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September 12, 2022: Monthly Internal Update



This Month’s Updates
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• District Target Zero Efforts

• Brand Awareness Campaign

• Event and Branded Items Orders

• New Tip Cards

• Shared Media Calendar

• PowerPoint Safety Moment Slides

• Shirt Order Guidance

• Behavior Campaigns

• Revised Creative – Speeding

• Paid Media Schedule

• Preparing for Launch

• What’s Next; Upcoming Events



PSA link: https://youtu.be/4GGgQLi8lZo

District 1 Target Zero Partnership

https://gcc02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fyoutu.be%2F4GGgQLi8lZo&data=05%7C01%7CBrenda.Young%40dot.state.fl.us%7C0bb120c1bbbc4a984e1708da8c3f313c%7Cdb21de5dbc9c420c8f3f8f08f85b5ada%7C0%7C0%7C637976500282932458%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000%7C%7C%7C&sdata=9dWceN1cuY3vedNzhxqEo2ZL4SE53jvkoGmzZ27Kz8k%3D&reserved=0


District 2 University of Florida Outreach



District 2 University of Florida Outreach
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District 2 University of Florida Outreach



District 2 University of Florida Outreach



District 5 In The Community





Pineloch Elementary “Plays it Safe”



Volusia County 
Back to School in 

Deltona



Love Like Jace
@ Lake Eola

Orlando



https://www.youtube.com/watch?v=qTyh11wpUDc
https://www.mynews13.com/fl/orlando/news/2022/07/07/pending-fdot-project-aims-to-better-protect-cyclists--pedestrians-?cid=id-app15_m-share_s-web_cmp-app_launch_august2020_c-producer_posts_po-organic&wdLOR=cC85D36CA-FCB3-4A76-A9FD-E783ACFC0021
https://www.wftv.com/news/local/central-florida-students-design-bike-icons-get-involved-with-safety-efforts/FU2DRW5BBVA63FV25WSWVKT7VQ/
https://youtu.be/h_BJ6GaCC1k


District 6 Enforcement Partnership



Great District Target Zero Branding in Social



Great District Target Zero Branding in Social



Brand 
Awareness
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Outreach 

Items:

Statewide 

Order



Branded 

Tangible 

Items:

Statewide 

Order
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Floating Boat Keychain
Cooling Towel
Water Bottle

And more to come…
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Tip Cards: Connecting to Life ‘Precursors’ Leading to 
Behaviors Behind the Wheel; Features Florida Imagery

Stress Management Time Management

In Life In Driving SafelyIn LifeIn Driving Safely
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Tip Cards: Connecting to Life ‘Precursors’ Leading to 
Behaviors Behind the Wheel; Features Florida Imagery

Thrill-Seeking Empathy for Others

In Life In Driving SafelyIn LifeIn Driving Safely



‘Owned/Shared’ September Social Media



‘Owned/Shared’ September Social Media



Remember, 
in Social !

#TargetZeroFL

#LetsGetEveryoneHome



Target Zero Safety Moment Slides Repository
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Target Zero Safety Moment Slides Repository



Target Zero Safety Moment Slides Repository



Target Zero Shirt Order Guidance – 3 Options

Bought as an identification shirt for FDOT employees at “Target Zero” events:

Must be purchased using state funds following the Disbursement Operations 

Handbook, Topic “Shirts/Clothing (other than uniforms and safety)” -

Handbooks - Home (sharepoint.com) 

Bought as a giveaway to the public (non-FDOT employees) to promote “Target 

Zero” at public meetings and other non “Target Zero” events:

Must be purchased using state funds as a safety awareness program and follow 

Disbursement Operations Handbook, Topic “Promotional Items” - Handbooks -

Home (sharepoint.com) and document Section 334.044(5), FS as authority 

Bought with personal funds:

Order directly with no reporting required



Owned Media – We Need YOU!

Help us leverage our FDOT ‘owned media’ assets
Such as rest areas, welcome centers, DMS signs

KSAs: We’re looking for people that are able to:

• Coordinate with multiple offices
• Schedule, lead, or participate on teams 
• Research FDOT process and procedure
• Periodically attend Target Zero update meetings 

with our development team to provide progress 
updates 

This is a great opportunity to play an even greater role 
in Target Zero with statewide impacts!

Please contact TargetZeroAmbassadors@dot.state.fl.us

mailto:TargetZeroAmbassadors@dot.state.fl.us


Behavioral 
Campaign 
Development



• For brand messaging consistency… it has influenced approaches 
to Speed and Distraction!

• Shared with FLHSMV and FHP Partners last week

• Currently in AB testing with target audience in target regions

• To be shared in September update, in advance of Speed 
messaging scheduled for October

• Sneak preview…

Aggressive Creative Revised…
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Draft Messaging and Testing with Target Audience

35

• Positive/happy tone, the word "vibe", relaxed/calm tone, Florida imagery, and vibrant 
colors consistently resonated throughout all testing

• The content for speeding and distracted was understandable and tested well with the target 
audience, however aggressive testing results showed that creative was not understood by target 
audience

• Challenges finding human imagery that is universally relatable

• Therefore, introduced additional concepts, conducted additional testing
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Results: 



New Concept and Testing Results

Feedback on A:    “Everyone likes stick-figure animation”        “Stick figures are relatable to anyone” 

“Simple design is eye-catching and different”   “Video and audio captured and kept my attention”

“I remembered this video and instantly thought – what’s better? Arriving 5 minutes late or not arriving at all? 
Once I get there, if someone asks, I’ll blame it on traffic.”                
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(New Design) (Previous)



Speeding Behavior Campaign Paid Media

Safe driver catches up to speeding 
driver at each traffic signal

Key Features:
• Depicts South Florida landscape; uses simplified human imagery that is universally-relatable 
• Short animation with audio element captures and keeps attention; avoids appearance of being an ad
• Shows safe behavior contrasting with speeding; indirectly makes speeding look undesirable and leverages 

desire to be admired

Video for YouTube, Targeted Social (Facebook, Instagram, Snapchat, TikTok)

Measurable call to action; leverages 
desire to be in control

Closing safety message
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Audio for Streaming Platforms
(Pandora, Spotify) Speeding Paid Media

Music (3 sec): Fast rock music during voice over.

