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Agenda – February 2023 Statewide Meeting
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News and Current Events

• Florida House Transportation and 
Modal Subcommittee

• Florida School Crossing Guard 
Appreciation Day, Annual Awards

• Safe Streets for All Grants

• Hit and Run Awareness Month

Campaign Development

Speeding, Distracted, and Aggressive Driving

• Updates
• More New Tip Cards

• Materials Order Status

• Communications Plans

• New Information
• New Materials in Design

• New Website Pages

• Campaign Schedule

• Campaign Evaluation

• Action Items and Next Steps



Target Zero efforts highlighted!

FDOT on panel with FLHSMV, FHP, 
Department of Education, and more

FL House Transportation Subcommittee



Florida School Crossing Guard Appreciation Day

2022 Florida School Crossing Guard of the Year 

David W. Peterson, Pasco County Sheriff’s Office 

2022 Florida School Crossing Guard of the Year 

Larry Miller, Seminole County Sheriff’s Office 

2022 Florida School Crossing Guard of the Year Extra 
Mile Award 

Tom Bowser, Okaloosa County Sheriff’s Office 

Congratulations to this year’s winners!!!



Safe Streets and Roads for All Grant Program (SS4A)

• 34 Florida Partners Collectively Received 
$20M for Development of Safety Action 
Plans

• 3 Florida Partners Collectively Received 
$48M for Implementation Projects

THANK YOU to our agency partners who 
applied and received funding to help Florida 
achieve our collective target of ZERO!!!

U.S. Transportation Secretary Pete Buttigieg announced a historic $800 million in grant awards for 510 
projects through the new Safe Streets and Roads for All (SS4A) Grant Program

https://www.transportation.gov/briefing-room/biden-harris-administration-announces-historic-800-million-more-500-projects-improve
https://www.transportation.gov/briefing-room/biden-harris-administration-announces-historic-800-million-more-500-projects-improve


Hit and Run Awareness Month



Campaign 
Updates



New Campaign Development – Social Marketing

Define the 
Problem

Audience 
Segmentation 

Behaviors and 
Beliefs

Formative 
Research

Identify Specific 
Desired Action

Develop 
and Test

Deploy and 
Evaluate

Lane Departure, Intersection, Pedestrian / Bicyclist

Young Male Drivers

• Running late / making up time on the road

• Constantly connected via mobile devices

• Responding to aggression of other drivers

• Leave early, arrive late

• Ride with Do Not Disturb

• Embrace the space

We are here

• Speeding

• Distraction

• Aggression



Speeding, Distraction, and Aggressive Campaigns

*Speeding Campaign – D4, D6 *Distracted Campaign – D5 *Aggressive Campaign – D1, D7

Addressing constant connection and multi—
tasking: Set ‘Do Not Disturb’ Before Your Trip

Time Management:
Leave Early For Your Trip Or Arrive Late

Stress Management: 
Leave Space Between You and The Driver Ahead

Behavior 
Messages / 

Calls to 
Action

Male Drivers Aged 22-27: Managing time, stress, overcommitments, need for 
constant connection, staying in control, admired.

Paid Media: Targeted social, 
digital billboards, gas pump 
videos, audio and video 
streaming, web, radio

Earned Media: Launch/press 
events, articles in news 
platforms, partner agency 
publications/platforms

Owned and Shared 
Media: FDOT website, 
publications, offices, rest areas, 
signs, and social media

Community Outreach: 
Outreach at local events 
where members of audience 
and influencers gather

*Separated by geographic region for independent evaluation; all campaigns to be statewide next fiscal year



Communication Plans:
Speeding, Distracted, Aggressive

Contents:
• Situational Analysis
• Goals
• Strategies
• Target Audiences
• Key Messages
• Tactics
• Implementation
• Evaluation
• Timeline

Attachments:
• Paid media purchases/locations/content
• Media release
• Shared media posts



Media and Community Engagement Schedule* 

Current Fiscal Year:

Next Fiscal Year: All 3 campaigns statewide

Paid Media: Targeted social, 
digital billboards, gas pump 
videos, audio and video 
streaming, web, radio

Earned Media: Launch/press 
events, articles in news 
platforms, partner agency 
publications/platforms

Owned and Shared 
Media: FDOT website, 
publications, offices, rest areas, 
signs, and social media

Community Outreach: 
Outreach at local events 
where members of audience 
and influencers gather

*Separated by geographic region for independent evaluation; all campaigns to be statewide next fiscal year



Community Outreach Materials – Comprehensive



Community Outreach Materials – Complete

Districts 4 & 6:

Designs for 
District orders:

(Future order for all Districts)



Community Outreach Materials – Orders for Districts

Shipped: Next Orders:



New Safety Tip Cards – Recipes for the Road Series

Inspired by D2 Recipes for the Road! FDOT Partnership with Florida Department of Agriculture

• Florida-focused 

• Seasonal series throughout the year

• Here are the Florida SPRING recipes!

