation X, they think that a car shows what sort of a person you are and what you have accomplished: 
the young people of Generation Y ‘view their car as a means to tell the world who they are’ (AutoTrader.
com, 2013).

Young adults in Australia also appear to be very interested in owning a car. Young people (17–21) in and 
around Melbourne were asked via an online discussion forum about mobility, getting a driving licence 
and owning a car. The discussions revealed that the car has lost none of its attractions. The car was seen 
as a symbol of responsibility, maturity and freedom. Although the car was not considered to be a luxury 
product with status, it was seen as a necessity and an integral part of an adult life (Delbosce & Curry, 
2012).

Sharing instead of owning: the emergence of the sharing economy
Some people say the economy of the future will be a sharing economy and the smart set will hire, borrow 
or share instead of owning goods (Botsman, 2010; Walsh, 2011; Walljasper, 2011). Various products and 
services are already being hired, loaned or shared. The sharing economy is not only emerging in the 
United States, but also in the Netherlands, and for services (for example via the SmilesTree sharing 
platform) as well as products (for example via Peerby or FLOOW2). 

Car sharing 

One of the trends that has been identified is a changing attitude to car ownership (Curry & Hughes, 2012). 
Car sharing is starting to become more common in various parts of the world. Zipcar, established in the 
United States in 2000, offers its members the option of driving a car by the hour or day. Between 2011 
and 2012 Zipcar grew by 235% in the United States. The greatest potential for car sharing is among 
consumers with high incomes who live in urban areas and drive relatively few kilometres each year.14

There are three main types of car sharing schemes. The first is hiring a shared car from a company like 
Greenwheels, MyWheels, ConnectCar, Drive Car sharing or StudentCar. The second involves sharing a car 
with other individuals, in which people either rent out their own car or drive a car belong to someone else 
living in the neighbourhood, referred to as ‘mutual car sharing’ or ‘peer-to-peer car sharing’. This option 
is available through MyWheels, SnappCar and WeGo, for example. 

14 This was a reason for Ford Germany to launch the Ford2GO car sharing programme. Ford dealers across Germany offer 
shared cars which customers can book via internet or their smartphone. Other carmakers, such as Volkswagen and Daimler, 
are operating similar schemes. Volkswagen has a participating interest in Greenwheels and Daimler in Car2go.
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The third form or car sharing is an advanced form of carpooling, such as BlaBlaCar (www.blablacar.nl). 
Drivers and passengers are matched via special websites. 

From ownership to use

Although it is now still a ‘subculture’, ‘access’ may eventually become more important than ‘ownership’. 
Many people in the Netherlands already think access is more important than ownership. Six out of ten 
(59%) say they do not have to own things if they are able to use them in one way or another. Just 9% 
disagree with this. Moreover, 34% of the Dutch population think that bartering will become more popular 
alongside standard money-based commerce; 29% regularly swap things and 34% exchange services 
without any money passing hands (Lampert & Wijffels, 2012).

The willingness to ‘share’ is said to be a typical characteristic of Generation Y, who attach less importance 
to owning things. Possessions are not important as long as the things they need are just a mouse click 
away. This fits in with the way Generation Y treats knowledge, which they are also not so inclined to 
acquire. After all, all the things you need to know are available to everyone on the internet (Bontekoning, 
2012b). 

Car: own or share?

Car manufacturers, such as Ford, are understandably interested in the way in which mobility and 
consumer attitudes to the car will change over the coming decades. People in six European countries 
were asked to respond to the following statement: ‘With the ability to now access, rent, licence or borrow 
things I am increasingly owning fewer and fewer things’. The proportion in agreement with this was 27%, 
but with clear a difference between the generations: 24% of those older than 32 agreed, while 39% of 
Generation Y (18–31) agreed. Another statement was: ‘I am happy to share my car with other people’. The 
proportion of the respondents in agreement with this was 83%. In this case, too, the willingness to share 
is highest among Generation Y (89%) (Curry & Hughes, 2012). 

Sharing or hiring products and services should therefore catch on most among Generation Y. But the 
question is whether this really is the case. AutoScout24 examined the degree to which Europeans are 
prepared to share a car (2012), based on various possible scenarios. The outcome was that 64% of people 
still preferred to own their own car. More than 30% see some advantage in sharing a car. A big majority of 
this 30% (23%) would still want to keep their own car, but supplement this with sharing or hiring a car. For 
example, owners of a small city car would rent a bigger car for holidays or longer journeys. 7% can 
conceive of a future without a car and would be content to share or rent a car. Surprisingly, it was the 
young people in the 18–29 age group that most wanted to own a car (67%). Among the older people (in 
the 50–59 and 60–65 age groups) the desire to own a car is less pronounced (58% and 59%). 

