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Annual Summary Report 
This summary report is an outline of the inaugural “Drive Safe” Aggressive Driving Awareness Campaign that 
was implemented for the Florida Department of Transportation (FDOT), District Six, throughout the months of 
January to June in 2016. This public outreach effort was led by the District Six Community Traffic Safety 
Program Coordinator as part of the FDOT Traffic Operations division. In line with FDOT’s mission, which states 
that the department is committed to “providing a safe transportation system that ensures the mobility of 
people and goods and preserves the quality of our environment and communities,” the campaign was designed 
to create awareness of the dangers of aggressive driving in order to keep the roadways in Miami-Dade and 
Monroe counties safer. 
 

1.0 Campaign Description 
The National Highway Traffic Safety Administration (NHTSA) defines aggressive driving as, "when individuals 
commit a combination of moving traffic offenses so as to endanger other persons or property."  Aggressive 
driving occurs when a driver has committed two or more of the following actions: speeding, failure to yield 
right-of-way, improper or unsafe lane changes, improper passing, following too closely or the failure to obey 
traffic control devices (stop signs, yield signs, traffic signals, railroad grade cross signals, etc.). The long-term 
priority of the campaign is to eliminate crashes that are attributable to aggressive driving. In order to 
communicate this priority effectively, FDOT has developed a number of programs and projects, including the 
“Drive Safe” campaign, which focuses on: 
 

• Supporting effective law enforcement and promoting efforts to reduce aggressive driving; 
• Training and education on the problem of aggressive driving; and 
• Identifying engineering initiatives to reduce aggressive driving. 

 
The key strategy of this year’s inaugural campaign was to develop the brand and build a strong foundation of 
partners and community support to maximize communications resources and help spread the safety 
messaging. Because the risks associated with aggressive driving are applicable to all drivers, this campaign 
targeted drivers of all ages in Miami-Dade and Monroe counties. As a result, the team sought out partnerships 
with local municipalities, organizations and academic institutions in order to reach the audience effectively 
through outreach events, multi-agency enforcement operations and the distribution of multilingual collateral 
materials including a campaign poster, interactive email blasts and social media messaging. 
 
1.1  Campaign Limits 
Due to the prevalence of aggressive driving in the area, the team was tasked with implementing a public 
outreach campaign within the boundaries of FDOT District Six, which includes both Miami-Dade and Monroe 
counties. The branded elements implemented as part of the District Six campaign were developed exclusively 
by the District’s team of FDOT personnel and consultants. 
 

1.2  Campaign Team 
The team was led by the District Six Community Traffic Safety Program Coordinator, Carlos Sarmiento, and the 
District Six Public Information Office. The consulting firm that facilitated the 2016 campaign was Media 
Relations Group, LLC. One additional consulting firm, The Corradino Group, was used as a resource for event 
staffing. 
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The first meeting of the 2016 team was held in November 2015. Subsequent meetings were held as needed 
to review materials, arrange for production of collaterals or coordinate participation in upcoming outreach 
events. 
 

2.0 Campaign Goals 
The campaign’s main goal was to increase awareness regarding the dangers of aggressive driving by providing 
effective outreach materials to inform the public of laws and statistics. The team was given the following scope 
of work to achieve these goals: 
 

• Research aggressive driving statistics  
• Prepare campaign materials as needed (campaign collaterals, eblasts, branding) 
• Develop unique and effective campaign outreach methods, including:  

o Postcard/brochure for law enforcement to hand to drivers 
o Clear window decal with messaging 
o Comprehensive social media outreach 
o Spotify playlists 
o Public Service Announcement (PSA) 

• Develop partnerships with local municipalities and organizations to effectively disseminate the 
campaign message 

• Administrative Support – Develop and produce materials for all related meetings, both internal and 
external. These materials include sign-in sheets, agendas, handouts and kits. 

• Staff and attend outreach events 
• Coordinate media coverage and leverage opportunities for earned media placements 
• Collect and analyze partner data and develop a final report with the findings 
• Produce and distribute digital and printed final reports 
 

While many outreach tactics were dependent on electronic distribution methods (particularly email and social 
media), personal interaction with the public at the outreach events was also crucial to the campaign.  
 