• Ordering and distributing to Districts 
for use in community outreach events

• Electronic versions on both FDOT and 
FDAC websites



New Safety Tip Cards – Recipes for the Road Series

Inspired by D2 Recipes for the Road! FDOT Partnership with Florida Department of Agriculture

Key features: 

• FDAC ‘Fresh from Florida’ brand colors

• Chef credits

• Features most popular recipes from their 
website

• QR code to their recipe site for more

• Engagement – post and tag photos

• Encouraging Fresh from Florida call to action



New Safety Tip Cards – Recipes for the Road Series

Inspired by D2 Recipes for the Road! FDOT Partnership with Florida Department of Agriculture

Key features: 

• Target Zero brand colors that most closely 
match FDAC’s on the front

• Empowering call to action to help save lives

• Tips for safe driving following recipe theme, 
addressing precursors to speeding, 
distraction, and aggression

• Imagery clearly depicting seatbelt use

• QR code to Target Zero website for playlists 
and Do Not Disturb messages



• Optimizing static safety messaging for travelers

• Coordinating with Rest Area Manager in D3

• D3 is a great place to start – 12 total locations

• Rest areas: 5 pairs, 2 singles

• Welcome centers: 2

• Innovative concepts – custom banners, kiosks

• Identify opportunities for statewide deployment

• Target Zero creative team supporting

‘Owned Media’ - Rest Areas/Welcome Centers

Thank you to Gretchen Peoples and 
Mike Lewis for taking the lead!



New 
Information



Community Outreach Materials – In Design



Community Outreach Materials – In Design



Community Outreach Materials – In Design



Community Outreach Materials – In Design

And by special request – annual safety calendars



Linking to playlists and Do Not Disturb messages for paid media 
click-through, QR codes at events and on tip cards:

www.TargetZeroFL.com/Speeding

Next:
www.TargetZeroFL.com/Distracted

www.TargetZeroFL.com/Aggressive

Website – New Pages

http://www.targetzerofl.com/Speeding
http://www.targetzerofl.com/Distracted
http://www.targetzerofl.com/Aggressive


Campaign 
Evaluation



Our Strategy for Evaluating Effectiveness: 
Speeding, Distracted, Aggressive Campaigns

FDOT Paid 
Media Buyer 
Provides

FDOT Tracks 
for Social 
Media

FDOT 
Conducting 
Both
Before and 
After 
Campaigns 
Released

400 surveys each: Southeast, Southwest, Central, and West Florida 
= 1,600 responses to achieve statistical significance



• How likely is it that you will have a crash or close call in the next 
year if you engage in the following?

• Making a phone call or texting while driving. 

• Exceeding the speed limit. 

• Driving especially close to the car in front of you. 

Connecting Actions to 
Consequences



• Please rate the following statements how they best describe you, on 
the 7-point scale ranging from 1 (Strongly Agree) to 7 (Strongly 
Disagree).

• I have the power to start my driving trip early enough so I can arrive on time 
without having to exceed the speed limit. 

• While driving, I am in control of whether to make phone calls or text. 

• While driving, I have the power to keep my full attention on driving and not 
allow any distractions. 

• While driving, staying within the speed limit demonstrates self-control. 

• While driving, maintaining a safe distance from the car in front of me 
demonstrates self-control. 

• While driving, I have the power to control my anxiety and stressors. 

• It is up to me to safeguard others by the way I drive. 

Power to Act



• Most people who are important to me think it is all right for me 
to…

• …wait to make a phone call or text until after I arrive at my destination. 

• …exceed the speed limit to make up for lost time. 

• …drive especially close to the car in front of me

Injunctive Norms



• In the past month, how often did you start your driving trip early enough 
so you could arrive on time without having to exceed the speed limit? 

• In the past month while driving, how often did you wait to make phone 
calls or text until after you arrived at your destination?

• In the past month while driving, how often did you keep your full 
attention on driving and not allow any distractions? 

• In the past month while driving, how often did you exceed the speed 
limit to make up for lost time?

• In the past month while driving, how often did you drive especially close 
to the car in front of you (called tailgating or following too closely)?