Car sharing schemes are still in their infancy. In a survey in six European countries the respondents were 
asked whether during the past 12 months they made use of some form of car sharing scheme (Curry & 
Hughes, 2012). Only 3% had.
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Car sharing in the Netherlands

In March 2013 there were only 5,275 share cars on the roads (http://kpvvdashboard-4.blogspot.nl/). This 
represents a growth of 86% compared with 2012. This growth is due mostly to the advent of peer-to-peer car 
sharing (between individuals) and is strongest in the cities. The growth appears spectacular, but the more than 
5,000 cars involved still make up just 0.07% of all the 8 million cars in private ownership in the Netherlands in 
2013 (CBS StatLine, 2013). This is hardly surprising. Our study shows that a large part of the population does 
not know about the possibilities for car sharing through companies (like Greenwheels) or with individuals (for 
example via SnappCar). Young people in particular (17–24) said that they do not know about these possibilities 
(61%). The proportion among the over 30s was about 40% (see Figure 4.20).

 Figure 4.20 Question: ‘Do you know about the possibilities for paid car sharing?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Figuur 4.20 Bent u bekend met de mogelijkheden van het delen van auto’s tegen betaling
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Those respondents who could make use of a car sharing scheme in their own neighbourhood were asked 
how often they had done so in the past year. The vast majority of respondents had not. Between 79% 
(17–24 age group) and 95% (30–39 age group) had never shared a car (see Figure 4.21).
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 Figure 4.21 Question: ‘How often have you shared a car (free or paid) in the past year?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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It does not appear as if large groups of people will be switching to car sharing in the short term. Young 
adults are more open to the idea15, but only 28% of them are considering car sharing, and not even 20% 
of the over 40s age group are thinking of car sharing (see Figure 4.22). The participants were also asked 
why they did not want make use of car sharing schemes. Many people simply said they would not be 
comfortable having to share a car with other people (about 50%) and that they think it is a complicated 
and inconvenient business (about 40%).

Around 25% are thinking of car sharing, which is in line with the results of a study in Utrecht (SmartAgent, 
2011). In the province of Utrecht a quarter of those surveyed did not dismiss the idea of car sharing.16 The 
people in the province who already car share were also surveyed and found to differ from the rest of the 
population in a number of ways. For example, car sharers are more likely to be in the 25–44 age group. 
The study also identifies a group of ‘potential car sharers’, people who do not yet share but think it is an 
attractive idea. This group is relatively young, between 18 and 25 years old (with many highly qualified 
people and students). 

15 The proposition that Generation Y are willing to share cars must for the time be treated with caution in the light of other 
research results. Lampert and Wijffels (2012) note that Generation Y has been brought up in a consumer culture during a 
time of prosperity and still has little experience looking at materials and products in a different way. In the Netherlands, 
curiously enough, it is the young people who prefer to own things. Older generations are more open to sharing and 
exchanging things.

16 There is therefore potential, but among which people? In Utrecht five types of motorists can be identified, based on 
lifestyle:

 •  practical motorists (not attached to their own car), among whom the 45–65 age group and older is over-represented 
(29% in the whole province, 25% in the city of Utrecht);

 •  habitual motorists (very attached to their own car) (21%/21%);
 •  rational motorists (little interest in cars, but cannot do without), among whom the 55–65 age group is over-represented 

(19%/17%);
 •  car lovers (ambitious individualists for whom the car is a status symbol), among whom the 16–34 age group is over-repre-

sented (17/17%);
 •  post-motorists (not attached to possessions, including cars), among whom the 16–34 age group is over-represented 

(14%/20%).
 Both the car lovers and the post-motorists are relatively young groups. All groups show some potential affinity with car 

sharing, except the habitual motorists.

Not car-less, but car-later - KiM |<< Back to table of contents 47



 Figure 4.22 Question: ‘If one or more share cars became available in your neighbourhood in the near future, would you consider 

car sharing as an option?’ Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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Sustainability and environment
In the United States commitment to sustainability and the environment is said to be one of the 
explanations for the reduced enthusiasm for the car among Generation Y (Deloitte, 2011; Chozick, 2012). 
Young people prefer to avoid using cars because they are polluting, choosing instead to use non-
polluting or less polluting means of transport, such as bicycles and public transport. 

This trend has not been observed in other countries. Young people in Melbourne generally do not 
consider the environmental impact of cars to be an important issue. They have the idea that the impact is 
minimal and that they can do little to change the situation (Delbosce & Currie, 2012). In Belgium, 
Generation Y do not appear to be any more environmentally aware than other age groups (Valkeneers, 
2006), and neither do their Dutch peers. Results from questionnaire surveys and focus groups show that 
Dutch young people know more about the environment than old people, but do not act on this 
awareness. Old people behave in more environmentally friendly ways than young people. Many young 
people tend to live in the here and now and think less about future generations. For example, 55% of 
young people (15–24 age group) agree with the statement ‘I am concerned about the ecological, 
environmental and climate consequences for future generations’, whereas about 65% of the older age 
groups agree. Young people are more interested in the benefits they gain from their behaviour. This does 
not necessarily mean there is a difference between the generations: it is perfectly possible that as young 
people get older they start to behave more ‘responsibly’. In this sense, the effect is probably more an 
age-related one than a generational one (Verbeek & Boelhouwer, 2010). 

