
December 7, 2021

Driver Safety
Campaign

A Human Factors Approach



Meeting Agenda

• Welcome

• November Meeting Recap      

• Campaign Development

• Creative Brief

• Partner Engagement

• Ambassador Program

• Safety Moment
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Welcome Partners, please share your name and agency.

Go to menti.com 
on either your 
cellphone or 
computer and 
insert code
8042 3244

Scan the QR Code

OR
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Influencing Behavior | Saving Lives

On Florida’s Roads …

…but even one life lost is too many

Daily Serious Injuries
Daily

Fatalities

of crashes nationally
involve driver behavior
as a contributing factor
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Florida Strategic Highway Safety Plan

Vital Few Focus Areas
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ROADWAYS:
• Lane departures 
• Intersections

ROAD USERS:
• Pedestrians and bicyclists 
• Aging road users
• Motorcyclists and motor scooter riders 
• Commercial motor vehicle operators
• Teen drivers

Influencing Safe Behavior

USER BEHAVIOR:
• Impaired driving
• Occupant protection 
• Speeding and aggressive driving
• Distracted driving

The 2021 Strategic Highway Safety Plan (SHSP) acknowledges crashes rarely 
have a single contributing factor. The plan outlines strategies to address 
high-priority issues facing the transportation system, including:
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Influencing Behavior | Saving Lives

Identify behaviors contributing to 
serious and fatal crashes, 

and the reasons for those behaviors.

Influence safe behavior.
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Behavior Change, Human Factors, 
and Social Marketing

• Influencing behavior change requires a better 
understanding of human factors and why people behave the 
way they do, how people change, and how to help people in their 
efforts to change.

•Social marketing is the application of commercial marketing 
principles to influence desired behavior, increase use of a product or 
services. All of this is done for the good of the individual and 
society.
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Campaign Approach 
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November Meeting Recap
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November Meeting Recap

• Welcome

• October Meeting Recap       Me

• Focus Group Findings

• Campaign Development

• Partner Engagement

• Ambassador Program
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Partner Input 
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Q. We're developing a Target Zero Q&A document and want to 
include information you feel is pertinent. What are some 
questions you have, or have heard, that should be addressed?

Go to menti.com 
on either your 
cellphone or 
computer and 
insert code
8042 3244

Scan the QR Code

OR
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Your Thoughts?
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Focus Group &                    
Audience Research
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Focus Group Synopsis

What challenges does our Primary 
Audience face as relates to consistently 
driving safely?

➢ They know it’s wrong, but will still do it
• Speed, text, drink, no seatbelt etc.

➢ Why do they do it?
• Running late, dopamine hit, adrenaline rush

➢ Until something bad happens, there’s no victim
unless they are caught, there’s no penalty

(risk/reward)
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FLHSMV Workshop Overview

• Joint creative team meeting 
was held with FLHSMV

• Provided insights to focus 
group discussion related to 
enforcement and the overall 
campaign

• Key Takeaways from Focus 
Group and FLHSMV Input
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FLHSMV and Focus Group Takeaways

➢ Drivers should be more focused, every 
driver can help contribute to safe roadways

➢ Distracted driving is much more dangerous 
than it seems

➢ Social norms about distracted driving need 
to change

➢ Distractions can be reduced by preparation
➢ It is possible to drive without preventable 

distractions
➢ Change requires modification of a behavior
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Campaign Development
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Campaign Approach 
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Target Zero Phased Approach 
Phased approach of implementing foundational Target Zero campaign:
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1. Formative Research
Use crash data and focus group findings to inform campaign messaging

2. Statewide Campaign
Target Zero Statewide Brand Awareness

3. Behavior Campaigns
Develop targeted behavior campaigns; iterate as needed

4. Continued Awareness
Continue building general awareness of Target Zero



Statewide Awareness Campaign

• Further Branding Awareness
• Creating brand and sharing 

• Audience
• Internal FDOT – Ambassador Program
• Partners
• Community

• Message
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Creative Brief 
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• What
• Documentation of the plan
• The "bible" of a creative project

• Why
• Builds consensus
• Keeps us honest and on track

• How
• Used before artwork to eliminate bias
• Helps stakeholders see the plan to 

gain approval to move forward



Behavior Campaign Primary Audience
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Sample Audience Persona

Chad, 26
Occupation: Marketing Associate
Education: Community College Graduate
Living Situation: Shares apartment with a roommate in Miami
Personality: Extroverted, Competitive, Assertive

Hobbies / Interests:
• Apple products
• Football
• Watching NASCAR
• Netflix
• Gym 5x/week
• Fast & Furious 

franchise

Favorite Celebrities,
Influencers:
• Podcasters
• Twitch streamers
• Movie stars like Vin 

Diesel and Tom 
Cruise

Attributes:
• Likes being 

‘macho’
• Parties with friend 

group on 
weekends

• sometimes drives
a ‘little’ drunk

• Uses phone to 
text while driving



Target Zero Statewide Awareness

• Broad Approach vs Targeted
• Messaging vs Data Driven
• Memory Recall Flooding vs 

One Offs
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Target Zero Brand Guidelines
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Target Zero Co-branding 
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Your Input into Action
Campaign Deployment
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Your Input into Action
Campaign Deployment
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Partner Engagement   
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Partner Engagement

• Share Input = Incorporate Feedback

• Build Awareness = Build Brand

• Monthly Virtual Meeting = Stay Engaged

• Campaign Development = Meaningful 
Message

• Engagement Opportunities = Share & 
Co-Brand Campaigns
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Q. Who else would you recommend we include in our 
Partner Meetings, and how do we entice them to 
participate?

Go to menti.com 
on either your 
cellphone or 
computer and 
insert code
8042 3244

Scan the QR Code

OR
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Ambassador Program
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Ambassador Program Launch Timeline
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Ambassador Program Activities
Target Zero Ambassadors will be able to participate in a variety of activities that support the 
key objectives of the program through:

• Internal promotion/meetings
• Review of campaign materials
• External promotion and representation
• Internal reporting and documentation of program activities and events
• Internal housekeeping

Steps for distribution of assignments:
• Ambassador Program Kick-off Meeting in January
• Creation of internal sub-committees by February
• Committee leads track and report monthly
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Q. What strategies should we consider to engage 
others to become active Ambassadors?

Go to menti.com 
on either your 
cellphone or 
computer and 
insert code
8042 3244

Scan the QR Code

OR
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Next Steps
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vv
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What's Next
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January Partner Meeting

• Statewide campaign concepts
• Share behavior campaigns concepts and A/B testing
• Partners invite guests to next meeting
• Ambassador Program official launch
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Key Messages
Educate and engage the motoring public on the 
importance of traveling safely during the holiday 
season. Primary messages:
• Never Drive Impaired
• Buckle Up
• Road Readiness 

Primary Target Audience 
General motoring public with an emphasis on male 
drivers 18-50 years old. 

Channels 
Paid. Earned. Shared. Owned.
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Additional Resources
Visit flhsmv.gov/Holiday for: 
• Safe Holiday Travel tips
• Posters
• Social media graphics 
• Website and email banners
• Road trip checklist
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Thank You!
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Brenda Young, P.E.
State Safety Engineer

brenda.young@dot.state.fl.us

Beth Frady
Communications Director

beth.frady@dot.state.fl.us

For more information, visit:
http://www.fdot.gov/safety




