
Target Zero 
Partner Meeting 
February 8, 2022 



• Welcome 

• January Meeting Recap 

• Let’s Get Everyone Home 
Implementation 

• Behavioral Campaign Development 

• Partner Engagement 

• Ambassador Program 

• Safety Moment 

February Meeting Agenda 
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Polling 
Question #1 



OR 

Go to menti.com 

on either your 

cellphone or 

computer and 

insert code 

Scan the QR Code 

Welcome Partners, please share your name and agency. 
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36425166 

Click to add text 

https://menti.com


Partner Input #1Partner Input #1 
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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 



Florida Strategic Highway Safety Plan 
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Influencing Safe Behavior 

ROADWAYS: 

• Lane departures 

• Intersections 

ROAD USERS: 

• Pedestrians and bicyclists 

• Aging road users 

• Motorcyclists and motor scooter riders 

• Commercial motor vehicle operators 

• Teen drivers 

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. 

10 



Campaign Approach 
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January 
Meeting Recap 



• Welcome 

• December Meeting Recap 

• Campaign Development 

• Campaign Concepts 

• Partner Engagement 

• Ambassador Program 

• Safety Moment 

January Meeting Recap 
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Partner Input #1Partner Input #1 
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Partner Input #1Partner Input #1 
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Partner Input #2Partner Input #2 
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Partner Input #2Partner Input #2 
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Partner Input #3Partner Input #3 
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Partner Input #3Partner Input #3 
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Campaign 
Development 



Target Audiences 

21 



Target Zero Phased Approach 
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Phased approach of implementing foundational Target Zero campaign: 

1. Formative Research 
Use crash data, human factors research, and focus group findings to 

inform campaign messaging 

2. Statewide Campaign 
Target Zero Statewide Brand Awareness 

3. Behavior Campaigns 
Develop targeted behavior campaigns 

4. Evaluation 
Make adjustments as needed to maximize effectiveness 



Target Zero Approach Chart 
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Let’s Get 
Everyone 
Home 
Implementation 



Statewide 
Launch 
Components 
• Target Zero Statewide Brand 

Awareness Campaign 

• Fact Sheet 

• FDOT Ambassador Program 

• Website Resource Page 

• Partner Meetings and Toolkit 

• Social Content 

• PESO Plan 

• Community Presentations 
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• Pretesting data was used to create 
social media guide 

• Social Media Launch 
• January 20 

• Focused on ESO 
• Earned 

• Shared 

• Owned 

Statewide Brand Awareness 
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Social Media – Thank you! 
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Facebook Post 

Reach (Unique Individuals) 3,365 

Engagement (Interactions): 

108 likes, 20 comments, 31 shares 

Instagram Post 

Reach (Unique Individuals) 258 

Engagement (Interactions): 

9 likes, 1 send, 1 bookmark 

Please 

remember 

to tag us! 

• Florida Department of Highway Safety and Motor Vehicles /FLHSMV 

• Florida Sheriffs Association /floridasheriffsassociation 

• Florida League of Cities, Inc. /FLCities 

• Florida Police Chiefs Association /TheFPCA 

• Florida Association of Counties /flcounties 



Follow Pages to Get Alerts 
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facebook.com/MyFDOT/ 

twitter.com/MyFDOT 

instagram.com/my_fdot/ 

https://twitter.com/MyFDOT
https://instagram.com/my_fdot
https://facebook.com/MyFDOT


Behavioral 
Campaign 
Development 



• Regional Hotspots/Focus Areas 

• Statewide Branding Campaign 
running simultaneously 

• What’s Next? 
• Creative 

• Pretesting 

• Launch 

• PESO Development Underway 
• Paid, Earned, Shared, Owned 

Behavioral Campaign Development 
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• Social media launched Jan 20 

• Earned launches late Feb 

• Behavioral campaigns 
launch March, April, May (PESO) 

• Examples of our Paid multi-media approach: 
• Social media 
• Billboards 
• TV/ Radio 
• Digital Advertising 
• Streaming Podcasts 
• Native Advertising 

PESO Plan Update 
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Launches Late February 

• Blog posts – FDOT E-newsletter 

• Byline and Op-ed articles 

• Media pitching/ interviews 

• Speaking opportunities 

• Ambassador Program (FDOT employees) 

• FDOT employee orientation 

• Target Zero Partners and Stakeholders 

• Organic social media posts (pitching users to share and give shoutouts) 

• Mentions on local podcasts 

Earned Media Launch 
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Partner 
Engagement 



Partner Resource Page/Toolkit 
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FAQ 
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Polling 
Question #2 
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OR 

Go to menti.com 

on either your 

cellphone or 

computer and 

insert code 

Scan the QR Code 

After reviewing the Partner Toolkit, what do you think we need 
to ensure a successful implementation? 
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https://menti.com


Partner Engagement Speaking Opportunities 
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Ped/Bike Coalition Presentation 

Developed 

Partner Agencies: 

Speaking Opportunities 

Database 



Polling 
Question #3 
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OR 

Go to menti.com 

on either your 

cellphone or 

computer and 

insert code 

Scan the QR Code 

What events and speaking opportunities should we include 
in the database/schedule to support the Target Zero initiative? 

3642 5166 
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Click to add text 

Click to add text

https://menti.com


Partner Input #1Partner Input #3 
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Ambassador 
Program 



Current Registrations 
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Update/Kickoff Meeting February 24 
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Ambassador Program Materials 
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Next Steps 



March 8 Partner Meeting Updates: 

• Statewide Campaign 

• PESO Plan 

• Behavior Campaigns 

• Partner Engagement Opportunities 

• Ambassador Program 

Next Steps 
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Initiative 
Schedule 



Target Zero Schedule + Timeline 
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Safety 
Moment 



Safety Moment 
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Click Here to View! 

http://safemobilityfl.com/pdfs/ResourceCenter/01-FDOT_SafeMobilityforLife_lowres.pdf?utm_campaign=SMFL+Resource+Center&utm_medium=bitly&utm_source=Website


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: 

https://www.fdot.gov/agencyresources/target-zero 

Thank You! 

https://www.fdot.gov/agencyresources/target-zero
https://beth.frady@dot.state.fl.us
https://brenda.young@dot.state.fl.us