Self Reported Behaviors Due to Precursors



Demographics and Background

• 35% have been a driver in a crash in the last 5 years 

• 40% have been pulled over by law enforcement in the past year 
o Half of this group has been pulled over more than once

Baseline Evaluation Key Takeaways



Self-Reported Behavior

• 19% rarely leave early 

• 20% rarely wait to make a phone call or text 

• 9% rarely keep their full attention on driving o 16% exceed the speed limit 
to make up for lost time on an almost daily or daily basis 

Respondents with a larger number of reported crashes were more likely to 
report exceeding the speed limit

Baseline Evaluation Key Takeaways



Behavioral Intent 

• Youngest drivers consistently had the least percentage of 
choosing the best safety behavior

Baseline Evaluation Key Takeaways



Injunctive Norms & Perceived Susceptibility 

• The youngest group was more likely to believe that others think 
it is all right to exceed the speed limit to make up for lost time. 

• 15% of respondents identified these behaviors (making a phone 
call while driving, exceeding the speed limit, and following 
especially close to the car in front) as extremely unlikely to result 
in a crash or close call, which was consistent for the three 
behaviors and age groups.

Baseline Evaluation Key Takeaways



Perceived Behavioral Control 

• The youngest age group, 18-21-year-olds, had fewer 
respondents agreeing they have control. 

• Close to half of the drivers feel they do not have control over 
anxiety and stress while driving.

Baseline Evaluation Key Takeaways



Close to half of the drivers feel they do not have control over 

anxiety and stress while driving… 

• Outreach should include ways to empower drivers for control over the entire driving task 

(and our target audience values control).

• Respondents who feel less control over anxiety and stressors while driving, also feel 

less control over cell phone use and leaving in time to avoid exceeding the speed limit.

After campaigns run, 2nd evaluation will be conducted and compared to baseline to 

evaluate effectiveness of influencing what you men know, feel, and do.

Baseline Evaluation Key Takeaways 



• October 15 – November 30, 2022

• Districts 4 and 6: St. Lucie, Palm Beach, 
Broward, Miami-Dade Counties

• Paid media purchases targeting young males 
included:

• Radio

• Streaming audio (Spotify, Pandora, Soundcloud)

• Digital video (Paramount+, Pluto, Samba, Visio, 
Hulu, YouTube)

• Targeted social (Facebook, Instagram, Snapchat)

• Digital billboards

• Gas pump tv 

Media Buyer Reports – Speeding Campaign

*Speeding Campaign – D4, D6

Time Management:
Leave Early For Your Trip Or Arrive Late



Media Buyer Reports – Speeding Campaign

Almost 40 million impressions total
REMEMBER – this metric counts each time a person sees a message

GOAL – each person sees messages multiple times for message retention and comprehension



FDOT Social Media Metrics - January

Engagement 
Rate Target: 

4.5 - 5%



FDOT Social Media Metrics - January

Engagement 
Rate Target: 

1.5 - 2%



Action Items
South Florida
Central and West Florida
All Districts



• Congratulate Yourselves – Job Well Done!

• Continue Community Outreach and 

Promote Speeding Messaging

• Prepare for June – ways to engage young 

males in the community

• We’ll send Communication Plan and meet!

South Florida



• Prepare for Distraction and Aggression Behavior Campaign Launch

• Consider Assets Available, Opportunities to Reach Young Males

• District meetings to be scheduled to go over communication plans

Central and West Florida

Paid Media Video, Audio, Billboards

Community Outreach Materials



• Remember All Behavior Campaign Assets Are Yours Too

• Once final approved, all digital assets will be uploaded to website

• In the Community – Promote Playlists, DND Messages, Videos PSAs, Audio 

PSAs, Social Media

• Please Continue to Share With Us What You Are Doing Too!

Statewide



Next Steps



46

• Behavior Campaigns 

• D4/D6 Speeding Campaign in Oct/Nov – Complete

• D5 Distraction Campaign in April, June

• D1/D7 Aggressive Campaign in April, June

• D4/D6 Speeding Campaign again in June

• Post-Evaluation of Effectiveness in July, Compare to Baseline

• Latin-American Messaging Development

• Additional ‘Owned’ Media Assets Development

• Rest Areas, Welcome Centers – D3 Leading

• DMS – Seeking Leader!

Next Steps

Communication Plans 
Pending Approval



FEBRUARY IS HIT AND RUN AWARENESS MONTH

Let’s Get Everyone Home Safely

TargetZeroFL.com

Hit-and-Run Awareness - Florida Department of Highway Safety and Motor Vehicles (flhsmv.gov)

https://www.flhsmv.gov/safety-center/driving-safety/hitrun/


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/
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