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ROAD SAFETY PUBLICITY
AND CAMPAIGNS

Mass media has a profound effect on the daily lives, health, and well-being of people, and effective publicity
can influence road user behavior and raise awareness of road safety issues. Well-planned publicity can
influence both short-term behavior and long-term attitudes. For instance, publicity might deter drunk-driving
because of the risk of being caught by police, but may also influence the long-term way a society thinks
about and accepts the need to deter such unsocial behavior.

Publicity has the potential for being highly cost-effective in that it can address the safety of large numbers of
people using media and materials. However, it can also lead to wasted resources ifitis not handled in a
manner that is carefully planned. Publicity campaigns and selection of target groups should be based on
analysis of road accident data. In the absence of detailed data, awareness-raising campaigns can be
undertaken to highlight the worsening situation.

Suitable publicity should accompany, or prepare for, the following: new legislation, new standards, enforce-
ment initiatives, new safety products, and new highway features. Such publicity should be appropriate to
local conditions and should focus on a single concise message.

Where possible, the publicity should be part of a wider marketing strategy aimed at raising awareness and
influencing behavior.

PRIORITY ACTIONS NEEDED

1. Road accident data must be analyzed to identify the nature and characteristics of the problem, and
the road user group to be targeted.

2. Publicity and campaigns should focus on a single concise message, and the media materials and
images used must be appropriate to local conditions and the target groups.

3. Publicity campaigns should, where possible, be coordinated with engineering, legislation, and enforce-
ment and should be evaluated by conducting before and after surveys.

Road safety publicity is an indispensable part of any nation’s road safety strategy
and is most successful if used in conjunction with engineering, legislation, or
enforcement.



1 INTRODUCTION

These sector guidelines on “Road Safety Publicity and Campaigns” are from a set of
Road Safety Guidelines for the Asian and Pacific Region policymakers, developed as part of
aregional technical assistance project (RETA 5620: Regional Initiativesin Road Safety)
funded by the Asian Development Bank (ADB).

Publicity is the means through which the population is given information for a specific
purpose, and which contains a message that people can readily act upon. It differsfrom
education in that it does not involve aface-to-face interaction between the giver of the
information and the recipient. Thusit does not generally allow a dialogue.

It involves the imposition of information and opinions upon awhole popul ation or a subset
of that population. Its potential effectiveness depends on a number of factors, including:

1) credibility of the message;

2) design of the message;

3) implementation of the delivery; and

4) the extent to which the country in question has a publicity culture.

The extent to which the publicist can “reach” people depends on the number of opportuni-
tiesfor them to see or hear the message through the printed or electronic media. Publicity can
be purely factual; for example, announcing a new law on seat belt wearing, or target a subset
of the population with information about the effects of alcohol on driving performance.

It may also be used as atool for persuasion (sometimes referred to as propaganda), where
the information and use of images are designed to create support and sympathy for an opinion;
e.g., creating an opinion that drunk-drivers are antisocial by depicting the injuriesthey causeto
innocent children.

Publicity is often managed within a campaign that involves mass communication designed
to promote safety through the actions of the public. Probably the single most important lesson
in publicity is*“know your audience,” and in particular what motivates it.

Recent experience from well-devel oped market economies pointsto the need for amore
sophisticated approach to discerning adult populations that expect to exercise individual
choices about behavior. The concept of marketing has been borrowed from commerce and
adapted for social issues. Social marketing! is an increasingly important concept that requires
road safety bodies to understand the needs of individuals, asindicated by the individuals

themselves.
2 WHY IS ROAD SAFETY 1) create awareness of road accident
PUBLICITY NEEDED? threats and vulnerability of certainroad
users;
s road user error is believed to be a fac- 2) educateroad usersasto what constitutes
tor in 95 percent of all road accidents, saferoad user behavior; -
improving road user behavior should 3) change attitudes and beliefs to a more

always be a priority. With the ability to edu- positive road safety approach; and
cate and influence the general public, road 4) inform road users of changes in traffic
safety publicity is needed in order to: regul ations or operating conditions.
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On the face of it, it might seem unneces-
sary to haveto devoteresourcesto guide peo-
ple to behavior that may obviously be in the
best interests of their own health and safety;
e.g., not drinking and driving, wearing of safety
helmets and seat belts, not driving at excessive
speed. People may not actually understand the
risks, or if they do, may displace the risk by
actingonthebasisthat “it will happento some-
oneelse, not me.” Many people are skeptical or
even superstitious about certain safety meas-
ures, such asthewearing of seat belts. Insome
cultures there might even be a fatalistic atti-
tude that all accidents are “the will of God.”
Breaking down these barriers and convincing
the public that many accidents can, and have
been prevented, can be aslow process. Public-
ity should, therefore, be seen as a sustained
commitment.