Voice over (8 sec): Right now, you may be running 

a little late. Or stressed. Or overwhelmed. And 

maaaaybe going a weeeee bit over the speed 

limit.

Music: Stops.

Voice over (8 sec): So, to help you relax, exhale…

Ease up on the gas - you'll get there when you get 

there. And take a moment to just…chill.

Music (7 sec): Relaxing chill lowfi groove that 

continues during final voice over.

Voice over (4 sec): This little break brought to you 

by TARGET ZERO and FDOT.

Billboards 
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Speeding Video and Audio

Video for YouTube, Targeted Social (Facebook, 

Instagram, Snapchat, TikTok)
Audio for Streaming Platforms

(Pandora, Spotify)



First Behavior Paid Media Buyer Task Work Order Issued!

Targeted Behaviors Paid Media Schedule

Audience: Males 22 – 27

Message: Speeding

Location:  Ft. Myers, W. Palm Beach, and Miami media markets

(Increased focus in Broward, Miami-Dade, Collier, Lee, Palm Beach, and St. Lucie Counties)



• Earned, Shared, and Owned media opportunities to compliment 
Paid

• C.O. Safety and Communications Offices in coordination with 
District Safety and Public Information Offices to strategize in 
advance for each region – started with Districts 1, 4, and 6

• Statewide resources as well

What Does Launch Look Like?



Launch 
Components

Website: www.TargetZeroFL.com

District and Partner Resources:

• Media Release, Launch Events

• Social Content, Strategy

• Brand Guidelines, Talking Points 

• Thank You Cards*

• Shirts*

Outreach Materials:

• Tents, Table Covers, Banners

• Tip Cards

• Playlists, Do Not Disturb Messages

• Branded Tangible Items*
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*Yellow items require state funding

http://www.targetzerofl.com/


Program 
Evaluation



Evaluating Effectiveness, Baseline in July
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Additional Metrics:

Impressions – Number 
of people that could 
have seen the message 
(each time counts)

Engagements – Number 
of reactions, comments, 
shares, link clicks

Engagement rates –
Ratio of those who 
engaged out of those 
who could have seen it

Approximately 400 responses per region:

Miami-Dade/ 
Broward

Orlando / 
Volusia

Tampa Bay 
Area

West Palm 
Beach / Ft. 

Myers/ Naples

399 397 394394



Next Steps



Latin-American Campaign Development

Help us relate to our Spanish-speaking Florida cultures

• Our current Target Zero campaign development has focused 
on our English-speaking young male (age 22-27) target 
audience

• NEXT - use the same approach to develop campaigns for our 
Spanish-speaking young male (age 22-27) audience!

• To effectively influence this audience, we must do more 
than simply translate languages 

• To help prepare, we are creating a working group comprised 
of members from our campaign team and FDOT staff

Please contact TargetZeroAmbassadors@dot.state.fl.us

mailto:TargetZeroAmbassadors@dot.state.fl.us
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Next Steps

• Continued District and Partner Collaboration

• Tips Tuesday

• Partnerships Coordination – Melissa Wandall, 
MADD, BWCF, Jaguars

• Nationally Observed Safety Holidays – Campaign 
Calendar (fdot.gov)

• Behavior Campaigns – Paid Media 

• D1, D4, D6 Speeding Campaign in October/November

• D5 Distraction Campaign in January

• D7 Aggressive Campaign in February

• Post-Evaluation of Effectiveness

• Cultural Messaging Development

• Latin-American

• Additional ‘Owned’ Media Assets

Thank You        Ambassadors!
At FDOT, In the Community, In Your Everyday Lives

https://www.fdot.gov/Safety/campaigncalendar.shtm


• September 18 – 24:  NHTSA Child Passenger Safety Week

• September 24:  NHTSA National Seat Check Saturday

• September 19 – 25:  National Rail Safety Week, Roundabout Week

• October: National Pedestrian Safety Month, Teen Driver Safety Month

• October 12:  National Walk to School Day

• October 15:  White Cane Safety Day

• October 19:  Target Zero Update – FDOT Executive Workshop

• October 21 - 28:  Mobility Week!!!

• November 17:  The Great American Teach-In

• November 20:  World Day of Remembrance for Road Traffic Victims

Upcoming Safety Events



TargetZeroFL.com

Drive safe to get home for that 
important game of fetch!

September brings fall, football, and…

Responsible Dog Ownership Month

Let’s Get Everyone Home
#dogmom #dogdad #TargetZeroFL

TargetZeroFL.com



Brenda Young, P.E.
State Safety Engineer

brenda.young@dot.state.fl.us

For more information, visit:

www.TargetZeroFL.com

Thank You!

http://www.targetzerofl.com/