2.1 Data Goals 
 2016 

Campaign Partners 85 

Outreach Events 47 

Multi-Agency Enforcement Operations 11 

Overall Campaign Impressions* 23.1 million 
 

Using data from partner surveys, an estimated 23,183,449 people were reached during the 2016 campaign. 
*Number of impressions reported by partners as of July 18, 2016; does not include every instance of people who 
viewed the campaign posters, articles and some news stories. 
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3.0 Partnership Development 
The team focused on developing partners that would help to effectively spread the safety messages, and 
provide materials and resources that would assist in this endeavor. The following methods of contributing to 
the campaign were suggested to potential partners: 
 

• Promoting the campaign message within their organizations 
• Using internal and external communication methods to disseminate “Drive Safe” messaging, 

achievements and success stories, and provide information about how others can get involved 
• Teaming with local law enforcement and community members to support their efforts to improve safe 

driving patterns in the community 
• Working with local media outlets to reach as many people as possible 
• Participating in or sponsoring one or more of the local outreach events 
• Providing educational and promotional items to distribute at local outreach events 
• Partnership with local agencies and police departments to perform enforcement details 

 
3.1 Strategy and Approach 
A preliminary list of potential partners (including agencies that were involved in previous District Six safety 
campaigns) was identified by the team. The team was tasked with making preliminary contact with each 
potential partner and gauging their interest in joining the campaign. Based on their level of interest, follow-up 
meetings with key personnel were scheduled in order to discuss the details of the campaign and determine 
what resources were available. 
 
A website with campaign resources (drivesaferesources.com) was developed for the partners’ use and 
provided collateral materials that highlighted the campaign’s look and messaging. As new and existing 
partners confirmed their participation, their respective logos were added to the campaign materials in order 
to highlight their commitment to the campaign and to public safety. 
 
Across the board, each potential partner was supportive of the campaign and showed a great interest in 
participating. Contributions from partners were limited to existing budgets and resources; however, all 
opportunities for increasing outreach and dissemination of collaterals were researched and, if feasible, were 
implemented as part of the campaign. 
 
3.2 Campaign Partners 
The partners’ logos were included in many of the collateral materials, including the campaign posters, 
website and email blasts. The following is a list of the official partners that joined the 2016 Aggressive 
Driving Awareness Campaign. 
 
• AAA/Traffic Safety Foundation 
• City of Aventura Police Department 
• City of Coral Gables  
• City of Coral Gables Police Department 
• City of Doral Police Department 
• City of Hialeah  
• City of Hialeah Police Department 

• City of Homestead 
• City of Islamorada Fire Rescue 
• City of Islamorada, Village of Islands 
• City of Layton 
• City of Marathon 
• City of Marathon Fire Department 
• City of Miami Beach 
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• City of Miami Beach Fire Department 
• City of Miami Beach Police  
• City of Miami Police Department 
• City of Miami Springs 
• City of North Miami  
• City of North Miami Police Department 
• City of Opa-locka 
• City of Sweetwater Police Department 
• Community Traffic Safety Team 
• Dori Saves Lives/The Dori Slosberg 

Foundation 
• EndDD (End Distracted Driving) 
• FDOT Central Office 
• FDOT District Six 
• Florida Department of Health - Monroe 
• Florida Department of Health (Miami-

Dade) 
• Florida Department of Highway Safety and 

Motor Vehicles (FLHSMV) 
• Florida Department of Transportation 

SunGuide TMC–District Six 
• Florida Highway Patrol (FHP) 
• Florida International University 
• Florida Keys Scenic Corridor Alliance 
• Florida Memorial University 
• Florida's Turnpike Enterprise 
• Ford Motor Company Fund & Community 

Services 
• Governors Highway Safety Association 
• Green Mobility Network 
• Jackson Health System 
• Key Largo Chamber of Commerce 
• Kiddos Magazine 
• Lower Keys Medical Center 
• MADD - Mothers Against Drunk Driving 
• Mercy Hospital 
• Miami Dade College Hialeah Campus 
• Miami Dade College Homestead Campus 
• Miami Dade College InterAmerican 

Campus 
• Miami Dade College Kendall Campus 
• Miami Dade College Medical Campus 
• Miami Dade College North Campus 

• Miami Dade College West Campus 
• Miami Dade College Wolfson Campus 
• Miami International Airport 
• Miami-Dade County 
• Miami-Dade County (Transit) 
• Miami-Dade County Public Schools 
• Miami-Dade Expressway Authority 
• Miami-Dade Metropolitan Planning 

Organization 
• Miami-Dade Police Department 
• Monroe County & Monroe County Fire 

