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PHYSICAL AND
MENTAL WELL-
BEING

High rates of mental-
health

LESS FINANCIALLY
SECURE

In aftermath of COVID:
inability to find the right
job

Pay they receive does not
allow for a good quality

DIGITAL of life

INVESTMENTS
“Digital Natives” - used to E(FZI(:)(I)\'I?TI\QIC RECOVERY

online networking and rapid
exchange of information Build resilient economies FLEXIBILITY
for the future

Consequences: not able
to cover living expenses
for more than two

months if faced with job

Flexible digital workspace to loss
| tant: King f easily and securely access the .
B cngﬁq%raﬂ?es that ;Ti%no\,r\,ith applications and resources AISIFIiINIAIG

their values

*Image: Adobe Firefly *Sources: Dell Technologies Survey; McKinsey; Forrester Research 2023; Forbes 2023



EXECUTIVE SUMMARY

Tl

Bonneagar lompair Eireann

How do we design sustainable transport that
everyone will use and love?

ONDERETAND NG WOMEN' S TRAVELINEE DS INTRELAND 70! INEORM THE EUTURE OF Supporting women and their travel needs will help Ireland transition to a carbon-neutral transport

SUSTAINABLE TRANSPORT POLICY AND DESIGN system.

ULY 2020 Historically, transport has not been designed with the needs of women in mind. This study seeks to fill

important gaps in our wding, in order to er ge wide ption of sustainable transport.

The study explores the drivers of car dependency for women including transport infrastructure,
significant caregiving responsibilities, safety concerns and equality of access to quality services.
Throughout the report policy opportunities are identified to provide a way forward. This study shows us
that designing transport that people will use and love requires new ideas and a new level of gender-
sensitivity in policy and practice.

KEY STATS

Outside of Dublin,

of women in families take on

the primary or lion’s share of
women own or have childcars dutles public transport users have seen

access to a car or experienced some form of
harassment or violence while using
public transport

women consider the car of women provide primary care to
to be a necessity another adult
4 women in Dublin report having
In Dublin, experienced sexual harassment on
public transport

Women's primary reason for
travelling is to drop off and collect
children or family members, while
men's primary reason is travelling for
work

women own or have
access to a car

of women stated that they would not
use public transport at night

women consider the car
to be a necessity

of women stated that feelings of
insecurity have prevented them from
travelling

Source: Til Traveling in a Woman's Shoes Survey, 2020
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*Source: https://www.tii.ie/technical-services/research/TIl-Travelling-in-a-Womans-Shoes-Report_Issue.pdf



W GENDER-SPECIFIC DATA GAP: THE SPECIAL NEEDS OF WOMEN

ARE A BLIND SPOT

Body shape & size

Hand size

Body & Health

Are there special

needs of women

on highways and
motorways?
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1 ® Rest areas and safety

2 e Well-being & time management
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Y WOULD YOU FEEL SAFE ENOUGH TO STOP AT A REST AREA
IN AUSTRIAIN THE EVENING AFTER 10 P.M.?

Percentage of respondents
59
Men 28

Bl Yes O No

Women

lo n=1000 (498/502) A'S'FlilNlAlG

Source: Asfinag Rastplatzstudie 2021
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Very popular, but:

 Women don't know it

It's usually by the men's room

* The design makes the benefits
unclear (sometimes only
associated with car breakdowns) §

 Several are desired
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M ZWEIFEL IST ES EIN NOTFALL.
NS, WENN SIE HILFE BRAUCHEN.
GENCY. TALK TO US IF YOU NEED HELP

S sos NOTRUF | ! |

e

SPRECHEN SIEMIT U
WHEN IN DOUBT, IT'S AN EMER

ﬂ: °Mi(:arbei':ende

melden sich.
responding.

Q_ Z:I:;:::ngwird R B e : — = i
* When in doubt, it‘s an

hell beleuchtet.
surroundings ar¢ prightly lit-

SR T A emergency.

ie sofortim Bild.
§CI$V captures you jnstantly.

B rende sehen
Mitarbeie Bildschirm-
n the screen:

=@ cie auf dem
[E2, sicaufdert

o

Talk to us if you need help.

Q Employees are responding
Q Surrounding are brightly lit
Q@ CCTV captures you instantly

Q@ Employees see you on the
screen
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W SUSTAINABLE DEVELOPMENT

Insights market
research

Customer understanding as

inspiration & foundation for

customer-oriented, economically

viable decisions

Increased customer
satisfaction

Business impact
profitability

Image boost
(or higher brand value
of the company)

Corporate Social
Responsibility




WHAT CAN
#S = WOMEN DO FOR
ASFINAG?
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WOMEN-SPECIFIC

Q We are working on measures and KPIs.

Q@ We always consider the issues through the
eyes of women.

Q@ We need to include other target groups.

E: AISIFIiINIAIG

*Image: Adobe Firefly



FUTURE CUSTOMER

Ii6 © Healthy old people Q@ People in need of assistance



W A NEW MISSION - INSIDE OUT

DIVERSITY BUSINESS IMPACT
#S v
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W WHAT DOES THE DIVERSITY BUSINESS IMPACT

PROGRAM STAND FOR?

ACCOMPANYING TO OTHER TARGET GROUPS

DBIP
AISIFIiINIAIG In line with the employer promise

* Increase Diversity Efforts

* Strenghtening a Culture of
Acceptance

* Foster Innovation &
Collaboration through Deeper
Knowledge

e Be a Future Rolemodel
e Contribute to our CSRD Goals

* Close the Gap of our EVP
(Outside = Inside)

f18 AISIFIiINIAIG



Claudia Eder
Managing Director
ASFINAG Maut Service GmbH

asfinag.at
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GUTE FAHRT, OSTERREICH!
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