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ÅWelcome

ÅJanuary Meeting Recap

ÅLetôs Get Everyone Home 
Implementation

ÅBehavioral Campaign Development

ÅPartner Engagement

ÅAmbassador Program

ÅSafety 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



Partner Input #1Partner Input #1
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Influencing Behavior | Saving Lives

On Floridaôs Roadsé

ébut 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

ÅInfluencing 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.

ÅSocial 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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January 
Meeting Recap



ÅWelcome

ÅDecember Meeting Recap

ÅCampaign Development

ÅCampaign Concepts

ÅPartner Engagement

ÅAmbassador Program

ÅSafety Moment

January Meeting Recap

13



Partner Input #1Partner Input #1

14