Department 
• Monroe County Sheriff’s Office 
• National Organizations for Youth Safety 

(NOYS) 
• Nicklaus Children’s Hospital 
• Office of Community Advocacy 
• PortMiami 
• PortMiami Tunnel (Broadspectrum 

Infrastructure) 
• Publix Supermarkets 
• RED - Responsible & Educated Drivers 
• SADD - Students Against Destructive 

Decisions 
• South Florida Commuter Services 
• Town of Bay Harbor Islands 
• Town of Cutler Bay  
• Town of Medley Police Department 
• Town of Miami Lakes  
• Town of Surfside Police Department 
• University of Miami 
• University of Miami Parking & 

Transportation 
• University of Miami Police Department 
• Village of Bal Harbour & Police 

Department 
• Village of Biscayne Park Police 

Department 
• Village of Palmetto Bay Police Department 
• Village of Pinecrest 
• Village of Pinecrest Police Department 
• zMotion Foundation 
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3.3 Partnership Contributions 
Following is an overview of each partner’s contributions and involvement throughout the campaign: 
 
AAA/Traffic Safety Foundation 
Posters were displayed at two AAA branches, reaching approximately 6,800 people. 
 
City of Hialeah 
Twenty-five posters were displayed, reaching an estimated 7,500 people. 
 
City of Homestead 
Tip cards were distributed to approximately 100 individuals. Additionally, the City posted to its Facebook page 
25 times, reaching more than15,600 followers. 
 
City of Islamorada, Village of Islands 
The campaign eblasts were distributed to approximately 400 individuals on two occasions.  
 
City of Layton 
The campaign eblasts were distributed to approximately 90 individuals on three occasions. Additionally, posters 
were displayed in three locations, reaching at least 150 people. 
 
City of Miami Beach 
The campaign eblasts were distributed to approximately 6,000 individuals on three occasions. Additionally, 
Facebook and Twitter were utilized to promote the campaign messaging to more than 80,400 followers. 
 
City of Miami Beach Police Department 
Campaign messages were posted on Facebook over the course of the campaign reaching more than 16,800 
followers. 
 
City of Miami Springs 
Campaign messages were posted on the City’s Twitter page, reaching 903 followers with 17 posts over the 
course of the campaign. 
 
Community Traffic Safety Team (CTST) 
The campaign eblasts were distributed to 273 individuals on six occasions. Additionally, CTST performed the 
multi-agency enforcement events throughout the campaign.  
 
EndDD (End Distracted Driving) 
The campaign eblasts were distributed to approximately 1,700 individuals throughout the campaign.  
 
FDOT SunGuide TMC–District Six 
Campaign messages including, “KEEP SAFE DISTANCE, STAY SAFE,” “AN ALERT DRIVER CAN AVOID A CRASH,” 
“CHANGING LANES, USE TURN SIGNALS. IT’S THE LAW,” and “SIGNAL BEFORE CHANGING LANES” were 
displayed at 67 locations throughout Miami-Dade County during May 2016. 
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Florida Department of Health – Monroe 
The campaign eblasts were distributed to approximately 100 individuals throughout the campaign.  
Additionally, three posters were on display at lobbies of three County Health Department locations.   
 
Florida Department of Highway Safety and Motor Vehicles (FLHSMV) 
Campaign messages were posted on Facebook, Twitter and Instagram over the course of the campaign 
reaching thousands. 
 
Florida Memorial University 
The campaign eblasts were distributed to approximately 1,300 individuals throughout the campaign. 
Additionally, Facebook posts were utilized to promote the campus event and campaign messaging. 
 
Florida's Turnpike Enterprise 
Campaign posters were displayed electronically in five Turnpike Service Plazas for the months of April thru June 
reaching approximately 1.8 million individuals. 
 
Ford Motor Company Fund & Community Services 
A newsletter with campaign information was distributed to approximately 26,000 individuals. Additionally, Ford 
posted campaign messaging on Facebook and Twitter to its more than 15,700 followers. 
 
Governors Highway Safety Association 
Campaign messaging was included in the GHSA January member newsletter reaching approximately 1,000 
people. Additionally, Twitter was utilized to disperse information to roughly 3,500 followers. 
 
Jackson Health System 
Eblasts with campaign messaging were distributed to approximately 423 individuals on 12 occasions. 
 