Publicity will often be most applicable to
adults, as children in formal education may
havethe opportunity for detailed work on road
safety direct from acompetent sourcein schools
(see Sector Guidelines 4.6). Adults are diffi-
cult to reach on an individual level, and mass
publicity isoften the only viableway of inform-
ing them and voluntarily modifying their
behavior. Safety publicity will haveto be suf-
ficiently powerful to counteract influencespre-
sented in mass media, including the images of
speed and glamour frequently used in the ad-
vertising of cars and powerful motorcycles.
Safety will have to compete for the public’'s
attention with other influences that offer more
immediate and tangible benefits.

Publicity is often used to tackle problems
that cannot be easily solved by other means,
such as altering the environment or police en-
forcement. There are many parallels with pub-
lic health issues where the threat of diseasein
the popul ation outstripsthe pace at which medi-
cal or infrastructural support (e.g., clean water
programs) can be applied. While the chances
of complete successin such campaigns may be
small, itisstill accepted that some attempt has
to be made to equip the target population with
sufficient advice on which to act2.

Publicity isalso very valuablein helping to
raise the general level of expectations and de-
sirein society for safety, and may giveit asta-
tus and perceived level of importance that will
prompt a culture change.

Without an effective publicity capability,
other engineering, legislative, or enforcement
measures may fail, or not deliver the full ben-

efits possible. It isnot unusual for road saf ety
practitioners to overestimate the understand-
ing of the general road user population of such
basic devicesasroad signs and lane markings.

The failure of alane-marking program in
Bangladesh in the 1970s can be largely ex-
plained by the absence of any explanation to
drivers asto their meaning, and partly by inad-
equate enforcement to ensure compliance. In
countries experiencing an explosion of traffic
growth, the driving conditions and traffic laws
can change rapidly. Not al drivers will under-
stand the changes. There are also particular
problemsfacing pedestrians, the disabled, and
users of nonmotorized vehicles, who are often
overlooked as road users in need of special
information.

Publicity isnot always easy to direct effec-
tively to the elderly, children, or the illiterate.
However, it will still havearoleto play in coun-
tries where some of the population does not
have access to formal schooling. While mass
public education through posters, leaflets, ra-
dio, and television make less impact than
school -based education, it can be effective. For
instance, a targeted public information pro-
gramon the effects of alcohol or drugs can go
some way to fill in the gap in understanding
that might otherwise be filled in school or
college-based traffic education.

3 KEY COMPONENTS

Most of the countriesin the Asian and Pa-
cific region employ road safety publicity tech-
niques based upon posters, | eaflets, billboards,
newspapers, and often radio and television.
However, few of these campaigns appear to be
planned in the systematic manner necessary to
ensure success. The key componentsthat need
to be considered in this sector are discussed
below.

3.1 Problem Assessment

Publicity campaigns should be based on the
best understanding of the road accident situa-
tion at the time and, ideally, publicity initia-
tives should be data-led. It isimportant to un-
derstand the nature of the particular accident
or behavior problem being targeted in some
detail, if the message isto be credible with the
audience. There are various types of data that
can be utilized, including the following.

ROAD SAFETY GUIDELINES 48-3
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a) Accident data

Accident data gives the broad picture and
may give an indication of the road user group,
gender, and age group most at risk. Accident
data should be used as a starting point, and
may be sufficient if detailed data is available
or there are constraints on use of other data.
Accident datafrom the previousthree yearsis
normally accepted as giving a fair indication
of the problem.

