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Keys to successful campaigns
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Flemish Foundation for Traffic Knowledge (VSV-FFT)
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-f; Overview

1. The importance of awareness-raising

2. Road safety campaigns:
objectives, challenges, success factors

#= 3. The CAST approach

— = 4. Tips & tricks for campaign makers
5. Afew examples

6. Conclusions
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Sustainable mobility?

e EU: >27000 road deaths

(2012)
= 75 fatalities per day...

« Congestion
« Health impact
Environmental impact...




Sustainable mobillity!




The challenge...

."'---

~~~~~~ How to get more people

DE HELAASHEID Cyc?ling... ?
DER DI GEN ... in a safe way"

BIKE PAL
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Accident causes




Influencing behaviour

Legislation Enforcement

Infrastructure | Education

Vehicle

. . Awareness-raising
engineering



-‘/J- System approach (Reason)

Campaigns addressing
behaviour changes

Road
infrastructure Legal [N,

and road framework, Vehicle
environment licensing and
enforcement Road user A

Other road
users Errors

Violations
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-f; Awareness-raising is important...

* Less road accidents / victims by
addressing human behaviour

* Awareness-raising as part of
y  system approach
- combination with other measures

Legislation Enforcement
Infrastructure € & Education
y

Vehicle

gl Awareness-raising,
engineering
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2. Road safety campaigns:
—~0objectives, challenges,
 success factors

==



ODbjectives

General (ultimate) aim: lower number of road victims
by... Tk o
— Decouraging unsafe behaviour
— Encouraging safe behaviour

+ promoting sustainable mobility

Achieved by influencing...

— Knowledge (e.g. road rules, risk
awareness,...)

— Attitudes (e.g. personal risk perception) |
— Behaviour (intentions - actual behaviour) g

T Time limited




General (ultimate) aim:
less accidents due to speeding
— Target audience: young male drivers
— Decourage excess/inappropriate speed
— Encourage appropriate speed choice/keeping to speed limits

- Operational objectives
— Knowledge: 90% knows objective risks of inappropriate
speed
— Attitudes: 80% think speeding = severe personal risk,
80% think friends would disapprove speeding (= perceived
social norm),...
- Behaviour: 70% (intend to) respect speed limits/choose
appropriate speed



accidents due to head injuries
— Target audience: young adult cyclists

— Decourage cycling without cycle helmet
— Encourage wearing a helmet at all times

- Operational objectives

— Knowledge: 90% know objective risks of head injuries;
90% know helmet lowers risk

— Attitudes: 80% perceive personal risk as « high »
80% think others would wear helmet in same conditions

- Behaviour: 70% (intend to) always wear helmet when
cycling




sSuccess or fallure? - 1

Basic requirement: reach target audience

— Reach (e.g.: 80 % has seen/heard campaign message)
(no reach, no effect...)

— Appreciation (e.g.: 80 % thinks campaign message is clear,
attractive, realistic, useful,...)
(the better the appreciation, the more chances of effect...)
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sSuccess or fallure? - 2

 Reach specific objectives

— Knowledge: 90% know objective risks of head injuries;
90% know helmet lowers risk

— Attitudes: 80% perceive personal risk as « high »
80% think others would wear helmet in same conditions

- Behaviour: 70% (intend to) always wear helmet when
cycling

v measurable
u (
11

« Ultimate aim: less victims - hard to measure!
» Nonetheless... evaluation is crucial!




Some challenges...

Human behaviour...
* Is much based on habit
 |s often irrational (but we rationalize it)
=« |s often inspired by others (copy-behaviour)
et B changing behaviour is difficult (but not impossible)

W

EXIT




Some challenges...

« General interest >< personal interest
« “personal freedom” (speeding, helmet wearing,...)
« Unsafe behaviour: often direct advantages

LR 1]