Kiddos Magazine 
The digital edition of Kiddos with ads and coverage of the campaign was sent to 7,000 individuals in 
February/March and April/May. Additionally, Facebook and YouTube were used to post campaign messaging, 
such as “The Kiddos Kid Reporter YouTube interview with FDOT Traffic Safety Manager Carlos Sarmiento.” 
 
Lower Keys Medical Center 
The campaign eblasts were distributed to approximately 500 individuals throughout the campaign. Additionally, 
Facebook and Twitter were utilized to promote the campaign messaging. 
 
MADD - Mother's Against Drunk Driving 
During the campaign, two campaign posters were displayed and 20 tip cards and window clings were 
distributed. 
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Mercy Hospital 
The campaign eblasts were distributed to 1,400 individuals during the campaign. Additionally, ten campaign 
posters were displayed and campaign information was posted on the hospital’s website. 
 
Miami-Dade College 
Several of the campuses, including Homestead, InterAmerican, North, Medical and Wolfson, hosted events, 
posted on social media, displayed posters and distributed campaign messaging throughout the campaign.  
 
Miami International Airport 
Campaign posters were displayed in high traffic areas throughout the MIC from February through May reaching 
an estimated 3.4 million people. 
 
Miami-Dade County 
Campaign messaging was distributed internally with the employee newsletter reaching approximately 26,000 
people on three occasions. Messaging was also distributed externally to approximately 50,000 individuals on 
two occasions. Drive Safe was also promoted on the County website. 
 
Miami-Dade Metropolitan Planning Organization 
The campaign eblasts were distributed to approximately 2,000 individuals throughout the campaign. 
Additionally, a poster was placed in the lobby area and social media was utilized as well. 
 
Miami-Dade Police Department 
The campaign eblasts were distributed to approximately 2,800 individuals throughout the campaign. 
Additionally, Facebook, Twitter and Instagram were utilized to distribute campaign messaging to thousands of 
followers. 
 
Monroe County Sheriff’s Office 
The campaign eblasts were distributed to approximately 544 individuals on three to four occasions during the 
campaign. Additionally, Facebook was utilized to distribute campaign messaging to thousands of followers. 
 
National Organizations for Youth Safety (NOYS) 
Ten campaign messages were posted on Twitter over reaching approximately 4,000 followers. 
 
Nicklaus Children’s Hospital 
Campaign messages were posted on Facebook over the course of the campaign reaching thousands. 
 
Office of Community Advocacy 
The campaign eblasts were distributed to more than 17,500 individuals throughout the campaign. 
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PortMiami 
Campaign messaging was distributed internally reaching approximately 308 people. Messaging was also 
distributed externally to approximately 25,000 individuals monthly. Additionally, PortMiami distributed 250 
posters at Career Day presentations and Career fairs within Miami-Dade County. Campaign messaging was 
prominently featured on the homepage of the website under Latest News & Events. 
 
PortMiami Tunnel 
The campaign eblasts were distributed on five occasions during the campaign. Additionally, Facebook and 
Twitter were used to disburse campaign information. 
 
Publix Supermarkets 
The campaign eblasts were distributed to approximately 100 individuals during the campaign. Additionally, 
campaign posters were posted in all of the Miami-Dade stores (80) as well as in the Miami Division Warehouse 
and Distribution Center. 
 
RED - Responsible & Educated Drivers 
Campaign messages and eblasts were posted on Facebook over the course of the campaign reaching 
thousands. Additionally, 375 tip cards and 225 window clings were distributed. One poster was displayed on 
the University of Miami marine campus reaching an estimated 275 people per day. RED was present at several 
outreach events throughout the campaign. 
 
South Florida Commuter Services 
SFCS sponsored an ad in Miami Times which reached thousands of readers in the area. 
 
Town of Cutler Bay 
One campaign eblast was distributed to approximately 450 individuals.  Additionally, the Town printed eblasts 
and had them available in the Town Center Lobby and during Commission Meetings reaching approximately 
4,500 people daily. The Town also hosted several outreach events and incorporated safe driving messages with 
distracted driving messaging. 
 
Town of Medley Police Department 
One campaign eblast was distributed to approximately 50 individuals during the campaign. Additionally, posters 
were displayed in five locations and Twitter was utilized to distribute campaign messaging to hundreds of 
followers. 
 
Town of Miami Lakes 
Campaign messages were posted on Facebook and Twitter over the course of the campaign reaching 
thousands. 
 