Young adults and the environment

The above-mentioned findings are to a large extent borne out by the present study. Compared with older 
people, young adults are less concerned about the environment. Only 22% have tried to drive less for 
environmental reasons, whereas about 35% of the over 50s said they had done that (Figure 4.23). The 
differences are less marked for the other propositions, although young people are more open to new 
developments, such as electric cars, than older people. 
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 Figure 4.23 Environment and cars. Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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The fact that the environment is not a major consideration in the choices made by young people is also 
apparent in the answers to the question about the reasons why people should car share. The category 
‘good for the environment’ was chosen significantly less often by the young adults than older groups (see 
Figure 4.24).

 Figure 4.24 Question: ‘Why did you/would you car share?’  

Source: KiM survey of Dutch residents of 17 years and older, October 2013.
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The above graphic has been confirmed by focus-group research (Verbeek & Boelhouwer, 2010). Group 
discussions revealed that people do want to act in environmentally friendly ways, but that in the end the 
car remains sacrosanct. Some are willing to drive more efficiently or buy a fuel-efficient car, but driving 
less or giving up the car is a bridge too far for most. Other qualitative research shows that the 
environment is hardly an issue for young adults when buying a car (Veldkamp, 2012).
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5  
Conclusions

How can we explain the declining mobility among young adults? All in all, situational factors seem to 
play a bigger role than a difference in attitude. The car is more of a status symbol for young adults than 
for older people and is something to look forward to having. Environmental issues are hardly a 
consideration. The sharing economy may well be on the rise, but car sharing is (as yet) limited to a small 
group of users.

Of greater importance are the economic recession, migration to the city and the fact that owning a car 
does not yet fit in with the lifestyle of young adults. When they get a bit older (settle down and have 
children) they will buy a car anyway, if they have not already done so. Social media appear to be 
responsible for very little if any of the reduced growth in car use. Face-to-face contact is still very 
important for most young people.

In the Netherlands we see that young adults make a relatively big contribution to the reduction in the 
growth in car use. The Dutch motor industry (BOVAG and RAI Vereniging) draws its own conclusions from 
this. Some people expect, on the basis of the results of trend research, that young people in the 
Netherlands will in future be more likely to share a car than to own one. Car ownership is said to afford 
less status among young adults.

However, it is debatable whether Dutch young people really have lost interest in owning a car. A change 
in attitudes is not the only possible explanation; there are also situational factors to be taken into 
account (the economic recession, a drift to the city, the rise of social media and life events).

 5.1 Situational factors 

Economic developments
The growth in car use began to level off even before the start of the economic crisis. The economic 
recession cannot therefore be the only explanation, but it does play a role. In mid 2013 more people said 
that their financial situation had worsened over the past two years than said it had improved. This has 
consequences for the sale of new cars, as people are more inclined to delay buying a new car and/or buy a 
second-hand car. Young adults in particular say that it is difficult for them to own a car during periods of 
economic hardship. The crisis has consequences not only for car ownership, but also for car use. About a 
third of respondents said that they drive less and use the car less because of the crisis. This also goes for 
the use of public transport; only bicycles are used more.
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Migration to the city
Young adults living in urban areas drive less in total (fewer kilometres) than young adults living in non-
urban areas. This is not surprising, because there are more alternatives to the car in the city. The majority 
of the respondents agree that there is less need to own your own car if you live in the city. Young adults in 
particular make much use of public transport and the bicycle.

The rise of social media
Young adults frequently use social media. However, it is questionable whether this contributes to the 
declining growth in car use. Social media are a cause of both an increase and a decrease in mobility. A 
small proportion of young adults say that because they use social media they see their friends face to 
face less often. On the other hand, social media are also responsible for an increase in mobility. A large 
proportion of young adults say that social media make it easier for them to make dates and 
appointments, that they have got to know new people through social media and that they see their 
friends and acquaintances more often. At least for the time being, therefore, there is little reason to 
suppose that social media have significantly reduced the desire for face-to-face contact.

Life events
Scientific research shows that certain life events, such as living together and having children, have an 
influence on car ownership and car use. This was also confirmed by the present study. For example, for 
people in the 30–39 age group, having children is an important inducement to buy a car. The current 
cohort of young adults (17–24 age group) also think it likely that they will buy a car once they settle down. 
This is confirmed by the results of a questionnaire (75% are contemplating buying a car) and in the focus 
groups (‘I cannot image that in ten years time I will be sitting with my family in the train’). As the young 
people become older and enter a different phase in their lives, they will be more inclined to buy and use a 
car.