b ("speeding = fun”, "no helmet, no fuss”)
Jmmp - Safe/sustainable behaviour: less tangible advantages




-\5 Barriers to safe behaviour

Objective barriers

— Very few or none!

— E.g. price of safety equipment (helmet, lighting,...)
Subjective/psychological barriers

— Lots!

— “l have always done this, why change?”

— “Others do not do it, why should [?”

— “Yes, but in MY case...”

— “What will my friend/family/colleagues think?”
— “l have heard it all, but it does not work”™

— “l already do so and so, why should | do more?”




W Recipes to overcome barriers

Proven recipes are available!
« Social marketing approach
« Behavioural change theories

« Systematic approach:
CAST-model




-f; Soclal marketing approach

Increase
perceived Decrease perceived
advantages of advantages of
SAFE behaviour UNSAFE behaviour

Product — Price - Place - Promotion



-f; Behavioural change theories

Behavioral
attitude ,

Subjective
norms |

Perceived
behavioral
control

Theory of Planned Behaviour (Ajzen)



Behavioural change theories

Transtheoretical Model of Change
(Prochaska & DiClemente)




-fJ EU CAST approach: 6 steps

1. Getting started
2. Situation analysis

3. Design campaign
AND evaluation

4. Before measurement
+ campaign
Implementation

5. After measurement
+ conclusions

6. Final report

Free manual: www.cast-eu.org



| o Campaigns and Awareness-raising Strategies
in Traffic safety

e Research project with EC support, 2006-2009|
e 19 partners, 15 countries

e Coordinator: Belgian Road Safety Institute
(IBSR-BIVV)
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FINDING A BETTER WAY
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RfSF - Denmark




. nﬁancé road safety by means of ore
effective road safety campaigns

e Provide practical tools to design, implement
and evaluate road safety campaigns




Do campaigns work?

| « How well do they work?
e What factors influence this?

e How to design and implement effective
campaigns?

e How to measure the effects of campaigns?

- clear guidelines




o ST database

e 221 campaign evaluation studies, 1980-2007,
Europe (40%), USA (40%), Au/NZ (20%), other
(0,01%)

e 433 individual campaign effects
(effect = change in accident counts or % behaviour
coinciding with campaign)

e Meta-analysis: weighted average of effects

E.g.

— 1. 1000 accidents before, 900 after (- 10%)

— 2. 10 accidents before 5 after (- 50%)
- 1. receives greater weight




Results: identified success factors

campaigns have greater
chances of success
(= effect) If...

= Well-defined target group
(e.g. young male car
drivers)

= Personal communication
(field actions)

= Combine rational and
emotional content

= "




Focus on detection risk
(rather than risk of harm)
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= Intimacy (personal messages 2= s e
—> trust) CEE
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= Immediacy (communication in | =~
traffic context)

Gordel aan
of je viiegt uit mijn auto



http://auto.bob.be/?lang=0

Success factors (3)

= Combination with

enforcement (+ feedback)

= Focus on risk perception

(>< humour, fear)
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1. Base campaigns on in-depth analysis
— Problem behaviour
— Target group(s) concerned

— Factors that can influence target group’s
behaviour

2. Define specific target audience

3. Define specific objectives

— Knowledge
— Attitudes
— Behaviour




Recomme

. Develop campaign strategy and media
plan based on specific objectives

5. Precisely formulate the message
(unambiguous, clear, credible,...)

6. Ensure good campaign implementation

/. Ensure rigourous evaluation, i.e. at least:
e Process evaluation (campaign reach)

o Effect evaluation (knowledge, attitudes,
behaviour) = pre/post measurements

8. Publish results and conclusions - input
for future campaigns




Conclqns?

1. YES, campaigns have effects

e Well-conducted campaigns will increase the
chances of success

2. ALWAYS evaluate campaigns
— Know if campaign has worked or not, and why

— Justification for the money spent (government,
SpoNnsors,...)

— Negative results? You can learn from those as
well!