However, accident datais often incomplete
and may not be able to provide a clear under-
standing of the priority areas or the reasons
behind the accidents (which are needed to de-
terminehow to prevent their future occurrence).
Neither will accident data indicate the extent
to which the road safety problem is perceived.
For these reasons, the assessment of the situa-
tion should extend beyond accident dataanaly-
sisand include other approaches.

b) Observation

Observation of road usersinvolved in acci-
dents highlighted in the data may give an indi-
cation of the behavior that should be targeted.
For example, if many casualties are pedestrians,
there may be some indication of the behavior
that needs to be modified to reduce conflicts.

c) Police discussions

Although the police focusfollowing an ac-
cident tendsto be on prosecutions, discussions
with groups of officers who regularly attend
the scene of accidents may reveal commonpat-
terns of behavior that publicity campaigns
could be specifically designed to address.

d) Attitude testing

A person’s attitude will affect the way they
behave and by changing attitudesitis possible
to change the resultant behavior. Attitude test-
ing needs to be done properly to be valid. Sam-
plegroupsof thetarget population (focusgroups)
can be surveyed by specialist public opinion
organizations. If thereisalimited budget it may
bepossibletoinvolveuniversity studentstocarry
out the work as a piece of research.

e) Knowledge testing

It could bethat road usersare not behaving
in a safe way because of lack of knowledge.
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For example, if many accidents occur because
of drunk-driving it may bethat the drivers con-
cerned do not know the effects of alcohol.
Knowledge testing can be more easily carried
out than attitude testing by means of a ques-
tionnaire or survey.

One of the advantages of using data-led
methodsto determinethebehavior, knowledge,
or attitudes that may contribute to accident
causation, is that the same measures can be
applied at a later date to help determine the
effectiveness of the campaign.

3.2 Campaign Design

Once the problem has been identified, it is
necessary to consider the target behavior, tar-
get audience, what will motivate the target au-
dienceto change their behavior, message con-
tent, the media, and the appeal that are most

appropriate.

3.3 Campaign Message

The campaign has to identify the changes
people should make. These should be actions
that have arealistic chance of being influenced
and may be the outcome of a political decision
to accompany another remedial measure (e.g.,
new legislation) as aresult of public pressure,
or as part of along-term road safety strategy.
The objectives of the program should be
clearly defined so that relative success or
failure of the publicity can be measured.

Traditional publicity campaigns have often
been seen as the imposition of ideas, or pre-
ferred behavior, upon a public that has largely
remained slow to be convinced of the benefits.
The problem is that often certain actions are
not seen as risky when they are something the
individual does, probably daily, without ex-
periencing an accident. Whatever the behavior
change that is being promoted through pub-
licity, it must have benefits to the target audi-
ence, eveniif it is not directly safety-related.

The message content for publicity should
be clear, unambiguous, and directional. Gen-
eral exhortationssuch as“drive safely” are not
particularly effective. Campaigns should con-
centrate on a single concise message (e.g., do
not drink and drive) and should not confuse the
target audience with related messages, however
well-meaning. It is easy to assume that the in-
tended messageisactually being received, but
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thisis not always the case, and campaign mes-
sages should be used in copy trials to ensure
the proper message is conveyed and that the
message catches the attention.

Market research techniques can be used to
find out if the message is understood, or can
decide which of several designs is the most
memorabl e or eye-catching. It should be noted
that in general, a one-off campaign is unlikely
toresultin any long-lasting behavioral changes.
When a change in attitudes is required (e.g.,
drunk-driving or speeding) it is especially nec-
essary to plan asustained series of campaigns
on a theme over a long period of say five or
even ten years.

Thetiming of any single campaign or other
initiative needs to be considered in terms of
length of the campaign and also the most ap-
propriatetimesof year torunit. Individual cam-
paigns should not generally betoo long asim-
pact is lost and the message becomes diluted
or ignored.

Positive instruction is preferred. As most
road users overestimate their road safety
behavior, if perpetrators are targeted, most
viewerswill not identify with the offender.

3.4 Target Audience
Selection

Although the use of mass mediawill result
in widespread awareness, a publicist should
select messages, images, and media such that
the target group will be particularly influenced
by them. It may often be appropriate to direct
publicity at a limited and more manageable
audienceof, say, local opinion leaders. In some
societies, particularly those with well-devel-
oped local community structures, it is not al-
ways necessary to target the public direct, but
to reach the enablers, who are then able to ac-
celerate the information process in ways ap-
propriate to that local community.

