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Speeding campaign



Speeding campaign

• Main message -> Social disapproval of 

excessive speeding

• Target group: male drivers, age 24-39 

• Approach = speeddate: using women’s 

quotes on billboards / radio to question 

men’s speeding habits



Speeddate

• 5 NL & 5 FR men (actors)

• 32 Flair readers dated the man of their 

dreams

• Speeddate

– Date took place in a car

– Our actors drove like crazy (really fast)

– Women’s reactions were being filmed







Viral video

• Spreading the video

– To a male audience, age 24-39

– Online boosting SEO, youtube, Facebook

• PR

– Free publicity (articles, men’s magazines)

– Online PR (men’s websites)

– Launch campaign the 31st of July 2012

– Speeddate article Flair: 31/7 (NL) & 1/8 (FR)







Billboards





Radio

• 10 sec. radio ads using real quotes

• on air during 1 week:



E-mailing 28/8





Discussion De Standaard

• Article DS 4/8 about speeders

• Discussion through Facebook DS & 

blog Cain Ransbottyn (Think Media)



Impact campaign - exposure

• In general, the campaign reached 70% of the 
Belgian car drivers (24+) and 80% within the 
target group.
– respondents driving more than 10.000 km a year 

more likely to be exposed to the campaign

– => Billboards played an important role in realising 
these results.



Impact campagne - recall

• 25% of the Belgian car drivers (age 

24+) remember spontaneously having 

seen the campaign (age 24-39: 32%). 

– Especially through billboards

• 14% (age 24+) heard the radio ad – vs. 

18% within the target group



Exposure online video

• Total views = about 15.000 (16/11/2012)

• Youtube, Vimeo, Zita 



Impact campaign - appreciation

• Both audiences (age 24+ vs. 24-39, 

male) find the message clear & easy to 

understand

– Target group: lesser score on message 

relevance 

• => more resistance to the message (about  

social disapproval) within the target group



Impact campaign - appreciation

• High scores on easy understanding  of 

the online video, the billboard posters 

and radio ad

• Lesser score: appealing and persuasive 

(radio ad)
• => again: more resistance to the message 

(about  social disapproval) within the target 

group
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