University of Miami 
The campaign eblasts were distributed to approximately 20,000 individuals during the campaign. 
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Village of Palmetto Bay Police Department 
The campaign PSA was featured on the Village’s free public access TV channel, WBAY (channel 77) on a daily 
basis during the campaign. 
 
Village of Pinecrest Police 
The campaign eblasts were distributed to approximately 171 individuals on five occasions. Additionally, posters 
were displayed in six locations and Facebook and Twitter were utilized to spread campaign messaging. 

4.0 Campaign Events 
Various events were held throughout the campaign in order to spread the campaign message and engage the 
partners. Several outreach events were held, mostly by colleges, universities and municipalities. In addition, a 
campaign kick-off media event and several multi-agency enforcement operations were held throughout the 
campaign. 
 

4.1 Campaign Kick-off Media Event 
To officially launch the campaign, on February 5, 2016, a media event was held at the FDOT District Six 
Auditorium. The partners as well as local law enforcement were invited to attend and there were more than 40 
attendees present. Notably, recently appointed Director of the Miami-Dade Police Department, Juan J. Perez 
and Chief of Police for Bal Harbour, Mark Overton, were in attendance.  Multiple media outlets were also in 
attendance to capture the event, which included a brief presentation and ride-alongs with officers.  
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4.2 Outreach Events 
The campaign partners teamed up with FDOT to provide opportunities to disseminate the campaign materials 
and share the message. These events were geared towards an array of audiences throughout the community.  
 

Date Event 

1/19/2016 Miami-Dade College Student Life Presentation  
2/3/2016 Miami-Dade College Black Heritage Month Opening Ceremony 
2/9/2016 Miami-Dade College Safety Event 

2/11/2016 Miami-Dade College Safety Event 
2/24/2016 Miami-Dade College Safety Event 
2/26/2016 MPO Safety Event  
2/27/2016 Miami-Dade College Safety Event 
2/29/2016 Miami-Dade College Safety Event 

3/1/2016 Miami-Dade College Safety Event 
3/12/2016 Commissioner Zapata Community Art Fair  
3/13/2016 Commissioner Zapata Community Art Fair  
3/13/2016 Key West Bicycle Safety Fair 
3/30/2016 Miami-Dade College Safety Event 
3/30/2016 Community Safety Fair  

4/6/2016 Miami-Dade College Safety Event 
4/8/2016 University of Miami National Public Health Week Fair  

4/11/2016 Miami-Dade College Homestead - Be A Kid Again event  
4/15/2016 Miami-Dade County Great Parks Summit  
4/15/2016 Miami-Dade College “Surviving the Crash” event  
4/21/2016 Village of Pinecrest Senior Safety Day  
4/28/2016 Miami Corporate Run  
4/28/2016 Florida Memorial University PRSSA Event  
5/17/2016 Kendall Christian School – Educational Safety Day  
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4.3 Multi-Agency Enforcement Operations 
Several multi-agency operations took place during the campaign and Drive Safe campaign materials were 
distributed at each one. The purpose of the operations was for the apprehension and/or citation of drivers and 
for public education and awareness of the dangers of driving under the influence, aggressive driving, distracted 
driving, speeding, red-light running, move-over law violation, seat belt compliance, and general traffic safety. 
These educational/enforcement details were a success. Through the mutual-aid agreement and the 
Community Traffic Safety Team (CTST) program, participating agencies were effectively able to educate the 
general public on traffic safety and those that violated traffic safety laws were cited accordingly.  
 

Date Location 

3/29/2016 NW CTST - Medley and Hialeah Gardens 
4/6/2016  SE CTST - University of Miami  
4/14/2016 University of Miami CTST - University of Miami 
4/20/2016 NE CTST - Sunny Isles Beach 
4/26/2016 NW CTST - Opa Locka 
5/17/2016 SW CTST - Palmetto Bay 
5/18/2016 NE CTST - Unincorporated Miami-Dade  
5/24/2016 NW CTST - Virginia Gardens, Doral and Sweetwater 
5/26/2016 SE CTST - Pinecrest 
6/15/2016 NW CTST – Hialeah 
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5.0 Campaign Messaging 
The team was tasked with developing the brand and identity of this new campaign. All materials adhere to the 
same look and style in order to stay in line with a consistent and clear message. To reach a broader audience, all 
materials were provided in English, Spanish and Creole. 
 