 5.2 Attitudes

The car as status symbol 
The scientific literature, the questionnaire and the focus group study indicate that the car has a high 
status among European, and therefore also Dutch, young adults. Young people attach greater importance 
to status than older people. More than half the 17–24 year olds think that a car says a lot about 
someone’s status in society, while less than a third of the over 50s agree with this. In fact, older people 
take a pragmatic attitude to the car and are more likely to think it is ‘nothing more than a means of 
transport’. In contrast, young people want a car to show off who they are.

Rise of the sharing economy 
Commercial car sharing is becoming more common and the number of schemes and companies are 
growing. Despite this, few people in the Netherlands make use of these facilities and many drivers do not 
know about them. Even when people have an opportunity to car share in their own neighbourhood, few 
think it worth their while. A big majority (of both young and old) want to own their own car, although 
young adults are a little more open to sharing cars than older people.

Sustainability and environment
Another explanation for the declining car use among the young could be a different attitude to 
sustainability and the environment. Young adults could choose to drive less and share a car for 
environmental reasons. However, the research results do not support this. Few Dutch residents choose 
not to own a car or drive less for environmental reasons. The environment is even less of an issue for 
young people than for older people.
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 5.3 Permanent or temporary change?

We have shown that there are a variety of possible explanations for the decreasing car use among young 
people. It is important to know which factors really do play a role, because this will determine whether 
the trend is temporary or permanent. 

If there is a real and widespread change in attitude, the level of car ownership among the members of 
Generation Y will remain low. Even when young people become older, they will remain focused on other 
things than cars. However, where an explanation has a situational background, the trend may be 
temporary in nature. For example, it is possible that young people are consciously travelling less (by car 
or other forms of transport) because of the economic recession and that when the economy picks up 
again they will become more mobile and may want to own their own car. Moreover, it is highly likely that 
young people are delaying buying a car because car ownership does not fit in with their current lifestyle. 
When they get married and/or have children, they will decide to buy a car after all. 

It is therefore too early to conclude that young adults are turning their backs on the car. Generation Y 
does not want to be car-less, but car-later.
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Appendices
 Appendix 1 List of interviewees

Bas Delmee, YoungWorks, 2 May 
Martijn Lampert, Motivaction, 7 May 
Quirijn Teunissen, RAI Vereniging, 14 May
Rogier Kuin, BOVAG, 16 May
Monique Verhoef, Michelle de Laat, ANWB, 3 June
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 Appendix 2  Kilometres travelled per person per day by young adults living in 
urban areas, broken down by transport mode and car ownership, 
1995–2009. 

Source: Dutch National Travel Survey.

18-24

urban, car-owning urban, non-car-owning

1995 2000 2005 2009 1995-
2009

1995 2000 2005 2009 1995-
2009

Car as driver 38.6 30.1 30.7 24.1 -38% 3.7 4.7 3.3 1.8 -52%

Car as passenger 7.2 7.3 6.0 9.1 25% 7.8 7.0 8.3 5.8 -25%

Train 3.2 3.1 4.2 6.8 111% 14.4 14.4 9.7 11.2 -22%

Bus, tram, metro 0.7 0.8 0.9 0.6 -21% 3.8 4.4 5.4 4.0 3%

Bicycle 0.9 0.9 1.4 1.4 51% 3.7 3.4 3.1 3.8 2%

Other 2.2 0.6 3.3 0.8 -83% 1.5 0.9 2.0 1.8 20%

Total 52.9 42.9 46.4 42.6 -19% 34.9 35.3 31.8 28.4 -19%

25-29

urban, car-owning urban, non-car-owning

1995 2000 2005 2009 1995-
2009

1995 2000 2005 2009 1995-
2009

Car as driver 44.6 41.2 39.2 39.2 -12% 5.1 4.7 4.5 4.4 -14%

Car as passenger 7.2 7.6 7.3 7.3 2% 8.7 8.3 7.2 4.0 -54%

Train 2.5 3.0 2.1 2.1 -14% 11.9 12.7 11.7 13.8 16%

Bus, tram, metro 0.9 0.8 0.7 0.7 -18% 2.1 2.7 3.0 2.7 31%

Bicycle 1.4 1.2 1.4 1.4 -3% 3.7 3.2 3.3 4.2 13%

Other 1.5 1.2 0.7 0.7 -53% 1.6 1.4 1.4 2.4 50%

Total 58.2 55.1 51.4 51.4 -12% 33.1 33.0 31.1 31.5 -5%
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 Appendix 3 Sales of new cars by age group. 

Source: RAI Vereniging, 2013.
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 Appendix 4 Use of social media while travelling, by transport mode. 

Source: KiM Survey 2013.
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