The target group need not be the same as
the accident victim group as, in the case of pe-
destrian accidents, motorists are often the tar-
get group for publicity campaigns. Likewise,
child accident involvement problems are often
addressed through targeting parents and care
providers.

Mass media can be used to advance a so-
cial or public policy initiative, such as road
safety. This approach is termed media advo-
cacy. It does not attempt to change individual

risk behavior, but focuses attention on chang-
ing theway the problemisunderstood asapub-
lic health issue. It attempts to use the mediato
increase public support for more effective
policy-level approachesto public health prob-
lems.

3.5 Pilot Testing

It should be stressed that publicity isacul-
turally sensitivedeviceandisprobably theleast
directly transferable from country to country
of al the road safety measures available. Itis
also ademographically sensitive tool, and the
useof language, images, and messages should
be designed for precise target population
groups, whether by age, sex, ethnic origin, or
the recently revealed importance of lifestyle.
Of prime importance in publicity is not only
knowing your audience, but, in particular,
what motivates it. Certain general principles
and techniques may, however, be established
that will be of relevance to all countriesin the

region.

3.6 Success Indicators and
Methods of
Evaluation

Unless clear objectives have been defined,
itwill not be possibleto devise effective evalu-
ation methods. The indicators used will vary
according to the complexity of the subject and
the time period involved. Criteriafor effective-
ness may involve one or more of the follow-

ing:

1) dropinnumbersor severity of accidents;

2) changesin actual (observed) behavior;

3) changes in claimed (not observed)
behavior;

4) changesin knowledge;

5) changesin opinions; and

6) recall of the campaign.

In general, this list may be seen to be in
ascending order of validity, but descending or-
der of convenience and ease of use. If reduc-
tion of accidents is to be used as a measure,
then the time interval must be great enough to
pick up any effects. Whileuse of accident statis-
tics may be appropriate, especially in the case
of long-term (five- or ten-year) campaigns, in
the shorter term it is not appropriate to use ac-

ROAD SAFETY GUIDELINES 48-5



48 -6

ROAD SAFETY PUBLICITY AND CAMPAIGNS

cident data alone. Wherever possible, multiple
measures should be used. If accident data is
used as ameans of evaluation, only the stimu-
lus, i.e., the publicity, and the end result are
known. It can be helpful to have information
on the best path that will achieve the end re-
sult. It may help to indicate why certain pro-
gramswere successful and other why other pro-
grams failed. The information gained should
befed back into the design of future campaigns
so that there is a dynamic process of improve-
ment.

3.7 Ildentify Any Other
‘Players’

It is sometimes preferable to have the mes-
sage come from more than one source. Other
groups with a likely interest include police,
doctors, health promoters, interest groups, and
the private sector. Where different agencies
have responsibilities for road safety, it isim-
portant to ensure that coordination takes place
to maximize effectiveness and to reduce frag-
mentation of effort.

Some countries will find it useful to create
a campaign planning group that will steer the
initiative. Onceamessage hasbeen agreed upon
by the safety specialists, it is sometimes the
subject of top-level political scrutiny. Although
road safety is generally not regarded as party
political, there may be political sensitivities
about the nature of the message or the likely
public response. Clearly, politicians are not al-
ways ready to publicize a safety issue that op-
ponents could seize upon to point to past fail-
ures, or that might conflict with policies from
elsewhere within the administration.

Itisprobably at this stage al so that consid-
eration will be given to employing the services
of a professional advertising and marketing
agency. These companies can offer good value
for money with their creative advice, media
buying power, and experience of the market
place. A good agency should be ableto extend
the reach of the campaign by drawing in the
financial or service support of other organiza-
tions.

These agencies can be asked to compete for
asingle contract, or for amore long-term asso-
ciation. They canusually be asked to provide
a speculative presentation of how they would
tacklethe brief if they won the contract. Those
agencies with a proven track record in safety,
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health, or public service publicity will obvi-
ously have the advantage.

3.8 Sources of Funding

Although some countries will have direct
accessto radio and television time, or be ableto
influence program controllers, it is likely that
paid advertising will form part of the publicity
strategy. This can be expensive, especidly if
prime air-time or newspaper spots are sought.
Sharing the cost of advertising with others, in-
cluding commercial sponsors, may extend the
buying power of the campaign planning group.
Many businesses, particularly thosein thefield
of insurance, will have an interest in being as-
sociated with safety. Part of the brief to an ad-
vertising agency could be to locate other
sources of funding or value added from within
the private sector. It may also be possible to
negotiate special rateswiththemediatoincrease
value, as part of their public responsibilities.