5.1 Websites 
The campaign utilized existing resources by posting the campaign launch on the District Six homepage on the 
scrolling web banner. In addition, the campaign was displayed at www.fdotmiamidade.com/drivesafe-md. 
Partners were also able to access campaign materials and important information at drivesaferesources.com. 
 

 
 

5.2 Campaign Posters 
Campaign posters were designed and printed using the campaign messaging and branding for partners to 
display at various locations. Please see the appendix for images of the three posters. 
 

5.3 Social Media and Web Banners 
An online presence was the driving force of this campaign. Through social media and custom web banners, we 
were able to reach a larger audience and ultimately disseminate the information in a clear, concise manner. The 
social media messaging was highly visible with eye-catching simple graphics that elicit a response to the call to 
action: Drive Safe. They were formatted so that they would be easily posted to outlets such as Facebook, 
Twitter and Instagram. Please see the appendix for images of these items. 
 

http://www.fdotmiamidade.com/drivesafe-md
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5.4 PSA 
The team developed a full 60-second PSA in both English and Spanish to demonstrate the campaign message 
in a video format. This PSA was also developed in 30 and 15-second formats in both languages to satisfy the 
needs of all users. In addition, the PSA ran at 12 local gas stations throughout Miami-Dade County during the 
busy travel week leading up to Memorial Day weekend. 
  

5.5 Eblasts 
Throughout the campaign, partners distributed the six eblasts available to their internal and/or external mailing 
lists according to the campaign timeline. The eblasts were interactive and featured safety messaging, quizzes, 
playlists, videos, statistics and other relevant content for the campaign. Please see the appendix for images of 
the eblasts. 
 

5.5.1 Aggressive Driving Quiz 
The first eblast featured an aggressive driving quiz which gave insight to the opinions of the participants as 
well as determined if the person taking the quiz was an aggressive driver. A total of 737 people completed 
the survey. Please view the results below: 

 
Gender

Male Female

Age

16 to 24 25 to 34 35 to 54 55+
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Do you often drive over 
the speed limit?

Yes No

Are you usually in a 
hurry?

Yes No

Do you pass cars that are 
driving too slowly?

Yes No

Do you always use turning 
signals?

Yes No



 
2016 AGGRESSIVE DRIVING AWARENESS CAMPAIGN 

SUMMARY REPORT 

 

17 
 

 
 
5.5.2 Spotify Playlist 
Another interactive feature in the eblasts was a Spotify playlist which featured relaxing music to help 
listeners maintain a positive mood and potentially have less of an urge to drive aggressively.  

 

5.6 Tip Cards 
Multilingual tip cards were developed and distributed to the partners and at events. The cards were double-
sided and featured statistics and tips for driving safely. Please see the appendix for images of the three tip 
cards. 
 

5.7 Window Clings 
Window clings were also distributed to the partners and at events. These clear decals featured the campaign 
logo and instructed drivers to “STOP Aggressive Driving.” Please see the appendix for images of the three tip 
cards. 
 

5.8 Media Coverage 
Many of the campaign partners published articles within their internal newsletters and/or news outlets. In 
addition, the team secured several media placements. Below is a list of media coverage secured by the 
campaign efforts: 

5.8.1 Broadcast/Television 
o CBS (WFOR) Channel 4: On February 5, CBS 4 aired a segment about the campaign kick-off 

event. The segment aired during the 6 p.m. broadcast.  
o FOX (WSVN) Channel 7: On February 5, FOX 7 aired a segment about the campaign kick-off 

event. The segment aired during the 5:30 p.m. broadcast.  
o AmericaTeve (WJAN) Channel 41: On February 5, AmericaTeve Channel 41 aired a segment 

about the campaign kick-off event. The segment aired during the 6 p.m. broadcast.  

Do you often follow cars too closely (tailgate)?

Yes No
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o FOX (WSVN) Channel 7: On April 14, FOX 7 aired a segment about the multi-agency event held 
on the Rickenbacker Causeway. The segment was titled “Police crackdown on Rickenbacker 
Causeway drivers,” and was accompanied by an online article.   

5.8.2 Radio 
o WIOD NewsRadio 610 AM: On February 4, Carlos Sarmiento was invited to participate in a short 

radio interview on NewsRadio 610 to discuss the goal, objective, strategies and tactics about 
the Drive Safe campaign.  

o Caracol Radio 1260 AM: On April 2, Carlos Sarmiento was invited to participate in a short radio 
interview on the Spanish language radio show “La Voz de la Comunidad” to discuss the goal, 
objective, strategies and tactics about the Drive Safe campaign. 