— Publish evaluation results, and allow others to
learn from your experiences!




CAST h ooks

Free downloads for
campaign practitioners

e Campaign manual
pementing 84 5L i e Evaluation tool
e Reporting tool
e Abridged versions (21

_ languages)
| FORROMDSHFETY CUPRIGNS  Fon e o st oo - www.cast-eu.org

manual for Designing 4 safety
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& tricks

Tips
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Tip 1: Beware of self-referencing...




Tip 2: Use the right tone of voice




Tip 3: Put the accent on “fun”

o T T O
Thefuntheory@com

An witiative of Volkrwagen

zw o D nipyfwew thefuntheory.com/

This site & dedicated 10 the thought that something as stmple as fun is the eastest way 10 chamge prople's belsavtour for the
Detter, Be it far yourself, for the enrviromment, or for something catirely dffavent, the caly thing that suatters is that it's change
for the better

Mome » Fun $wory orword ¢ Finokaty » Show awned entras ¢ - —1

The Play Belt The Play Belt

Can we casure everyone keeps their sadety belt o by
making it fun 00 do? Thas i asother of the ideas than

Nevena Stofanovic from Serbia. The ides & being
tested in Sweden in the hope & could de applied 10201
vebicles in the foture

See how Vilkswagen we
the fum theory

Bocxdmers » S

[R———

facebook

T ot -ade - TheFunTheory.co ¥ m Bottle Bank Arcade Machine
‘ Cheb b o | P —

made 11 to the fmal of the fon theory sveard, crasted by

e — J



http://www.funtheory.com/




Tip 5: Focus on
“what’s in it for me”

LKE BOE KRIJGT DE AUTO?
-

Alle info op bob.be
(linaldes  (Assuralia







Tip 7: Evaluate, and learn!




A

examples

ew

5



Thanks for slowing down

(city of Antwerp)

poe 00 -LQ\\\‘?'\‘S:\“Q\'&‘-‘; http://www.atv.be/item/merci-om-
9* | trager-te-raden

Merci
om trager
te rijden.

www.antwerpenzegtmerci.be



http://www.antwerpenzegtmerci.be/

Thanks for slowing down

city of Antwerp)

BOX ]‘ B Antwerpen zegt me...

ww antwerpenzegtmerci.ne/#/homepage

L0

0

; Politie
Merci —
om trager

te rijden

Merci
om trager
te rijden

Merci om trager te rijden!

De afgelopan maanden hing de stad vol met de mtussen bekende slogan
“Merciom trager te rgden” We bedanken iedereen die geholpen heeft
deze boodschap te verspeeiden. Dankzij uw bord, zonnescherm,
rugzakhoesje of fietsvlaggetye, kreeq verkeersveiligheld een belangrijke
plaats in het straatbeeld
‘; Merci
om trager Er z9n geen borden of gadgets meer beschikbaar in de afhaalpunten. Toch
te rijden willen we snetheidsduivels onmtmoedigen: Politse Antwerpen plant in de
komende maanden verschillende genchte controles. Werken aan een
velig verkeer, dat doen we met I'n allen|

Het “Nerci om trager te rjden™team

MO BLLL LS,
v

Merci om trager Druk hier uw Zie ze hangen ) T, . R B 7aime
te rijden tekstballon af 7

. 2 l'}"—) ‘(M
R e =

: 0800 123 12 |

www.antwerpenzegtmerci.be



http://www.antwerpenzegtmerci.be/

Light yourself up

jezelf OP te valle

reflecteer in het verkeer




-f; The Big Traffic Quiz (FFT- VSV)
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Bent u gebeten
door het verkeer?

Welkom op de Grote Verkeersquiz 20111
De wedstrijd is wel afgelopen, maar je kunt nog altijd Je kennis testen
over de wegcode, verkeersveiligheid, duurzame mobiliteit en meer.

START DE QUIZ! p

!
L s > 'J

www.degroteverkeersquiz.be



De voorrang van rechts geldt:
bij de aansiuiting van een privé-uitrit met de rijbaan
bij het opriden van een ratonde
bij een bestuurder die van rechts komt
i R
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De Grote Verkeersquiz tv-spot
http://www.degroteverkeersquiz.be/downloads



http://www.degroteverkeersquiz.be/downloads

Embrace Life
http://www.youtube.com/watch?v=h-8PBx7isoM



http://www.youtube.com/watch?v=h-8PBx7isoM

IONS

clus

onc




Changing behaviour takes time...

Importance of good strategy, systematic
approach (step-by-step) and repetition

Importance of integrated approach

Importance of evaluation



Questions?
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Werner De Dobbeleer

Vlaamse Stichting Verkeerskunde
werner dedobbeleer@verkeerskunde.be
T +32 15 44 61 36