3.9 Select Carriers of the
Message

The carriers selected will depend on their
cost in relation to the available budget, and
their appropriateness to the target population
group. Not all publicity needs to utilize paid
media advertising, though this is the obvious
route to take in any country with a well-
developed commercial press, radio, and
television. In these countries, a budget for
advertising should create a media mix suitable
for the target group and message. Thus a
campaign aiming at youth might concentrate
on popular journals and radio and television
programs with high audiences of teenagers.

Television is by far the most potent me-
diumfor awareness, though in some countries
thiswill preclude certainrural areas, and certain
socio-economic groupsthat do not have ready
access to the electronic media.

In countrieswithwell-devel oped family and
community networks, these may be accessed
to great effect, and most countries have their
informal communication network. The prac-
tices and expertise within health agencies
should beclosely observed inthisfield, asthey
usually have had many more years of experi-
encethan road safety practitionersin changing
individual behavior through community ac-
tion and public education.
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Once the problem has been identified, it is
necessary to consider the target behavior,
target audience, what will motivate the target
audienceto change behavior, message content,
and the mediathat is most appropriate.

The media used will depend largely on the
target audience. It is necessary to consider
wherethetargeted road usersarelikely to seea
message, e.g., what newspaper do they tend to
read, and issues such as literacy rates. The
choice of mediawill also beinfluenced by cost.
A combination of media should be considered
and could include: television, radio, cinema,
newspapers, posters, billboards and hoardings,
leaflets, stickers, speeches, or special events
such as conferences, exhibitions, and competi-
tions.

3.10 Appeal

Theimages chosen will depend on the tar-
get audience. Shock/horror is not always ap-
propriate or effective though, effectively han-
dled, it can tackle complacency among the tar-
get population.

The campaign’ s appeal could be based on:
horror, fear, grief, humor, information, endorse-
ment, or responsibility. It is often possible to
combine celebrity status with personal appeal
as road accidents have affected so many. Ac-
tors and sports celebrities in many countries
have begun campaigning for road safety after
loved ones have been injured or killed in road
accidents.

Campaigns can have several appeals, asin
the case of pedestrian safety. Different ap-
proaches might be taken with pedestriansthan
with driversand with children than with adults,
athough all will beaimed at reducing therisk of
a selected pedestrian accident pattern.

3.11 Implementation

The timing of the publicity should be syn-
chronized such that it is associated with an-
other partner measure, such as the planned
introduction of a new law, an enforcement ini-
tiative or engineering initiative, or the avail-
ability of new safety equipment (e.g., reflective
clothing for use by pedestrians and cyclists
after dark). It is particularly useful to synchro-
nize a centrally-run campaign with local initia-
tives on the same theme.

Formal launches designed to attract free
media coverage can also be a useful opportu-

nity to involvethe appropriate minister or other
figurehead, and thus further legitimize the
measure. Thereafter, every effort should be
made to put the message in front of as many of
thetarget group as possibl e, as often as possi-
ble. There is evidence that people need to see
the publicity many times before they acknowl-
edge it, and even more times before they act
upon it.

3.12 Monitoring and
Documenting

Once the campaign is over, it isimportant
to collect dataregarding its effectiveness. This
should be documented, in order that it may
contribute to a knowledge of what does and
does not work.

The above-mentioned aspects of planning
and implementing road safety campaigns rep-
resent the ideal. Developing countries should
review their procedures and devise a program
that will allow campaigns to become more tar-
geted and effective according to these princi-
ples, but in away that is feasible for their par-
ticular circumstances. There are now various
tried and tested methods available in the field
of road safety publicity and several documents
that offer guidance® . The consensus of pro-
fessional opinionisthat road safety initiatives
should be data-led and evaluated to determine
their effectiveness.

4 STAGES OF
DEVELOPMENT

For a country to make progress with road
safety publicity there are some preconditions
to satisfy, and then a logical and progressive
course of action to follow.