5.8.3 Articles (Newspaper/Magazines) 
o El Nuevo Herald: On February 5, El Nuevo Herald published an article about the campaign’s 

kick-off event. The article was titled “Campaña para alertar sobre los peligros de los 
conductores agresivos.”  

o Kiddos Magazine: Kiddos Magazine is a bi-monthly publication that targets the major areas of 
Miami. The campaign messaging was published in its spring issue. 

o I’m Not Your Boring Newspaper: I’m Not Your Boring Newspaper is a monthly multi-media 
publication targeting Key Biscayne. The publication ran an article about the Drive Safe 
campaign in their June issue.  

6.0 Future Campaign Goals 
The 2016 “Drive Safe” campaign was a well-received and very successful initiative launched by District Six 
leadership and the members of the team. As the team looks forward to future campaigns, there are certain 
goals that should be incorporated into outreach efforts.  They include the following: 
 

• Develop More Key Partnerships – By working with additional partners, including private sector, we will 
receive additional resources, marketing and collateral materials including giveaways, key contacts, and 
possibly even additional grants/funding for future campaigns.  

 
• Expanded Presence in Monroe County – By continuing to develop strategic partnerships in Monroe 

County and working with additional partners, the campaign will have an even larger impact in the area. 
This will increase the dissemination of campaign materials and information via outreach events and 
existing communications resources to residents of Monroe County during future campaigns. 
 

• Maximize Digital Campaign and Social Networking Strategy – Continuing to develop the social media 
strategy is crucial to reaching a wider audience in future campaigns, especially when targeting younger 
demographic groups. Utilizing social media networks is a simple and effective way to post campaign 
content/messaging, and facilitate the distribution of information quickly, thereby turning the audience 
into active partners in the campaign. In addition, creating a digitally-focused campaign will allow for 
greater outreach.  
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7.0 Campaign Feedback 
 
“Carlos Sarmiento and his team have done an outstanding job coordinating all the events and 
reinvigorating the SE Community Safety Team.  The FDOT's efforts have surely saved lives and we're 
proud to be a part of what FDOT is doing.” 
--Village of Pinecrest Police Department 
 
“Thank you for all you do in the arena of Traffic Safety!” 
--AAA/Traffic Safety Foundation 
 
“Thank you so much for your partnership.  The items we’ve received from you have helped educate 
the community especially in the multiple events that we have participated in this year.” 
--Florida Department of Health – Monroe 
 
“The Drive Safe Campaign 2016 was a success as measured by the amount of positive feedback 
received from our social media engagement.  We look forward to future participation.” 
--Miami-Dade Police Department 
 
“The information was very helpful. I'd like to see more in the future.” 
--Office of Community Advocacy 
 
“Great campaign! We are happy to be a part of it.” 
--PortMiami Tunnel (Broadspectrum Infrastructure) 
 
“I felt like the campaign was very well organized.  It was easy to access the materials needed and to 
understand the schedule… Looking forward to working on the next campaign!” 
--City of Homestead 
 
“This is a valuable community campaign and we are proud to be a partner. As responsible corporate 
citizens,  participating in the (Drive Safe) campaign gives us the opportunity to share important 
information to ensure the safety of our associates and the community.” 
--Publix Supermarkets  
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Appendix A – Campaign Posters 
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Appendix B – Email Blasts 
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Appendix C – Social Media Images 
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Appendix D – Tip Cards 
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Appendix E – Window Clings 
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Appendix F – Press Releases 
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Appendix G – Event Photos 
  

Media Kick-off and campaign launch event – press interview with Trooper Joe Sanchez 

Media Kick-off and campaign launch event – law enforcement 
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Media Kick-off and campaign launch event – press interview with the Director of the Miami-Dade 
Police Department, Juan J. Perez 

Multi-agency Enforcement Operation - NW CTST 
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Multi-agency Enforcement Operation - SE CTST 

Multi-agency Enforcement Operation - SE CTST 
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Arcola Lakes Senior Center Mobility Fair  

Florida Memorial University outreach event 
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Florida Memorial University outreach event 
 

Miami-Dade College – Homestead Campus outreach event 
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Miami-Dade College – InterAmerican Campus outreach events 
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University of Miami NPHW Health Fair 

Commissioner Juan C. Zapata West End Art Fair  
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Appendix H – Media Coverage 
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Appendix I – Other Campaign Coverage 
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