A publicity campaign can be pursued only
if there are the material and human resources
availableto giveit achance of success. Quali-
fied staff should be sufficiently familiar with
publicity techniquesto run the campaign, or to
commission and monitor a campaign run by a
professional publicity and marketing consul-
tancy.

Whileacertain amount of free publicity can
be expected from media editorial, or by piggy-
backing on other organizations' materials, a
realistic budget is needed to penetrate the
market.

There also needs to be a companion initia-
tiverunning alongsidethe publicity. Thiscould

ROAD SAFETY GUIDELINES 4.8 -7
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be an engineering development, new legisla-
tion, a new enforcement program, or a new
safety product. In many countries, political will
isalso an essential precondition.

The main milestones and activities
recommended during the different stages of
development are asfollows:

1) collect data, not just about accidentsbut
also about the people involved. Many
campaignsfail becausethey are devised
by one type of person (often in the pro-
fessional classes), yet aredirected at an-
other type of person (often in lower so-
cioeconomic classes) whose motivations
have not been adequately researched,;

Speedingcampaignsupported  2) decide who you want to communicate

by posters in the United
Kingdom (UK).

with, and what you want them to know
or do. Do not try to communicate with
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everyone just because you are using
mass media. Choose aspecific target sec-
tor;

3) design the campaign and build in per-
formance indicators. When you have
selected the best type of media, write
downwhat successindicatorsyouwould
expect for each phase, and review them
regularly;

4) implement the campaign alongside
other measuresand agenciesif possible.
It pays to link the publicity to related
safety measures. It can also be useful to
havethe campaign backed by other agen-
cies or organizations. Commercial spon-
sorship is useful not only for the extra
money, but because it implies the en-
dorsement of the message by another
organization not usually associated with
road safety. Linking road safety with
health promotion is particularly useful;
and

5) learn from thesuccessor failureof the
campaign. The temptation can be for
the campaign organizers to neglect
monitoring outcomes and claim success
based on output alone. The temptation
must be avoided whereby the production
of aglossy poster can be seen asasuccess
initself. Tojustify thediversion of scarce
safety fundsinto publicity requiresmore
than an act of faith. It requiresevidence
that its objectives have been met.

5 BENEFITS AND
EFFECTS

Publicity can help achieve compliance
withroad traffic laws, and help achieve general
public support for the aims of road safety, thus
making it easier to justify the continued allo-
cation of central resources to other measures.
Publicity can create a better informed public
and contribute to that elusive achievement of
a safety culture, where the demand for safety
eventually comes from the population itself.
Even the publicizing of road accident data in
itself can boost the awareness among the pub-
lic of the scale of the country’ s safety problem.

If the campaigns are potent enough, most
people are likely to be affected, including the
nation’s opinion leaders, magistrates, politi-
cians, and police. These key people may not
always be as well-informed, or give safety the
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personal priority and attention they might. En-
forcing a drunk-driving program will be easier
if the public perceives that politicians lead by
example, magistrates give appropriate sen-
tences, and police are not themsel ves suspected
of drunk-driving practices.

Publicity is an indispensable part of any
nation’ sroad saf ety strategy, though it should
not beused inisolation of other measures. Cam-
paigns will be successful if they are imple-
mented alongside an engineering, legislative,
or enforcement measure. |f road safety public-
ity is mishandled it can be ineffective, and a
waste of resources. To be successful in meet-
ingitsobjectives, publicity deservestobegiven
the same specialist attention and thorough
preparation that would be given to the other
technical components of the road safety plan.

6 EXAMPLES OF GOOD
PRACTICES

The following documented examples of
successful of road safety campaigns are taken
from both devel oped and devel oping countries.
They illustrate the benefits of targeting, plan-
ning, and monitoring the results of publicity.
Themes for campaigns can be adapted from
thosefound to be successful in other countries,
but they must be adapted to local needs and
cultural sensitivities.

Subject: Child pedal cycle helmets

Location: Australia

Facts: As a result of a social marketing
strategy, involving mass media, head injury
ratesfor cyclists declined by 20 percent within
three years, and helmet wearing rates rose in
young children from 5 percent to 39 percent in
alittlemorethan ayear. Theseresultswere due
toanumber of changesthat made helmets more
attractive to the target group, and the use of
television and other media reinforced the ben-
efits of making the exchange in social market-
ing terms.

Subject: Encouraging left-turn drivers to

yield to pedestrians

Location: Victoria, Canada

Facts: After anintensive five-month mul-
timedia publicity campaign, a significant im-
provement in yielding behavior was observed.
Thisoccurred in the longer, rather than shorter
term, and may have been more effective with
older and female drivers.

Subject: Public awareness of accident prob-
lems, particularly to children, and awareness
of anew National Road Safety Council

Location: Hji

Facts: Using funding from a national levy
on car insurance policies, the newly estab-
lished Fiji National Road Safety Council
recruited the services of alocal advertising
agency with aclear brief to promote awareness
of the Council. To demonstrate the function of
the Council, there was publicizing of road
accidents to children by the distribution of a
child accident leaflet, a junior road code, a
touring safety theater production, and printed
advice to parentsin several languages.

Subject: Pedestrian safety

Location: Nepal

Facts: A road saf ety project in Nepal funded
by the Overseas Development Administration
(ODA) of the UK provided a road safety
publicity technical assistance input that
supervised the design and production of ape-
destrian safety campaign and produced aroad
safety publicity design manual for use with
future campaigns. Market research surveysand
focused discussion groups were conducted to
determine the most effective mediafor differ-
ent road user groups, including drivers, adults,
and children. The pedestrian safety campaign
was directed at pedestrians and motoristsalike.
Good coordination was achieved with traffic
police asinitially offenders received warnings
and instructional leaflets.

Subject: Drunk-driving campaign

Location: UK

Facts: A sustained media advertising com-
mitment between 1979 and 1994, combined with
improved police testing procedures, resulted in
a halving of the numbers of men who drove after
drinking, and a reduction from 15 percent to 4
percent of men who drove while over the limit.
The proportion of men who felt it was difficult
to avoid drinking and driving in the social
context fell from 61 percent to 30 percent.
Between 1979 and 1994, dunk-driving deaths
dropped from 1,780 per year to 550. The breath
test failure rate dropped from 42 percent to 6
percent. Drinking and driving is now popularly
regarded as a totally antisocial activity.

Subject: Home safety

Location: Newcastle, UK

Facts: A television campaign on safety re-
sulted in 9 percent of families in the study tak-
ing action to make their homes safer. When

ROAD SAFETY GUIDELINES 48-9



48-10

ROAD SAFETY PUBLICITY AND CAMPAIGNS

another mass media campaign was followed
by targeted advice by health visitors during
home visits, the proportion of families making
changes rose to 60 percent.

Subject: Seat belt wearing

Location: UK

Facts: It took 22 years between the first
Parliamentary questions relating to mandatory
front seat beltsin carsto their approval in leg-
islation in 1981. Before legislation, long-term
intensive media promotion of belts resulted in
a slight increase in voluntary wearing. The
wearing rate after legislation rose to more than
95 percent, and this has been sustained. The
media phase helped convince the nation, in-
cluding policymakers, of the benefits of belts,
and the subsequent passing of legislation was
the cue for most people to change their
behavior.

Subject: Children falling from windows

Location: New York, United States (US)

Facts: A combination of mass media, indi-
vidual education, home inspection, and pro-
vision of reduced price window locksresulted
in a 35 percent decline in deaths due to falls.

Subject: Traffic safety

Location: Viet Nam

Subject: Drunk-driving

Facts: The National Traffic Safety Com-
mission of Viet Nam initiated a regular televi-
sion serieson traffic safety. Each program lasted
ten minutes and more than 80 percent of the
programs related to road safety. While Com-
mission funds paid for the production costs,
Viet Nam television did not charge for the
broadcasting time and showed each program
during peak hours (before the Wednesday
evening film, as well as another showing dur-
ing theday). Many topicswere covered by the
series and the program could have benefited

ROAD SAFETY GUIDELINES

from fewer messagesbeing regularly reinforced.
One message, on motorcycle racing, had been
reinforced by increased enforcement targeted
at motorcycle racing. The Commission also
began publishing atraffic safety magazine, but
had not been ableto coordinate thetopicswith
the television series.
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Road Safety Guidelines for
the Asian and Pacific Region

The guidelines cover 14 individual sectors affecting road safety,
with four introductory chapters and four appendices. Information
is presented in a series of freestanding documents that can be
extracted for distribution and discussion.
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